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Aesthetic considerations for pharmaceutical OTC (over the counter) products

Abstract: This paper studies to investigate consumer’s perception for product color, shape & taste while buying an OTC (Over the counter) product. This study examines the impact of product color on consumer’s expectancies towards the drug and seeks to determine if color code exist for drug categories. The primary research was conducted through surveys. Data collection method was direct questionnaire to consumers. This was done in two phases. Respondent were exposed to face to face interview. In phase 1, Questionnaire was focused to identify general perception of OTC drugs and the preference for color; shape and perception of taste of OTC drugs. 
The study shows that there is an influence of products aesthetic attributes of pharmaceutical OTC products on consumption desire of consumers. This can translates to brand loyalty and ultimately to sales. Red, Pink emerged as most preferred colors. Blue and White are other two preferred colors. 

With large number of OTC drugs currently circulating in the market, products can easily get lost in cluttered OTC isles of supermarkets. Through proper study of product aesthetic attributes, a memorable brand can be initiated to separate from competitors in attempt to gain market share in the OTC drug industry.
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1. Introduction:

Pharmaceutical market is expanding considerably due to the ageing population, increasing income level, and higher awareness of new products etc.

Direct to consumer (DTC) advertising which entails more demand from consumers and physicians, has led pharmaceutical industry to be more aware about its aesthetic appeal, as far as pharmaceutical OTC(Over the counter)products are concerned. Therefore, Physical and psychogenic factors must be considered in producing an aesthetically elegant and pharmaceutically effective OTC product. It is necessary to identify the sensory attributes that are critical factors in the “use experience’ of pharmaceutical OTC products. 
The idea that “as long as the patient trusts the doctor and the pharmacists, he or she can swallow even the bitterest and ugliest pill” is often the misconception1 (Madrid, 2005). Patients undergo a sensory experience every time they self-administer a drug, whether it’s swallowing a tablet or capsule, chewing a tablet, swallowing a liquid, or applying a cream or ointment. Its ritual involving perceptions can powerfully affect a patient’s view of treatment effectiveness2 (Worthington, 2007) It is possible to ensure that all the sensory elements of this therapy regimen, work together to create positive perceptions that complement the medical attributes. Yet, surprisingly little attention is paid to the sensory attributes of a vast majority of dosage forms in pharmaceutical industry.
The products’ aesthetic appeal can be build an emotional connection with the product. This can have a dramatic effect on patients’ compliance and can increase brand loyalty. Thus, color, shape, taste is involved in positioning of pharmaceutical OTC products and in bringing up aesthetic appeal. When one has the headache, he/she is not going to choke on a big thick capsule or a tablet if there is a sweet good-looking pill that melts on the and that works just as well3 (Goldman, 2005)

Today, a change in attitude of the patients and development of numerous flavoring and coloring agents are all set to unlock great potential for value addition to OTC medicines as far as sensory experience is concerned. According Mapelli and Behrmann4 (1977) color may play a greater role in implicit recognition. Choungourin5 (1968) showed that color preferences are not identical across countries. He found that red was the most preferred color by Americans, green by the Lebanese and blue-green by Iranians and Kuwaitis. Jacobs et al.6 (1991) found red to be most strongly related to China, purple to France, green to both France and Italy and, while the American subjects associated the USA with blue, other Asian subjects related her with red. Similarly, orange is the favorite color in The Netherlands, since her monarchy is the House of Orange.


Color combinations or specifically colored packaging are often used in highlighting the country of origin of products in foreign markets. Madden et al.7 (2000) found that colors are paired with other colors of consistent or complementary meanings. Green was paired with yellow in Canada and China, with blue in Colombia, with white in Austria and also with red in China. 

