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1 EXECUTIVE SUMMARY 

 

1.1 Use and purchase of non-prescription medicines 

• In the past 12 months, just over half of all respondents (53%) have taken some 

form of non-prescription or over-the-counter medicine more than once a month 

– with 20% having done so at least once a week and 15% having done so daily.  

• Respondents' top sources of information about non-prescription medicines are 

pharmacists (59%), prior experience of using such medicines (38%), and doctors 

or other traditional healthcare professionals (35%). These are followed by two less 

formal sources, namely, family, friends and colleagues (30%), and general internet 

searches (26%). Just under a quarter of the respondents report that on-package 

product information and product leaflets (inside the box) are among their main sources 

of information (22% and 24% respectively). 

• Approaching nine in ten respondents (88%) say they usually purchase their non-

prescription medicines from a pharmacy. Fewer than a quarter as many mention 

any other single source, including specialised online websites for non-prescription 

medicines (17%) supermarkets, grocery stores, or convenience stores (14%), brand 

websites (9%) or online marketplaces (9%). 

• Over half (54%) of respondents who have purchased non-prescription medicines 

in the past 12 months report having always or usually sought advice at the point 

of sale. Meanwhile, 22% report having done so only sometimes and a similar 

proportion (20%) only rarely or never.  

• Around three-quarters of respondents who have purchased non-prescription 

medicines in the past report always or usually reading at least some of the 

information provided on the box/outer packaging (75%) or in the patient leaflet 

(75%). Approaching one in five report doing this only some of the time (15% for the 

outer packaging and 16% for the leaflets inside the box) while around half as many 

report doing so rarely (7% for both) or never  (2% for both).  

• The vast majority of those who have consulted information on the outer packing 

of non-prescription medicines report always or usually checking for information 

on how to take/use the medicine (86%), what the medicine is used for (82%) and 

possible side effects (69%). Slightly lower majorities report checking the outer 

packaging for information on how to store the medicine (60%) and what the medicine 

consists of (57%).  

• More than eight in ten respondents say they always or usually check patient 

leaflets of non-prescription medicines for information on how to take the 

medicine (85%) and what the medicine is used for (81%). Around seven in ten say 

they always or usually check the leaflets for information about what you need to know 

before taking the medicine (75%) and possible side effects (71%), while around six in 

ten say they always or usually do so for information about how to store the medicine 

(60%) and what this medicine consists of (58%).  

• The survey found a generally high level of self-assessed understanding of 

information provided with non-prescription medicines: Over two-thirds of all those 

who have consulted such information say they find it easy to understand (69%), while 

just 7% say they find it difficult to understand and 23% are undecided. 
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• The specific type of information most commonly identified as being difficult to 

understand is that concerning what the medicine consists of (54% of those who 

report difficulties mention this). This is followed by information on possible side effects 

(30%) and what you need to know before taking the medicine (25%). 

• In terms of what makes the information difficult to understand for respondents, 

half (50%) mention that the language is too complex or technical, while just over 

a third (36%) mention the small size of the text or font and around a quarter (22%) say 

there is too much text and no, or very few, pictures.  

• The perceived most important types of information in leaflets of non-prescription 

medicines are what the medicine is used for (58%), followed by what you need 

to know before you take the medicine (45%) and how to take/use the medicine 

(43%). These are followed by, respectively, what the medicine consists of (22%), 

possible side effects (21%) and how to store the medicine (3%). 

 

1.2 Use and perceptions of digital leaflets 

• Approaching half of all respondents – 44% – have accessed a digital information 

leaflet for a non-prescription medicine in the past 12 months. The figure is ten 

percentage points higher among those who have used a non-prescription medicine 

daily to more than once a month, at 54%. 

• Among those who have accessed a digital information leaflet, over half (55%) 

have done so via a general internet search, while around one in five have done so 

by searching on a product brand/manufacturer's website (21%), on the website where 

the product was bought (20%), on a health-related website (19%), or on a specialised 

website for non-prescription medicines (18%). 

• When asked how they would prefer to access digital information leaflets in the 

future, a quarter of respondents say via a general Google search while 16% say 

by scanning a QR code on the outer box/packaging of the medicine. No other 

single method is mentioned by more than one in ten respondents. Indeed, 14% of 

respondents say they would never access a digital information leaflet. 

