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Understanding your pharmacy shoppers
Bayer Consumer Health’s Shopper Segmentation Research

Background and context

Bayer Consumer Health’s shopper segmentation research’ sought to distinguish what motivates and
influences consumers when they are in the process of shopping, ultimately looking to answer the
fundamental question of why some customers buy and some don’t?

The research has helped Bayer to profile UK shoppers into different segments that are reflective of the
attitudes and behaviours of today’s shopper.

These insights have fed directly into the content of the Business Fit for the Future module series which
looks at two of the segments, giving guidance and advice to help guide your approach to dealing with
these particular types of pharmacy customers. Applying this knowledge will enable pharmacy teams to
make more accurate predictions about expected behaviour and in turn develop the retail offering to
ensure your pharmacy is as valuable as possible today and in years to come.

Robust data sample

The research involved a national representative sample of 4,000 adults to give a true picture of the UK
population. Attitudes and behaviours were assessed on a host of health and wellbeing themes which
resulted in the collation of eight shopper segments that share similar outlooks, attitudes and values.
These cohesive groups of shoppers combined give a picture of the UK customer landscape.

Anxious
investors

Health & well-being is at the
core of theiridentity. Worries
about the future lead them
to proactively invest in their
health today for a brighter
tomorrow

Assured
quick-fixers

No -nonsense
stainers

With well established routines They are independent, with

Poor health histories
helped shape a
outlook. High
anxious and ov
they focus on managing
current conditions
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to set them up for later life,

they are secure in themselves.

Highly pragmatic and
capable, they deal with issue
head on

Uncertain
happiness-seekers

With a concern for self-
image and what others
think, they lack confidence.
They focus on emotions
and happiness is theirend
felolell

a non-stop lifestyle. They
seek immediate, time-
saving solutions and are
willing to spend for tangible
results

Relaxed
realists

They prefer to live in the
now, maintaining their
current lifestyle. Happy to
go with the flow, they do
their best when it comes to
their health

Disengaged
pragmatists

With a negative outlook, they

are sceptical about their
power to control their health
futures. Beyond feeling good
and maintaining a level
mood they don't actively
engage in their health &
well-being
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Pharmacy shoppers

Whilst all the segmentations outlined above will interact with community pharmacy at some point, the
first module in the Business Fit for the Future series outlines the two shopper profiles whose interest in
health and wellbeing makes them most likely to spend in community pharmacies:

* Anxious investors

* Assured-quick fixers

More information on each profile can be found below:

Meetthe Anxiousinvestors...

Health & well-being is atthe core of theiridentity. Worries about the future
lead them to proactivelyinvestin their healthtodayfor a brightertomorrow

+ H&W-B isa top priority

+ Preferto tackle H&W-B holistically & are opento
natural products

* Make sacrifices and are proactive

* Health consciousnessis an important partof who
they are - into fitness and healthy eating

+ Willing to spend on H&W-B

+ Worry about the future of their HRW-B

+ Care about mental aswell as physical health

Sensitive, Independent, Health conscious,
Disciplined and Inquisifive
Not Relaxed

+ Everythingin moderclflién‘-‘;lfl'scll about balance
* Make small positive changes every day
* Make sacrifices today for a better tomorrow

+ Avoidillnessseen among peers
+ Feelyoungerforlonger
+ Avoidillness that runsin the family

Meet the Assured quick-fixers...

They are independent, with a non-stop lifestyle. They seekimmediate,
time-savingsolutions and are willingto spend fortangibleresults

isabout looking good, rather than feeling

heir H&W-B

uland Ener,
le, Down to

ntinue
all about
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