Table –1: The cross-cultural spectrum of meanings and associations of color in marketing 
	Color
	Country-Culture cluster

	
	Anglo-Saxon
	Germanic
	Latin
	Nordic
	Slavic
	Chinese
	Japanese
	Korean 
	ASEAN 

	White 
	Purity

Happiness
	-

-
	-

-
	-

-
	-

-
	Death

Mourning
	Death

Mourning
	Death

Mourning
	Death

Mourning

	Blue
	High quality 

Corporate

Masculine
	Warm

Feminine

-
	-

-

-
	Cold

Masculine

-
	-

-

-
	High quality

Trustworthy

-
	High quality

Trustworthy

-
	High quality

Trustworthy

-
	Cold

Evil

(Malaysia)

	Green
	Envy

Good taste

-
	-

-

-
	Envy

-

-
	-

-

-
	-

-

-
	Pure

Reliable

-
	Love

Happy

-
	Pure

Adventure

-
	Danger

Disease

(Malaysia) 

	Yellow
	Happy

Jealousy

-

-
	Envy

Jealousy

-

-
	Envy 

Infidelity 

-

-
	-

-

-

-
	Envy

-

-

-
	Pure

Good taste

Royal

Authority
	Envy

Good taste

-

-
	Happiness

Good taste

-

-
	-

-

-

-

	Red
	Masculine

Love

Lust

Fear

Anger
	Fear

Anger

Jealousy

-

-
	Masculine

-

-

-

-
	-

Positive

-

-

-
	-

Fear

Anger

Jealousy

-
	Love

Happiness

Lucky

-

-
	Love

Anger

Jealousy

-

-
	Love

Adventure

Goods taste

-

-
	Love

Adventure

-

-

-

	Purple
	Authority

Power

-
	-

-

-
	-

-

-
	-

-

-
	Anger

Envy

Jealousy
	Expensive

Love

-
	Expensive

Sin

Fear
	Expensive

Love

-
	-

-

-

	Black
	Expensive

Fear

Grief
	Fear

Anger

Grief
	Fear

Anger

Grief
	-

-

-
	Fear

Anger

-
	Expensive

Powerful

-
	Expensive

Powerful

-
	Expensive

Powerful

-
	Mourning 

Powerful

-


(Hupka8 et al., 1997), Grossman and Wisenblit9, 1999), Ricks10 (1998), Jacobs6 et al. (1991), Schmitt11 (1995), Schiffman12 et al. (2001) and Neal13 et al. (2002) and  More and Srivastava14 (2006). The absence of any concrete reported research findings for particular cultural clusters is denoted by dashes.  ) 

Now, as there are more educated, mature, better informed and more health conscious consumers who take interest in health promoting products, the manufacturer or supplier can no longer rely solely on the promised effectiveness and usefulness of a product. Better trade-off can be ensured between therapeutic benefits and possibly unpleasant sensory experiences.

Palatability is influenced by a combination of sensory perceptions including sight, taste, and smell and to a lesser extent the texture of the products. Many colors and their role remain to be studied and documented. This is more important if one relates to pharmaceutical products. 

This paper studies to investigate consumer’s perception for product color, shape & taste while buying an OTC product. It also evaluates these factors for studying its role in positioning of a product. Does age has any influence on color perception and liking?

This study examines the impact of product color on consumer’s expectancies towards the drug and seeks to determine if color code exist for drug categories. The main objective of this study was also to assess the presumed effect of the color of a drug on subjective evaluation. It also examines the impact of sensory attributes like color (aesthetic appeal and mood influencer), shape (aesthetic appeal and appeal as object of desire) and perception of taste (appealing to basic drives like hunger, thirst etc.) looking at the color in consumption experience of pharmaceutical OTC products.

