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REPORT OVERVIEW

This report examines the headache pill/powder segment of the South African market.

It answers the questions: who are the users of headache pills/powders, what brands are they

using, and how do I communicate with them?

It provides a comprehensive profile of the entire headache pill/powder segment, as well as a

detailed segmentation by brand, namely: Anadin; Betapyn; Compral; Disprin; Grand-Pa; Nurofen;

Panado; Pynstop; Syndol.

It examines in detail the demographics, lifestyle, media consumption and cellphone and Internet

usage of the headache pill/powder segment by brand, making it a vital reference report for anyone

wanting to understand this segment of the market.
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SCREENSHOTS FROM REPORT

68 page report with 100+ charts,

graphs, tables and insights
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Year Panado Disprin Grand-Pa Compral
Other 
brands Anadin Betapyn Pynstop None Nurofen Syndol Total

2008 5,654,943 5,116,450 4,613,805 686,197 659,218 508,823 433,435 416,632 404,727 322,692 289,441 19,106,364

SAMPLE FROM REPORT: 
BRAND PENETRATION 2008

Panado, Disprin and Grand-Pa have a 81% market penetration, with all the other brands making up 19% of the market.
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Which one brand of headache tablets/pills/capsules/powders do you take most often?

Panado

Disprin

Grand-Pa

Compral

Other brands

Anadin

Betapyn

Pynstop

None

Nurofen

Syndol
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5Source: AMPS 2008B (Adults 16+)

Note: all figures are based on AMPS sample of Headache Pills/ Powders taken in the past 4 weeks; sample size: 12, 803 (see beginning of section for 

breakdown)

SAMPLE FROM REPORT: 
LSM PROFILE
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Profile of headache consumed most often by LSM

LSM 9-10

LSM 7-8

LSM 5-6

LSM 1-4

30% of Panado users are in LSM 9-10 compared to 55% of Nurofen users

For Grand-Pa, the majority (56%) of the users are in LSM 1-6 compared to 25% of Syndol users
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Anadin Betapyn Compral Disprin Grand-Pa Nurofen Panado Pynstop Syndol Total 
headache 

pill/powder 
users
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Make of cellphone by headache pill/powder brand

Sony Ericsson

Samsung

Nokia

Motorola

LG

Nokia was the leading cellphone make across all brand users

Among Anadin users, only 13% had a Samsung cellphone compared to 23% among Compral users

SAMPLE FROM REPORT: 
MAKE OF CELLPHONE
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Source: AMPS 2008B (Adults 16+)

Note: all figures are based on AMPS sample of Headache Pills/ Powders taken in the past 4 weeks; sample size: 12, 803 (see beginning of 

section for breakdown)

Note: all figures based on AMPS AIRS (average issue readership) totals

SAMPLE FROM REPORT: 
TOP 3 MONTHLY MAGAZINES

Anadin Percentage

True Love 9%

BONA 7%

Fairlady 5%

Betapyn Percentage

True Love 9%

BONA 7%

SA Garden & Home 6%

Compral Percentage

Men's Health 7%

COSMOPOLITAN 7%

True Love 6%

Disprin Percentage

True Love 8%

BONA 6%

car 4%

Grand-Pa Percentage

True Love 8%

BONA 7%

car 4%

Nurofen Percentage

COSMOPOLITAN 15%

Fairlady 13%

O Magazine SA 11%

Panado Percentage

True Love 7%

BONA 5%

Fairlady 5%

Pynstop Percentage

SA Garden & Home 7%

Rooi Rose 6%

True Love 6%

Syndol Percentage

Fairlady 6%

Sarie 5%

Rooi Rose 5%

Total users Percentage

True Love 7%

Fairlady 6%

COSMOPOLITAN 6%

True Love is the most popular magazine among total headache pills / powder users 

followed by Fairlady and Cosmopolitan 

Bona magazine is also a popular magazine among headache pill / powder users 
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1. SA Population Demographic Overview (1996; 2001; 2007)

