2015 2017

oTC

The influence of advertising expression of OTC drugs on decision making process
through perceptual risk
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Along with the policy recommended by self-medication, while the OTC drugs
market is expected to continue to grow in the future, the OTC pharmaceutical market needs a
marketing strategy that fully responds to perceptual risks that consumers have. On the other hand,
even looking at overseas precedent cases, the influence of public opinion formed by mass media
cannot be ignored as _a background context when consumers conduct risk assessment. Therefore, we
first classify a variety of OTC drugs into several categories based on the factors of perceptual
risk, and analyze the characteristics of the consumer®s decision-making process in each segment.
Then build a convincing communication model consistent with each segment. Furthermore, we perform
cggnitigelpsychological experiments using virtual TVCM based on model and verify the validity of
this model.
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