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India's over-the-counter (OTC) healthcare market is experiencing a surge, projected to 

reach USD 11.62 billion by 2026. This growth stems from rising disposable incomes, 

increased health awareness, and a burgeoning middle class. The market offers a diverse 

range of products catering to various needs, from pain relievers to dietary supplements. 

Several factors contribute to this growth: growing health consciousness, changing 

lifestyles, and regulatory reforms promoting quality and accessibility. The e-commerce 

boom further expands product reach. Understanding the market requires segmentation 

by product category, distribution channel, and geographical region. Key players include 

both multinationals and domestic companies. Effective marketing in this diverse 

landscape necessitates a nuanced approach. Strategies should consider target audience 

demographics, build brand trust through traditional and digital channels, and emphasize 

product quality and safety. Leveraging digital marketing, focusing on rural markets, and 

implementing omnichannel strategies are crucial. Collaboration with healthcare 

professionals and stakeholder engagement are also important. Market analysis using a 

SWOT framework reveals both strengths (growing health awareness, established 

distribution networks) and weaknesses (low brand awareness, limited rural reach). 

Opportunities include untapped rural markets, rising chronic diseases, and e-commerce 

expansion. Threats come from intense competition, counterfeits, and regulatory 

changes. 
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INTRODUCTION India's over-the-counter (OTC) healthcare market 

has indeed experienced significant expansion, 
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aligning with global trends of heightened health 

awareness and a shift towards preventive care. The 

rise of OTC products can be attributed to various 

factors, including the burgeoning middle-class 

population, urbanization, and increasing 

disposable incomes. As per the Economic Times, 

the Indian OTC market was estimated to be worth 

around $6.7 billion in 2020, with a projected 

compound annual growth rate (CAGR) of 9.6% 

from 2020 to 2025 [1]. Furthermore, the COVID-

19 pandemic has further accelerated the adoption 

of OTC healthcare products in India. The emphasis 

on personal hygiene, immunity-boosting 

supplements, and self-care practices has led to a 

surge in demand for OTC remedies. According to 

a report by Research and Markets, the pandemic 

has acted as a catalyst for the OTC healthcare 

market, prompting consumers to seek accessible 

solutions to manage their health concerns from the 

comfort of their homes [2]. However, despite the 

promising growth prospects, OTC healthcare 

companies face multifaceted challenges in 

penetrating the Indian market effectively. One 

significant hurdle is the diverse socio-economic 

landscape, with vast disparities in healthcare 

access and literacy levels across different regions. 

Companies need to tailor their marketing strategies 

to cater to the diverse needs and preferences of the 

Indian consumer base [3]. Moreover, regulatory 

compliance and stringent quality standards add 

another layer of complexity for OTC 

manufacturers. The implementation of Goods and 

Services Tax (GST) and the evolving regulatory 

framework necessitate continuous adaptation and 

compliance efforts from industry players [4]. In 

response to these challenges, OTC healthcare 

companies are leveraging innovative marketing 

techniques and digital platforms to enhance their 

reach and engagement. E-commerce platforms 

have emerged as crucial channels for distributing 

OTC products, offering convenience and 

accessibility to consumers across urban and rural 

areas [5]. Additionally, strategic partnerships with 

healthcare professionals and pharmacies play a 

pivotal role in building trust and credibility among 

consumers [6]. Several Factors Contribute to the 

Growth of the Indian OTC Healthcare Market: 

Indeed, the growth of the Indian over-the-counter 

(OTC) healthcare market is propelled by various 

factors, reflecting both the evolving consumer 

landscape and broader socio-economic trends. 

Some of the key contributors to this growth 

include: 

1. Increasing Health Awareness:  

With rising health consciousness and a growing 

focus on preventive healthcare, Indian consumers 

are more inclined to adopt OTC products for self-

care and minor ailments [7]. 

2. Changing Lifestyles:  

Rapid urbanization, sedentary lifestyles, and 

changing dietary habits have led to an increase in 

lifestyle-related disorders, driving the demand for 

OTC products [8]. 

3. Growing Middle-Class Population:  

India's burgeoning middle-class population, with 

higher disposable incomes, is fueling the demand 

for quality healthcare products, including OTC 

offerings [9]. 

4. Regulatory Reforms:  

The Indian government has implemented 

regulatory reforms to ensure the quality, safety, 

and accessibility of OTC products, which has 

bolstered consumer confidence in these products 

[10]. 