2. Literature Review:
Pharma companies grapple with strict legislation and there is need for greater brand promotion in pharmaceutical marketing15. (Biradar et. al (2007). The product’s aesthetics – appearance, aroma, flavor, texture, feel, on emotional connection with the product can have a dramatic effect on patient compliance and increase brand loyalty. According to Lichte16 (2007) color component may affect the emotions felt by an individual. Therefore, color is an integral part of product, service, packaging, and logo and can be an effective mean of creating and sustaining brand image in customer’s mind7 (Madden et. al. 2000) Color is one of the many marketing tools that global managers use to create brand images in the customer’s mind. Colors are known to posses emotional and psychological properties7 (Madden et al 2000). Color ranks among the top three consideration along with price and quality17 ( Cooper, 1994) According to Madden et al7 (2000) red color means excitement, orange signifies disturb mind,, blue indicates tender, smooth, purple means dignified mood and yellow is cheerful color, with black being powerful symbols. Same author says that yellow and blue are happy color Thus, role of color helps in memory performance in implicit or explicit ways18 (Vernon and Lloyd-Jones 2003) Color red is perceived as implying a high level of hazard followed by color such as orange and yellow than blue and green with white implying the least hazard19, 20, 21  (Chapan 1994, Adam and Edworth 1995, Costello et al. 2002) Color has obvious potential to aid the discriminate ability and categorization of label and package18 (Vernon and Lloyd-Jones, 2003)In medical domain use of color as an identification and classification aid to reduce medication error has been in practice22, 23, 24. (Stuth 2002, Frush et al. 2004, McCoy 2005).Color, therefore, helps in categorization of label and package25 (Hellier et al 2006). Color also has significant influence of on perceived drug potency26 (Routcet and Droulers 2005). Color is also a powerful cue assisting brand recall27 (Tavassoli and Han, 2002) Red is associated with coke, blue with IBM, pink with Barbie dolls, green with 7 up and Unienyme with black color tablet color also communicates corporate position. At the same time Blue colour stands for solid responsible financial service, green for innovative, caring organization28. (Cheskin and Masten,1987). Same hold true for color of pharmaceutical OTC products. However, cross-cultural differences in color perception do  exist29 (Jameson and Alvarado 2003). Therefore, color is an integral part of product and packaging7 (Madden et.al 2000) Color can influence and build emotion in advertising according to Lichtle16 (2007). Gender, age, extrovert or introvert behavior could influence on packaging? How OTC drugs packaging can be affected due to color? Color preference can predict consumer behavior30 (Aslam, 2006). Same author also mentions that can help companies to influence consumer’s perception and differentiate from competition.  Inappropriate choice of package color may lead to failure. Packaging is a silent salesman in OTC segment31 (Srivastava, 2007). Color definitely can enhance the effectiveness of packaging. However, culture may differ in their aesthetic expression as colour represents different meaning and aesthetic appeals indifferent culture30 (Aslam 2006).  

3. Objective:
1. To investigate consumers Perception of Product Color, Shape and Taste while buying Pharmaceutical OTC Product
2. To understand how Age and Gender influence the consumption of OTC Product’s viz- viz their Color, Shape and Taste
4. Development of conceptual framework: 

The traditional pharmaceutical branding model was developed around product features and related directly to the product’s positioning rather than any consistent brand essence. However, the problem is that markets are now becoming so competitive that one may have to change positioning statement if required. The traditional model worked very well but was very functional and focused only on what the drug did. 

Unfortunately, drug product’s aesthetic characteristics are not fully considered nor utilized by many pharmaceutical companies. This often leads to the launch of drugs unacceptable to many patients, despite their medical benefits. When medication compliance is compromised, health outcomes suffer and drugs fail to realize their sales potential2 (Worthington, 2007) Patients love to see the product which they are consuming. Color branding needs to be very important in case of OTC drugs because in India, people still remember and connect with the color of the product their usage due to low educational level. It would be of great interest to draw parallels between the aforementioned metamorphosis of OTC drugs and migration of motion pictures, television and, for that matter, cell phones lately, from Black & White to multicolored and multidimensional audio-visual experience! Hardly few consumers - except for the collectors/ dealers /connoisseurs of old classics - show any interest in B&W varieties of above-mentioned entertainment / communication applications! If it can be the case in entertainment / communication sectors which are cultural symbols of health, vigor and vitality, why it should not be useful in treatment of patients suffering from sickness which is the very antithesis of health, vigor and vitality? It can be very safely postulated that human spirit continuously strives to maximize the pleasure principle and human intellect does its best to ensure utmost favorable trade-off between pleasures and pains when painful physical and psychological experiences are inescapable! 

Various sensory attributes like color, taste, shape, texture either  in isolation or in combination with each other cause array of sensory experiences which range from repugnant to extremely elating. Also, human beings, belonging to different age groups, different religions and socio-cultural backgrounds and different genders, perceive and respond to these experiences in different ways.

