Consumer Accelerated Health: The next paradigm in OTC 

Here, Chris Middleton of Futures Coaching discusses the changing nature of healthcare, where the public is taking the initiative to drive what he refers to as Consumer Accelerated Health. This is just one trend that marketers must be ready to exploit, however, and in a guest author report for Nicholas Hall & Co Chris introduces 25 more opportunities for companies looking to increase sales. 

“Consumer centric”: Yesterday’s revolution 

There is a revolution going on in healthcare. Information rich patients are getting savvy, demanding treatments from their GP. Doctors are responding by prescribing to patient wishes. The consumer healthcare industry is focused on meeting the “well-th” needs and wants of the public.

But this is not the revolution I’m referring to! Consumer centric strategies responded to yesterday’s revolution. Tomorrow will be increasingly about Consumer Accelerated Health!

Under our noses, consumers are reorganising and reprioritising what they want in their lives and what they do in their lives. What they want is more trust and transparency and what they do is more open and internet based. And the result? Consumers are turning away from “experts” and finding faith in “others like them” online.

Disintermediation is happening in most sectors – goodbye travel agencies, goodbye record labels ... it’s happening in healthcare too. This dynamic requires four pre-conditions – and all are met in the healthcare arena:

•  People must want to be open and share information

•  They need to be driven to spend time and take action 

•  There must be a ready and willing tribe to chat / exchange / advise 

•  There has to be an accessible meeting place – in this case, the internet

Rather than react passively to the healthcare industry, consumers are starting to participate, to collaborate, to join together. This is new. Rather than be passive recipients of the healthcare system, together they become proactive actors in true peer-to-peer fashion, pushing healthcare “experts” to the periphery.

Of course, the future is already here for all to see. Health data-sharing company Patients-Like-Me describes its online business as “patients helping patients live better everyday”. It has 122,000 people actively participating in 1,000 condition communities. Macmillan Cancer Support gets over 4mn unique visitors and hosts active forums and chats. In wellbeing, Mumsnet and Nike Running have huge following communities – all real “fans” and many participating and collaborating with each other.

While paradigm movement can already be seen, there are several levers that will ensure that Consumer Accelerated Health has a growing and massive impact over the decade ahead. For example, the move online, the migration to mobile, the re-energising of grass roots movements – all will support and speed up the Consumer Accelerated Health trend. 

Impacts will be profound for the health industry – necessitating internal cultural change, increasing technological capabilities and the launching of radical new products, services and business models.

Organisations wishing to keep ahead of the consumer curve have to invest NOW in the insights, ideas and implications of Consumer Accelerated Health – a central paradigm for the decade ahead.

New Boundaries: More opportunities for OTC

However, Consumer Accelerated Health is just one opportunity for fleet-of-foot OTC companies. 

These are, indeed, exciting times for the best OTC companies. Turbulence and turmoil are all around: the economy has been stirred up by the recession; consumers have rediscovered risk, value and their own strength in the marketplace; new technologies are producing a “once in a generation” change of platform. This is the time for change, for innovation, for differentiation, for a radical break with the past. In such a context, the best companies and the best marketing talent in those companies shine through. 

In a Special Report commissioned by Nicholas Hall, Chris Middleton of Futures Coaching discusses “New Boundaries for Consumer Healthcare”. In a similar fashion to the Consumer Accelerated Health paradigm shift identified above, the Report highlights 25 other opportunities for OTC companies. It covers: adapting to consumers new needs and wants; new responses to the changing business environment; and building cutting edge challenger strategies.

New Boundaries for Consumer Healthcare: 25 opportunities

1. Quick Fix Culture

2. New Rules for Consumer Engagement

3. New Routes to Consumer Loyalty

4. Fear Marketing

5. Personalised Medicines

6. New Rigidity in Consumer Behaviours

7. The Consumer’s New Role as Health Expert

8. Celebrity Medicine

9. The Worried Well

10. It’s all in the Mind

11. Recession-fuelled Markets: How to Position to Benefit?

12. The Era of Consequences

13. Post-recession Markets: How to Win the Recovery?

14. Sustainability and its ‘Next Wave’ Impact

15. Exploiting the Web 2.0 and Social Media

16. m-Health and Smartphones

17. Digital Footprints and the Information Revolution

18. Rejuvenating Management Teams


19. Rejuvenating Brands

20. Cutting-Edge FMCG Mindsets

21. Embracing Complexity

22. Open Innovation

23. Beta Testing and Rapid Failure

24. New Category Invention

25. Future Back

This report comes strongly recommended to ambitious OTC companies who seek opportunity in difficult markets and who are determined to emerge from the years ahead in a stronger market position.

If you are interested in buying a copy of this report, the price is GB£4,500 for a global licence or GB£3,750 for a country licence. 5% Credit Card Discount Available! PUBLISHED IN POWERPOINT ON CD-ROM

Please contact:

Stacy Welply, E: stacy.welply@NicholasHall.com or Ian Crook, E: ian.crook@NicholasHall.com