5. E-commerce Boom:  

The rise of e-commerce platforms and online 

pharmacies has made OTC products more widely 

available and accessible to consumers across 

India [11]. 

Market Segmentation and Key Players 

The Indian OTC healthcare market can be 

segmented based on product categories, 

distribution channels, and geographical regions. 
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Understanding these segments is crucial for 

devising targeted marketing strategies. 

1. Product Categories:  

Analgesics, cough and cold remedies, digestive 

aids, dietary supplements, and other OTC 

products [12]. 

2. Distribution Channels:  

Pharmacies, supermarkets, convenience stores, 

online platforms, and direct-to-consumer 

channels [13]. 

3. Geographical Regions:  

Metro cities, urban areas, and rural markets [14]. 

Key players in the Indian OTC healthcare market 

include multinational corporations like 

GlaxoSmithKline, Johnson & Johnson, Abbott, 

and Pfizer, as well as domestic companies such as 

Dabur, Himalaya, Emami, and Zydus Cadila [15]. 

Marketing Strategies for OTC Healthcare 

Products in the Indian Market: 

Marketing OTC healthcare products in the Indian 

market requires a nuanced approach that takes into 

account the diverse socio-economic landscape, 

cultural factors, and regulatory requirements. Here 

are some effective strategies tailored for success: 

1. Understanding the Target Audience: 

Effective marketing strategies begin with a deep 

understanding of the target audience. In the Indian 

context, it is essential to segment the market based 

on demographics, psychographics, and 

geographical locations. Factors such as age, gender, 

income levels, health concerns, and purchasing 

behaviors should be considered to tailor marketing 

messages and channels effectively [16]. 

2. Building Brand Awareness and Trust:  

Trust is a critical factor in the healthcare industry, 

and OTC product manufacturers must invest in 

building strong brand awareness and credibility. 

Leveraging traditional media channels like 

television, print, and radio, as well as digital 

platforms like social media, can help establish 

brand presence and educate consumers about the 

benefits and proper usage of OTC products [17]. 

3. Emphasizing Product Quality and Safety: 

Indian consumers are increasingly conscious of 

product quality and safety, particularly in the 

healthcare domain. Marketing campaigns should 

highlight the rigorous quality control measures, 

adherence to regulatory standards, and the safety 

profile of OTC products. Certifications, 

endorsements from healthcare professionals, and 

transparent ingredient labeling can help build 

consumer confidence [18]. 

4. Leveraging Digital Marketing:  

With the rapid adoption of digital technologies in 

India, leveraging digital marketing channels is 

essential. Strategies such as search engine 

optimization (SEO), social media marketing, 

influencer collaborations, and targeted online 

advertising can effectively reach and engage tech-

savvy consumers. Additionally, developing user-

friendly mobile apps and integrating e-commerce 

capabilities can enhance the overall customer 

experience [19]. 

5. Focusing on Rural Markets:  

While urban areas remain significant markets for 

OTC healthcare products, the vast rural population 

in India presents a significant growth opportunity. 

Developing region-specific marketing campaigns, 

partnering with local pharmacies and retailers, and 

leveraging community-based initiatives can help 

penetrate these untapped markets effectively [20]. 

6. Implementing Omnichannel Strategies:  

An omnichannel approach that integrates various 

touchpoints, including physical stores, online 

platforms, and mobile applications, can enhance 

the customer experience and drive sales. 

Consistency in messaging and seamless integration 

across channels are crucial for delivering a 

cohesive brand experience [21]. 

7. Engaging Healthcare Professionals:  

Healthcare professionals, such as doctors, 

pharmacists, and nurses, play a vital role in 

influencing consumer decisions regarding OTC 

products. Establishing collaborative relationships 
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with healthcare professionals, providing 

educational resources, and leveraging their 

expertise in marketing campaigns can significantly 

enhance credibility and drive product adoption 

[22]. 

8. Leveraging Consumer Insights and 

Analytics:  

Gathering and analyzing consumer insights, market 

trends, and sales data is essential for informing 

marketing strategies and optimizing campaigns. 

Conducting market research, analyzing consumer 

feedback, and leveraging data analytics tools can 

help identify emerging consumer needs, 

preferences, and pain points, enabling marketers to 

refine their strategies accordingly [23]. 

9. Adopting Sustainable and Ethical Practices: 

As consumers become increasingly conscious of 

environmental and social impacts, incorporating 

sustainable and ethical practices into marketing 

strategies can resonate with the Indian audience. 