The above phenomenon, assuming economic factors unchanged when compared with traditional looks of medicines, does contribute in building brand image of the OTC products It and also does influence decision to buy certain medicines.

Fig no: 1 Conceptual Model
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Consumers remember the most when they see the product i.e. sight is most important i.e. 58% followed by smell-45%, taste-31% and touch 25%.

The above framework suggests that products sensory attributes moderate the effects on perceived aesthetic qualities of the product on consumer’s decision process.  Color choice can influence perception as color signals individual’s personality too30 (Aslam 2006) Berg-Weitzed et.al32 (2001) found that packages for deodorants for women should be attractive. A bright colored package is likely to draw more attention than a dull package13 (Neal et. al 2002) 
Products physical properties can play an important role in perception and can have an effect on product’s acceptability. Therefore, the following hypothesis can be formulated: 
5. Hypothesis:

H-1: Aesthetic attributes like color, shape, and taste play a significant role on consumer’s compliance for OTC products.
H-2: Consumption of OTC products shows age and gender based differences viz-a-viz color, shape & taste. 
Color makes the brand, color facilities emotional branding and companies could use colors with specific emotions in order to target psychogenic ally in heterogenic market30 (Aslam 2006). Therefore color approach and its strategic use will enhance brand image, predict purchasing behavior and improve compliance. 

6. Research Methodology:
This research employed multiple methodologies (secondary data analysis, face to face interview, focus groups and survey) and is also based on cross sectional study. The research is based on theoretical perspective and the conceptual framework. For this purpose screening of various marketing journals were taken for literature review basically to find out if similar study exists. 

The research was both secondary and primary in nature. The secondary data analysis helped in understanding the prior work on the same or related topic and also provides insights about the sensory attributes that can be leveraged for positioning of OTC drug products. The primary research conducted through surveys helped in analyzing the consumer’s beliefs, perceptions, and behavior towards OTC products aesthetic attributes like color, shape, and taste. It provides an impetus to further narrow down the research and test the hypothesis. Study of sensory attributes helps to understand consumer’s acceptability and brand recall for pharmaceutical OTC products.

6.1. Research Design:

Secondary Data:
Sources of secondary data included marketing journals, websites etc, all this helped in authenticating and getting a very objective view of the study. 

Primary Data: 

The primary research was conducted through surveys. Data collection method was direct questionnaire to consumers. This was done in two phases. Respondent were exposed to face to face interview. In phase 1, Questionnaire was focused to identify general perception of OTC drugs and the preference for color, shape and perception of taste of OTC drugs. 

Total 600 respondents were selected in this study. 
Under Phase I: The respondents were asked to reply based on the questionnaire  their general perception for sensory attributes like color, shape and taste by looking at the color of pharmaceutical OTC products. They were interviewed just before chemists’ shops.
Under phase-II: Same respondents then were directed to simulated display of products to chemist and his perception was sought again. Display at the chemist counters was specially created for this study.  We displayed OTC products at three chemist counters each in the three cities.  There were 8 dosage forms of OTC product displayed which were of different colors, shape, texture and packaging.

The consumers were asked to imagine that they were interested in purchasing a single product and were asked to answer the questions in the questionnaire which has similarity to phase I questionnaire. 

Purchasing scenarios were developed in the questionnaire to identify the sensory factors, which influenced the purchase intentions of OTC products. Thus, it gives the direction to measure the perception of a product, consumer’s purchase intention, which was not done previously in India. Total 600 participants participated in this study – under phase I and phase II study. They were same respondents. Initially, pilot study involving 50 consumers of different gender and age groups with well-designed questionnaire was conducted for phase I and phase II study.  The study gave the data of preferences of product color of pharmaceutical OTC products.                                                                                            

6.2. Sampling Design:

Consumer sample was 600. Twenty two respondents were not taken in to account due to their non participation in phase II. Sample was taken from 3 cities i.e. A-Class city Mumbai, B-Class City Nasik, and C-Class city Igatpuri. They are classified based on population as per government classification. Out of which 115 were males and 85 were females from Mumbai city, 165 males and 135 females from Nasik city and 50 males and 50 females from Igatpuri city.  The distribution of respondents is given in Table-2
Table 2: Distribution of Age wise respondents 
	Age Group