• The perceived most important advantages of digital leaflets vis-à-vis online ones, 

are that they are easier to retrieve at a later time (30%), they can be accessed in 

the moment or when needed (29%), they are more sustainable or environmentally 

friendly (28%), and they can include more detailed information about the medicine 

(24%).  

• In terms of what respondents see as the main disadvantages of digital leaflets to 

them personally, the most common responses are that the leaflets are not in 

(physical) reach (30%), and that they personally have no, or only limited, access to 

the internet (18%), or to a computer or other device to get on the internet (17%).  

• Respondents are in general agreement that information about non-prescription 

medicines should continue to be provided on, or in, the product packs rather 

than in digital format only. This feeling is especially strong in relation to information 

about how to take the medicine (87%); what the medicine is used for (83%); what you 

need to know before taking the medicine (82%); and possible side effects (80%). The 

only two categories of information that more than a quarter of respondents feel could 

be provided online only are: what the medicine consists of (27%) and how to store the 

medicine (28%).  
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2 INTRODUCTION 

2.1 Background to the survey 

The Association of the European Self-Care Industry (AESGP) represents the manufacturers 

of non-prescription medicines, food supplements and self-care medical devices (an area also 

referred to as consumer healthcare products). In February 2023, the Association 

commissioned Ipsos European Public Affairs to run a consumer survey in six EU Member 

States as a first step towards building a better understanding of EU consumers’ perceptions 

and expectations with regard to product information for non-prescription medicines and their 

readiness to use digital formats. 

 

2.2 Research objectives 

The specific objectives of the consumer survey were to understand: 

 how Europeans perceive product information for non-prescription medicines 

 how Europeans understand and form expectations on product information for non-

prescription medicines 

 Europeans’ current use of, and future readiness to use, digital product information for non-

prescription medicines 

 

2.3 Survey methodology 

The survey was conducted between 20 March and 11 April 2023, in six EU Member States: 

France, Germany, Poland, Romania, Spain and Sweden.  

In each Member State, the total sample size was 1,000 interviews. Most of these interviews 

(950) were conducted online among adults aged 18 and over with purchasing power (via 

CAWI, or Computer-Assisted-Web-Interviewing). The remaining 50 interviews were conducted 

by telephone (via CATI) among people who were low- or non-users of the internet, so as to 

ensure the participation in the survey of people who may potentially be most challenged by a 

transition to digital labelling (i.e. those who are least digitally engaged).1  

The online sample was drawn from Ipsos’ proprietary non-probability Access panels in the 

target countries. The telephone sample was drawn from a purchased profile database targeting 

specifically population groups most likely to be low or non- users of the internet, including 

people aged 50 and over and people living in more rural areas. For the online sample, quotas2 

were set, and the profile of the emerging sample monitored, in terms of gender, age and region 

(not interlocked), based on latest available population statistics. For the telephone interviews, 

no hard quotas were set (given the low penetration of the target groups in the population) but 

the emerging sample was monitored on the key variables of age, gender and geographical 

region. 

 
1 For the purposes of this survey, occasional/non-internet users were defined as adults who use the Internet for any purpose (for 

work, leisure, etc.) less than once a month.  

2 Quota sampling aims to represent the major characteristics of the population of interest by sampling a proportional amount of 

each. 
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In total, 6,039 interviews were completed across the six countries. The achieved sample size 

(unweighted) per country is shown in Table 2.1. 

 
Table 2.1: Target and achieved sample size per country 

Country Target Sample size 

France 1,000 1,007 

Germany 1,000 1,007 

Poland 1,000 1,002 

Romania 1,000 1,009 

Spain 1,000 1,009 

Sweden 1,000 1,005 

TOTAL 6,000 6,039 

 

Post-survey corrective weighting was applied to the online survey data as follows: 1) “in 

country” or national weights were applied for each country surveyed, based upon gender, age 

group and geographic region; 2) cross-country weights were calculated to allow estimates to 

be obtained for the whole sample and for any combination of countries such that the weighted 

sample size for each country would be proportionate to the size of its eligible population. A 

weight of 1 was applied to telephone interviews (no post-survey correcting weighting).  