Highlighting eco-friendly packaging, responsible 

sourcing, and corporate social responsibility 

initiatives can differentiate OTC brands and foster 

brand loyalty [24]. 

10. Collaborating with Stakeholders: 

Collaborating with various stakeholders, such as 

healthcare associations, government agencies, and 

non-governmental organizations (NGOs), can 

amplify marketing efforts and foster trust among 

consumers. Partnerships and joint initiatives 

focused on public health awareness and education 

can enhance brand visibility and credibility [25]. 

Market Analysis and Potential Challenges: 

 To develop effective marketing strategies, it is 

crucial to conduct a thorough market analysis and 

identify potential challenges. One effective tool 

for market analysis is the SWOT (Strengths, 

Weaknesses, Opportunities, Threats) analysis, 

which can provide valuable insights into the 

competitive landscape and market dynamics [26]. 

Strengths Weaknesses 

Growing health consciousness Low brand awareness in certain categories 

Increasing disposable incomes Pricing pressures 

Established distribution networks Limited reach in rural areas 

Regulatory reforms for quality and safety Lack of widespread digital adoption 

 

Opportunities Threats 

Untapped rural and semi-urban markets Intense competition 

Rising prevalence of lifestyle diseases Counterfeit and substandard products 

Expansion of e-commerce Regulatory changes 

Potential for product innovation Economic downturns 

Potential Challenges in the Indian OTC Healthcare 

Market: Navigating the Indian OTC healthcare 

market poses several challenges for companies 

looking to establish a strong presence and drive 

growth. Some of the key challenges include: 

1. Price Sensitivity:  

Indian consumers are often price-sensitive, 

especially in rural and semi-urban areas. Striking 

a balance between affordability and perceived 

value can be challenging for OTC product 

marketers [27]. 

2. Distribution Challenges:  

Ensuring efficient and widespread distribution, 

particularly in rural areas with limited 

infrastructure, can pose significant logistical 

challenges [28]. 

3. Counterfeits and Substandard Products: 

The presence of counterfeit and substandard OTC 

products in the market can undermine consumer 

trust and pose health risks, necessitating robust 

anti-counterfeiting measures and consumer 

education [29]. 

4. Regulatory Compliance:  
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Navigating the evolving regulatory landscape, 

maintaining compliance with quality standards, 

and obtaining necessary approvals can be 

complex and resource-intensive [30]. 

5. Consumer Skepticism:  

Overcoming consumer skepticism and building 

trust in OTC products, particularly in categories 

where traditional remedies or home remedies are 

prevalent, can be a significant hurdle [31]. 

6. Regional and Cultural Diversity:  

India's vast regional and cultural diversity 

necessitates tailoring marketing strategies and 

messaging to resonate with local preferences and 

sensibilities [32]. 

7. Digital Divide:  

While digital marketing is crucial, the digital 

divide between urban and rural areas must be 

addressed to ensure effective reach across all 

segments [33]. 

By conducting a comprehensive market analysis 

and addressing potential challenges proactively, 

OTC healthcare product marketers can develop 

robust strategies tailored to the unique dynamics of 

the Indian market. 

Measuring Marketing Effectiveness: 

 Measuring the effectiveness of marketing efforts 

is crucial for OTC healthcare companies to 

evaluate the performance of their campaigns, 

optimize strategies, and allocate resources 

efficiently. Several key performance indicators 

(KPIs) can be used to assess marketing 

effectiveness in the Indian market: 

1. Sales Revenue:  

Tracking sales revenue directly attributable to 

marketing campaigns provides a tangible measure 

of effectiveness. Analyzing sales data over time 

and correlating it with marketing activities helps 

determine the return on investment (ROI) and 

identify which campaigns drive the highest 

revenue [34]. 

2. Market Share:  

Monitoring changes in market share relative to 

competitors can indicate the success of marketing 

initiatives in capturing consumer attention and 

preference. Gaining market share signifies 

effective positioning, differentiation, and 

customer acquisition strategies [35]. 

3. Brand Awareness:  

Assessing brand awareness metrics, such as aided 

and unaided brand recall, brand recognition, and 

brand association, indicates the reach and impact 

of marketing efforts. Surveys, social media 

analytics, and website traffic data can provide 

insights into brand visibility and recall among 

target audiences [36]. 

4. Customer Engagement:  

Evaluating customer engagement metrics, 

including website traffic, social media 

interactions, email open rates, and click-through 

rates, gauges the level of audience engagement 

with marketing content. Higher engagement 

levels suggest effective communication and 

resonance with consumers [37]. 