	Total
	Grand 

	
	Male
	Female
	Total 

	18-34


	149
	121
	270 (45%)

	35-54
	115
	81
	196 (33%)

	55-65
	66
	68
	134 (22%)

	Total

 
	330

(55%)
	270

(45%)
	600 (100%)


There is equal distribution age wise among the gender except in 55 age group. There is a fare representation based on gender as per Indian population study 45% were in the age group of 18-34 years which is more or less representative percentage of data of India.  

6.3. Management and Control: 
The research took three months to complete. Care was taken to ensure that mobile numbers were noted down for further follow up and verification from consumers. Questionnaires were filled up on one to one basis. After selecting the brands of pharmaceutical OTC medicines of different dosage forms and of different color, shape, texture and packaging each participant was asked about their perception of products aesthetic attributes like color, shape, taste, looking at color in their purchase intentions. Consumers overall general perception about the OTC medicines was researched in the first phase of study. The second set of questionnaire focused on purchase intention for OTC medicines due to product attributes like color, shape, texture, etc. as 4 purchasing scenarios (color, shape, texture, and packaging) were administered to them through questionnaire. Data was analyzed using SPSS and Microsoft excels stat. data. Care was taken to ensure the same set of respondent was administered questionnaire in phase II study.

This study took three months to complete and 8 students participated as volunteer at the chemist’s level. 

7. Results & Discussion:
Color and shape do enhance the brand recall .Mapelli and Behrmann4 (1997) did mention in their study the role of color in recognition. Color perception can play a role in the treatment    effectiveness2 (Worthington,2007)It may be due to color which can create image in the customers’ mind7 (Madden et al, 2000) This  study reveals that color and shape can help in improving brand recall and increases compliance for medicine uptake. It is important especially when medicine consumption is unwilling act. .This becomes more important where education level is low. This is given in table –3
 Table –3: Consumer’s perception of color & shape as a memory tag for compliance (obedient to take the medicine on time)
	
	Color and shape as a memory tag for compliance

	
	Yes it helps
	No it doesn’t

	Helps in compliance
	Color
	Shape

	
	450(75%)
	350(58%)

	Doesn’t helps in compliance
	150
	350

	Total
	600
	600


The research also found out that for 75% of consumers, color is a memory tag for compliance. Consumers remember color for consuming medicines, if medicines are to be taken at specific intervals. Yule’s coefficient of correlation was used to analyze the table.  There was positive association of r= 0.6154 observed which proves hypothesis H-1 i.e. Aesthetic attributes like color and shape, play a significant role on consumer’s compliance for OTC products.

 This was also reported earlier by Goldman study3 (2005) which says that headache pill has to have aesthetic appeals. Uptake of prescription medicine, color as an identification aid to reduce medication error has been recognized by many authors23, 24 (Frush et.al 2004, McCoy, 2005). This study can aid OTC marketers on this aspect.

In the second part of the questionnaire was to study the general perception of taste and color How color is perceived with respect to taste? .No doubt, medicine can be ingested irrespective of taste1 (Madrid, 2005). However, if all the sensory elements are taken in to account, compliance of the medicine intake can go multifold. The general perception of taste in relation to color is given in table –4

 Table-4: Consumer’s perception of taste looking at color of OTC medicine
	Color/ 

Taste perception
	Red
	Blue
	Green
	Orange
	Pink
	Yellow
	White
	Total

	Bitter
	5
	40
	0
	5
	11
	15
	65
	141

	Sweeter
	42
	6
	7
	5
	80
	5
	5
	150

	Sour
	10
	7
	5
	60
	5
	7
	9
	104

	Salty
	9
	11
	5
	12
	0
	42
	12
	91

	Neutral
	6
	12
	10
	4
	5
	5
	72
	114

	Total


	73
	76
	27
	86
	101
	74
	163
	600


The objective of research was also to find out consumers perception of taste by looking at the color of the OTC medicine. Consumers have different perceptions for taste when they see the particular color of the medicine, it was observed that 14% of consumers reported that pink color tastes sweet, 12% of consumers reported that white tastes neutral while on the other hand almost 11% reported that white tastes as bitter. The above data was also analyzed using Chi-square test using SPSS tool. X2 = 654.17 at 24 Degrees of Freedom 