 

2.4 Interpreting the data 

Throughout this report, differences in the view of different subgroups of respondents are 

highlighted (for example, in terms of country, gender, education, etc.). It should be noted that 

survey results are subject to sampling tolerances meaning that not all apparent differences 

between groups may be statistically significant. Only differences that are statistically significant 

(at the 5% level) – i.e. where we can be reasonably certain that they are unlikely to have 

occurred by chance – are highlighted in the text and the report tables. In the latter, the 

differences are highlighted in green or red, with green indicating a result that is significantly 

higher than the average, and red indicating a result that is significantly lower than the average. 

The percentages in this report are given without a decimal and due to rounding percentages 

may not add up to 100% exactly. The bars in charts take into account decimals, explaining 

small differences in the length of bars showing the same percentages. Where percentages do 

not sum to 100%, this may be due to computer rounding or multiple answers. An asterisk (*) 

denotes any value of less than half one per cent but more than zero, while a dash (-) denotes  
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zero. Aggregate percentages (e.g. "strongly agree/tend to agree") are calculated for all 5-point 

scales. 

In the report, countries are at times referred to by their official abbreviation. The abbreviations 

used are shown in Table 2.2 below.  

 

Table 2.2: Country abbreviations  

DE  Germany RO  Romania 

SE  Sweden PL  Poland 

FR  France ES  Spain 

 

2.5 Structure of the report 

The findings of the research are set out in detail over subsequent chapters. Chapter 3 focuses 

on the use and purchase of non-prescription medicines in the target countries, including 

frequency of use, main sources of information, where consumers buy medicines, advice-

seeking when buying them at point of sale, engagement with information on the medicine’s 

packaging and leaflets, ease of understanding the information and the perceived most 

important types of information in medicine leaflets. Chapter 4 focuses on respondents’ use and 

perceptions of digital information leaflets, including their current and preferred methods of 

accessing digital leaflets, perceived advantages and disadvantages of digital leaflets and 

priority information for retention on paper leaflets vis-à-vis paper ones.  
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3 USE AND PURCHASE OF NON-PRESCRIPTION 

MEDICINES 

3.1 Use of non-prescription medicines in the past 12 months 

In the past 12 months, just over half of all respondents (53%) have taken some form of 

non-prescription or over-the-counter medicine more than once a month – with 20% 

having done so at least once a week and 15% having done so daily. Meanwhile, 16% 

have taken a non-prescription medicine about once a month, and a similar proportion have 

done so once every 2-6 months (18%). Fewer than half as many have taken a non-prescription 

medicine only about once in the last 12 months (6%) or not at all (7%) (Figure 3.1).  

 

Figure 3.1: Use of non-prescription medicines in the past 12 months 

 

 
Base: All respondents (N=6039) 
Question: “In the past 12 months, how often, if at all, have you used some form of non-prescription or over-the-counter medicine? 
By non-prescription or over-the counter medicines, we mean medicines that you can buy without a prescription from a medical 
doctor or healthcare professional, such as medicines for headaches, the common cold, coughs, musculoskeletal pain, allergies, 
tobacco dependence, heartburn, emergency contraception etc. For the purposes of this survey, non-prescription or over-the-
counter medicines do not include food supplements such as vitamins, minerals or other dietary supplements”. 

 

As shown in Table 3.1 below, consumption of non-prescription medicines daily to more than 

once a month is higher than average in Germany (58% vs. 53% on average), Sweden (59%) 

and Poland (67%), and lower than average in Spain (47%) and France (32%). Indeed, in 

France, respondents are almost two times more likely than average to have taken non-

prescription medicines only about once in the last 12 months or not at all (24% vs. 13% on 

average).  

There are also a number of socio-demographic differences in the results. As shown below, 

frequent consumption of non-prescription medicines (i.e more than once a month) is higher 

than average among: 

 Respondents aged 35-44 (58% vs. 47% among respondents aged 65 and over, 53% 

among those aged 45-64 and 55% among those aged 18-34); 

 Respondents with a pre-existing medical condition or disability (59% vs. 47% among 

those without one); 

 Respondents who have seen a doctor in the past 12 months (54% vs. 42% among 

those who have not seen one).  
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Consumption of non-prescription medicines at least once a month is also higher among those 

with a middle or high level of education compared to those with a lower one (55% and 54% 

respectively, vs. 43% among those with a lower level of education) and among those with a 

good self-assessed ability to understand health related matters (55% vs. 53% average).  