1.1. Gender: Male; Female

1.2. Age: 0-14; 15-19; 20-24; 25-29; 30-34; 35-39; 40-44; 45-49;50-54; 55-59; 60-64; 65+ 

1.3. Age and Gender: Age by gender pyramids 

2. Profile of Headache Pill/Powder Users and Non-Users (2008)

2.1. Headache Pill/Powder Users: Overview: Total adult population (2005-2008); Total 

headache pill/powder user segment (2005-2008); Remedy Usage Overview (2005-2008)

2.2. Gender: Male; Female

2.3. Age: 16-24; 25-34; 35-49; 50+

2.4. Lifestage: At home singles; Starting-out singles; Couples; Parents; Single parents

2.5. LSM Group: 1-4; 5-6; 7-8; 9-10

2.6. Population Group: Black; White; Coloured; Indian

2.7. Home Language: English, isiZulu, isiXhosa, isiNdebele, Afrikaans, siSwati, Sepedi, Sesotho, 

Setswana, Tshivenda and Xitsonga

2.8. Province: Western Cape; Northern Cape; Eastern Cape; KwaZulu-Natal; Free State; Mpumalanga; 

Gauteng; Limpopo; North West

2.9. Community Type: Small towns, large/small villages; Cities and large towns; Metropolitan area; 

Settlements and rural

2.10. Work Status: Unemployed; Retired; A student; Working Part-time; Working Full-time 

2.11. Occupation: Not Active; Production and Mining; Artisans and Related; Agriculture; Service; 

Transport and Communication; Clerical and Sales; Administrative and Managerial; Professional and 

Technical
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3. Headache Pill/Powder Brand Profiles and Market Share (2008) 

3.1. Brand  Overview (2008)

3.1.1. Detailed Segmentation Overview: The headache pill/powder segment has been further 

segmented by brand: Anadin; Betapyn; Compral; Disprin; Grand-Pa; Nurofen; Panado; Pynstop; 

Syndol. 

3.1.2. Segment Trends: 2005-2008

3.2. Demographic Profile of Segments (2008)

3.2.1. Gender Profile: Profile and market share of each brand by gender

3.2.2. Age Profile: Profile and market share of each brand by age

3.2.3. Lifestage Profile: Profile and market share of each brand by lifestage

3.2.4. LSM Profile: Profile and market share of each brand by LSM group

3.2.5. Population Group: Profile and market share of each brand by population group

3.2.6. Home Language: Profile ad market share of each brand by home language

3.2.7. Province Profile: Profile and market share of each brand by province

3.2.8. Community Profile: Profile and market share of each brand by community type

3.2.9. Work Status Profile: Profile and market share of each brand by work status

3.2.10. Occupational Profile: Profile and market share of each brand by occupation
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3.3. Cellphones (2008)

3.3.1. Cellphones in Household: Number of cellphones in household by brand

3.3.2. Cellphone Ownership: Cellphone ownership by brand

3.3.3. Payment Mechanism: Payment Mechanism brand

3.3.4. Make of Cellphone: Cellphone brands by segment brand

3.3.5. Cellular Network Provider: Cellular network provider by brand

3.3.6. Cellphone Monthly Expenditure: Monthly cellphone expenses by brand

3.4. Internet (2008)

3.4.1. PC and Laptop Ownership: Ownership of PC and Laptop by brand

3.4.2. Internet Access (Past 7 Days): Internet access in past seven days by brand

3.4.3. Internet Activities: Online Purchases: Internet purchases by brand

3.4.4. Internet Activities: Read news/articles; Read newspaper/magazine online; Banking; Shopping; Music 

downloads; Chat; Instant Messaging; Mail; Games; Search by brand
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3.5. Lifestyle (2008)