As the difference between the calculated Chi-Square value and the Table value is highly significant and hence Hypothesis H-1 i.e. Aesthetic attributes like Color, Shape and Taste play a significant role on consumer’s compliance for OTC products is accepted. 
Pink is considered to be sweeter compared to Red. Similarly, Orange has emerged as symbols of sour taste. White and blue is associated with bitter taste. This research data can be extremely useful to marketers. Yellow is considered to be salty as per this study.  As per Aslam30 (2007) yellow is considered to reflect good taste in china, Japan, Korea. There was no such study in SARC countries on color and taste. Color and drug potency was studied early by Routcet and Droulers26 (2005). However, on taste and color this study can be useful to pharmaceutical marketing personnel. 
The second phase of study under simulation revealed interesting data. After simulation exposure, there is a considerable incremental difference in color preference for Pink followed by red among both sexes. This is given in table –5a 
   Table 5a: Color Preference for OTC Medicine based on Gender 
	Color 
	Without simulation 

Phase-I Study
	Under simulation

Phase-II Study
	Incremental Disparity due to simulation



	
	Male 
	Female
	Total 
	Male 
	Female
	Total 
	Male 
	Female
	

	Red
	48
	13
	61
	69
	26
	95
	21
	13
	

	Blue
	73
	35
	108
	62
	28
	90
	-11
	-7
	

	Green
	39
	18
	57
	48
	17
	65
	9
	-1
	

	Orange
	50
	16
	66
	49
	17
	66
	-1
	-1
	

	Pink
	61
	50
	111
	87
	60
	142
	26
	10
	

	Yellow
	14
	13
	27
	14
	7
	21
	-
	-6
	

	White
	86
	48
	137
	60
	39
	104
	-26
	-9
	

	Combination
	26
	10
	36
	8
	9
	17
	-18
	-1
	

	Total 
	397
	203
	600
	397
	203
	600
	
	-
	


Red and Pink color are more preferred under simulation situation. In terms of percentage it was 100% positive shift in female compared to 44% in male for Red color. Similarly for Pink color positive shift was 43% and 20% for male & female respectively. White color saw the sharp fall under simulation in both sexes.
Both male & female showed difference between simulation & non simulation cases on color influencing their purchase intention. This is given in graph 1a and graph 1b
The Table 5a was also analyzed using Chi Square Statistical Test using SPSS Tool which determined the association of Two Variables (Gender and Color).

Chi Square value for Phase I Study is 16.74 for 7 Degrees of Freedom at 0.1% Significance Level. The Table Value for the same is 12.017 which show that there is a significant Relationship between the Gender and Color Preference.

Similarly Chi Square Value for Phase II Study is 13.05 for 7 Degrees of Freedom at 0.1% Significance Level. The Table Value for the same is 12.017 which also show the significant relationship between Gender and Color Preference.

From the above figures it can be stated that, in Phase I Study the difference between the expected frequency and the observed frequency is high. 1. e the Chi Square Value of Phase I Study is 16.74 which is high as compared to Chi Square Value of Phase II Study which is 13.05. This reveals that under simulation the difference between Expected Frequency and Observed Frequency is less.

It can be concluded that, when Respondents are actually exposed to Display of OTC Products (Phase II Study) of different Colors, Shapes and Packaging the perception changes as compared to when they are just asked for their general perception (Phase I Study)
Graph-1a
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Graph-1b
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This finding could help in packaging and color of Tablets of OTC products. After exposure to simulation it shows highest decrement in color preference for white.