5. Lead Generation and Conversion Rate: 

Monitoring lead generation metrics, such as 

website inquiries, demo requests, or sign-ups, 

helps assess the effectiveness of marketing 

campaigns in generating interest and potential 

sales opportunities. Analyzing conversion rates 

from leads to customers provides insights into 

campaign effectiveness at driving conversions 

[38]. 

6. Customer Lifetime Value (CLV): 

Calculating CLV enables OTC companies to 

measure the long-term value generated from 

marketing activities by estimating the total 

revenue generated from a customer over their 

lifetime. Higher CLV indicates successful 

acquisition, retention, and monetization of 

customers through marketing efforts [39]. 

7. Return on Advertising Spend (ROAS): 

ROAS measures the revenue generated for every 

unit of currency spent on advertising. It helps 
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evaluate the efficiency and profitability of 

advertising campaigns across different channels 

and informs future budget allocations [40]. 

8. Customer Satisfaction and Loyalty: 

Monitoring customer satisfaction scores, net 

promoter scores (NPS), and customer retention 

rates provides insights into the impact of 

marketing efforts on customer satisfaction and 

loyalty. Satisfied and loyal customers are more 

likely to repurchase and recommend the brand to 

others [41]. 

9. Marketing Attribution:  

Utilizing marketing attribution models, such as 

first-touch, last-touch, or multi-touch attribution, 

helps attribute sales and conversions to specific 

marketing channels and touchpoints. 

Understanding the contribution of each marketing 

channel to overall performance facilitates 

optimization of marketing mix and budget 

allocation [42]. 

MARKET OVERVIEW AND TRENDS 

The Indian over-the-counter (OTC) healthcare 

market is experiencing a surge, and this trend is 

likely to continue for years to come.  A recent 

report by Mordor Intelligence projects the market 

to reach a staggering USD 11.62 billion by 2026, 

reflecting a strong compound annual growth rate 

(CAGR) of 11.8%  from its 2020 valuation of USD 

5.95 billion. This significant growth is fueled by a 

number of factors. As disposable income rises in 

India, people are more likely to invest in their 

health and well-being. Additionally, there's a 

growing awareness about preventative healthcare 

and self-care, leading to increased demand for 

OTC products. The market itself offers a vast and 

diverse range of products catering to various 

needs. From common pain relievers and cough and 

cold remedies to digestive aids and dietary 

supplements, the Indian OTC market has 

something for everyone. Here's a glimpse into the 

projected market size for the coming years: [43]. 

 
Figure no. 1: Indian OTC Healthcare Market Projection 

CONCLUSION 

The Indian OTC healthcare market presents a 

vibrant opportunity for companies seeking growth.  

Fueled by rising disposable income, health 

consciousness, and a burgeoning middle class, the 

market is projected to reach a staggering USD 

11.62 billion by 2026. However, navigating this 

dynamic landscape requires a strategic approach. 

Success hinges on developing targeted marketing 

strategies that cater to the diverse needs of Indian 

2021 2022 2023 2024 2025 2026

0

2

4

6

8

10

12

M
a
rk

e
t 

S
iz

e
 (

U
S

D
 B

ill
io

n
)

Year

 Market Size (USD Billion)



Ashutosh Chand Kaushal , Int. J. of Pharm. Sci., 2024, Vol 2, Issue 6, 518-526 |Review 

                 

              INTERNATIONAL JOURNAL OF PHARMACEUTICAL SCIENCES                                                                                   524 | P a g e  

consumers. Companies must understand regional 

and cultural nuances, while also addressing 

challenges like price sensitivity and limited rural 

distribution. Building trust through effective 

communication and emphasizing product quality 

are paramount. Digital marketing holds immense 

potential, allowing companies to reach tech-savvy 

consumers and expand their reach. Combining this 

with a focus on rural markets and establishing 

omnichannel strategies that integrate various 

touchpoints will create a seamless customer 

experience. Collaboration with healthcare 

professionals and relevant stakeholders further 

strengthens brand credibility and fosters trust. By 

acknowledging and addressing potential 

challenges through a robust market analysis, 

companies can develop effective strategies 

tailored to the unique dynamics of the Indian 

market.  Ultimately, a focus on customer 

engagement, brand loyalty, and optimizing 

marketing efforts will be crucial for driving long-

term success in this promising sector. 
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