3.5.1. Financial Institutions: Financial institutions by brand

3.5.2. Bank Accounts: Bank accounts by brand

3.5.3. Retail Store Card: Retail card (yes/no) by brand

3.5.4. Access to Electronic Equipment: Access to electronic equipment by brand

3.5.5. Sports Interests: Sports interested in by segment brand

3.5.6. Sports Participation: Sports participated in the past 12 months by brand

3.5.7. Favourite Music: Favourite music types by brand

3.5.8. Frequency of cinema visits: Frequency of cinema visits in average four weeks by brand

3.6. Media (2008)

3.6.1. Newspaper readership: Top three daily and weekly newspapers by brand

3.6.2. Magazine readership: Top three weekly and monthly magazines by brand

3.6.3. Free Magazine readership: Top three “free” magazine readership by brand

3.6.4. TV channels: Top three TV channels by brand

3.6.5. TV channels via DStv: Top trhee TV channels via DStv by brand

3.6.6. Radio Stations: Top three radio stations by brand
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ANALYTIX HEALTHCARE EXPERTISE

Our market research team is headed by a medical practitioner to ensure in-depth 

understanding  and relevant insights are delivered  

We provide innovative market research solutions based on consumer-centric healthcare 

information and knowledge

We have partnered with other healthcare service providers e.g. MEDpages to provide 

accurate and up-to-date industry information

We have global corporate and agency experience in market research, brand marketing 

and business planning and excellent credentials in managing international projects

We provide affordable solutions irrespective of whether your company is large or small

We are a PROUDLY SOUTH AFRICAN accredited company which guarantees        

quality assurance through tried-and-tested processes

South African-based companies benefit from our LEVEL 3 CONTRIBUTOR       

certification which allows for B-BBEE procurement recognition of 110%
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ORDERING INSTRUCTIONS

(1.) Complete the order form & fax back to 086 671-2165 or email to info@analytixbi.com (2.) PAYMENT TERMS: Strictly 30 days from 
presentation of our invoice (3.) The report will be emailed in PDF format upon receipt of payment or when proof of payment has been 
provided (4.) All prices exclude 14 % VAT

COMPANY DETAILS

Company Name: 

Postal Address:

Town/City: Postal Code:

Tel Number: Fax Number:

Your email address: Billing email:

Your name: VAT number:

CONFIRMATION: I/we wish to order this publication (please tick)

Title of Publication Total Ex Vat

South Africa Brand Report: Consumers of Headache Pills/Powders R15 000, 00

ACKNOWLEDGEMENT

I am authorised to order this publication on behalf of the company and agree to the payment terms.

________________________________

Client (Print Name)

______________________

Signature

______________________________

Capacity

______________

Date
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CONTACT DETAILS

CAPE TOWN

Telephone: +27 (0) 21 551 7066

Fax: +27 (0) 86 671 2165 

Physical Address: Unit B16

Century Square

Heron Crescent

Century City

7441

Cape Town

Western Cape

South Africa 

Website: www.analytixbi.com

JOHANNESBURG

Telephone: +27 (0) 11 258 8731

Fax: +27 (0) 11 258 8511

Physical Address: Country Club Estate 

Building 2

Woodlands Drive, 

Woodmead

2052 

Johannesburg

Gauteng

South Africa 

Dr. Sheena Mathew completed her MB BCH at the University of the Witwatersrand and has gained considerable experience in both the public and 

private sectors. She has done  considerable work as a general practitioner in the private sector, while her time in the public sector focused mainly on  

paediatrics , HIV in paediatrics and rehabilitation.  Her interest in natural healthcare led her to do a  diploma in Ayurveda, in India.  Her work experience 

also extends internationally, having worked at the Private Hospitals in the UK. 

She is currently studying for a Masters in Public Health at the University of Cape Town and brings a wealth of knowledge to any market research and 

medical research projects in the healthcare industry. 

Contact: Dr. Sheena Mathew (MB BCH, WITS)

Email: sheena@analytixbi.com

Mobile: +27 (0) 82 941-9207

mailto:sheena@analytixbi.com