Will age and gender influence color? This study was further studied in three age groups 18-34 (46% of sample), 35-54 (33% of sample) and 55-65 (22%of sample).
  Table 5b: Color Preference for OTC Medicine based on Age 
	Color 
	Without simulation 

Phase-I Study
Age- Group
	Under simulation

Phase-II Study
Age-Group
	Incremental Disparity due to simulation



	
	18-34
	35-54
	55-65
	18-34
	35-54
	55-65
	18-34
	35-54
	55-65

	Red
	30
	26
	5
	38
	40
	8
	8
	14
	3

	Blue
	27
	56
	25
	16
	60
	26
	-11
	4
	1

	Green
	21
	19
	17
	24
	21
	20
	3
	2
	3

	Orange
	42
	14
	10
	40
	13
	13
	-2
	-1
	3

	Pink
	66
	18
	27
	73
	35
	34
	7
	17
	7

	Yellow
	13
	11
	3
	12
	6
	3
	-1
	-5
	0

	White
	48
	45
	41
	57
	16
	28
	9
	-29
	-13

	Combination
	23
	7
	6
	10
	4
	3
	-13
	-3
	-3

	Total 
	270
	196
	134
	270
	191
	135
	0
	-1
	1


Table 5b was also analyzed using Chi Square Statistical Test using SPSS Tool which determined the Association of Two Variables (Age and Color). 

Chi Square Value of Phase I Study is 69.50 for 14 Degrees of Freedom at 0.1% Significant Level. The Table value for the same is 21.064 which show that there is a significant relationship between Age and Color Preference.

Similarly, Chi Square value of Phase II study is 83.188 for 14 Degrees of Freedom at 0.1% Significance Level. The Table value for the same is 21.064 which show the significant relationship between Age and Color Preference.

Thus, Gender and Age do get influenced under Simulation for color, shape and packaging. Therefore Hypothesis H-2, Consumption of OTC products shows Age and Gender based differences viz-a-viz color, shape & taste is accepted.
Color like Red, Pink, Blue and White can influence their purchase intention.

Graph 1c
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Color should be integral part of product and packaging as shown in the study. It can influence the purchase intension. Madden7 et. al (2000) has suggested that color should be part of product packaging in general. OTC medical results of this study can improve the purchase intension and enhance marketing effectiveness.    
8. Conclusion: 

The study shows that there is an influence of products aesthetic attributes of pharmaceutical OTC products on consumption desire of consumers. The greater the number of senses a product appeals to, the greater will be the potential for creating an emotional attachment to the product. This can translates to brand loyalty and ultimately to sales. Red, Pink emerged as most preferred color. Blue and White are other two preferred colors. 

With large number of OTC drugs currently circulating in the market, products can easily get lost in cluttered OTC isles of supermarkets. Through proper study of product aesthetic attributes, a memorable brand can be initiated to separate from competitors in attempt to gain market share in the OTC drug industry. Thus, pharmaceutical branding today is about expressing brand value that is valuable to the consumers. 

9. Managerial Implications:
The information from study can be used to help marketers for launching, positioning and promoting OTC products effectively. Research of this type is relevant, as marketers’ need information about possible factors that may influence product selection decisions. The study can be helpful for investigating influence of product’s aesthetic attributes on consumers cutting across diverse sectors of society for its positioning and promotion of pharmaceutical OTC products. Also, the findings of this study will provide insights concerning sensory attributes of the product and attitude of consumers towards it in terms of buying preference.

This type of study presents insights that might help organizations to develop effective marketing strategies leading to better sales. The study can also be helpful to Marketers in understanding the attitudes and consumer behavior by investigating attributes and preferences as they form a prominent factor affecting actual buying behavior.

10. Limitations and Future scope of the study:

The research is limited in scope to examine the buyer behavior of the targeted population of 3 cities from western Maharashtra, which can limit the results from being generalized to other population. More studies including larger demographic group/s should be conducted to help validate findings. There is the larger opportunity to discover the sensory attributes that can be leveraged for the many drug products differentiated solely by price (generics) or that offer little in the way of an emotional connection to the patient.

Last, but not the least, this study does not cover the human randomness of choices made by customers. Also it does not delve in the influences of complex processes at work in human mind and intellect while making everyday myriad decisions such as buying the OTC medicines. This study reflects and is strictly limited to the consumer response-as reported by consumers-to diverse sensory attributes of OTC medicines.
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