 

Table 3.1: Use of non-prescription medicines, by key socio-demographic variables 

 

 
Base: Respondents who have used some form of non-prescription or over the counter medicine in the past 12 months (N=5928) 
Question: “In the past 12 months, how often, if at all, have you used some form of non-prescription or over-the-counter medicine?” 

 
 

3.2 Main sources of information about non-prescription medicines 

Respondents' top sources of information about non-prescription medicines are 

pharmacists (59%), prior experience of using such medicines (38%), and doctors or 

other traditional healthcare professionals (35%). These are followed by two less formal 

sources, namely, family, friends and colleagues (30%), and general internet searches (26%). 

Just under a quarter of the respondents report that on-package product information and 

product leaflets (inside the box) are among their main sources of information (22% and 

24% respectively). 
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Figure 3.2: Sources of information about non-prescription medicines 

 

 
Base: All respondents (N=6039) 
Question: “What are your main sources of information on non-prescription or over-the-counter medicines?” 

 
 
The top five sources of information shown above also constitute the five most 

commonly mentioned ones in all but one of the countries surveyed (albeit with the rank 

ordering of the sources varying slightly). The exception is in  Romania, where product 

leaflets feature among the top five answers (mentioned by 41% of respondents there, vs. 

24% on average).  

 

In terms of other notable country differences in the results, and as shown in Table 3.2 below: 

 

• Respondents in Germany report lower than average reliance on pharmacists (52%) 

and higher than average reliance on books or medical journals (9%). 

• Respondents in Sweden report lower than average reliance on pharmacists (30%), 

doctors and other healthcare professionals (30%), family/friends/colleagues (27%), 

advertisements (11%) and product leaflets (16%). In turn, they report higher than 

average reliance on prior experience (44%) and product information on the box (25%).  

• Respondents in France report higher than average reliance on pharmacists (70%) and 

lower than average reliance on doctors and other healthcare professionals (27%), 

family/friends/colleagues (27%), prior experience (23%), general Internet searches 

(17%), product information on the box (16%) and in the leaflets (15%), advertisements 

(11%), and the marketplace/manufacturers’ websites (5%).  

• Respondents in Romania report higher than average reliance on more formal sources 

of information: pharmacists (73%) and doctors and other healthcare professionals 

(47%). They also report higher than average reliance on prior experience (48%), 

product leaflets (41%), general Internet searches (32%), advertisements (18%) and 

marketplace/manufacturers’ websites (15%).  

• A similar pattern is observed in Poland. Here too, there is higher than average reliance 

on prior experience (49%), doctors or other healthcare professionals (40%), 
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family/friends/colleagues (40%), advertisements (26%), general Internet searches 

(35%), product leaflets (33%), and the marketplace/manufacturers’ websites (19%).  

 

• Respondents in Spain show higher than average reliance on pharmacists (68%) and 

lower than average reliance on doctors and other healthcare professionals (30%), 

family/friends/colleagues (27%), general Internet searches (20%), product information 

on the box (14%) and product leaflets (19%). 

Younger respondents (aged 18-44) are more likely than older respondents to mention family, 

friends or colleagues, a sales-person at a retail store, books or medical journals, 

advertisements, the online marketplace/manufacturers’ website, and information or 

promotional materials at the point of sale. In contrast, respondents with a low level of education 

are less likely than those with a high one to mention all sources except a sales-person at a 

retail store (see Table 3.3). 

There are further differences by area type: respondents living in a rural area or village are less 

likely than those in urban areas to mention most of the sources, with the difference especially 

marked in relation to doctors and other healthcare professionals (28% vs. 39% in large towns) 

and general Internet searches (21% vs. 29% respectively). Finally, respondents with a pre-

existing disability or medical condition are more likely than those without one to cite doctors or 

other healthcare professionals (37% vs. 34%), a sales-person at a retail store (8% vs. 5%), 

books or medical journals (7% vs. 5%), advertisements (17% vs. 14%), general Internet 

searches (27% vs. 25%), the online marketplace/manufacturers’ website (12% vs. 10%), while 

those without a pre-existing condition or disability are more likely to mention pharmacists (60% 

vs. 58%) and prior experience (40% vs. 37%) as sources of information. 
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Table 3.2: Top 5 sources of information about non-prescription medicines, by country 

 

 
Base: All respondents (N=6039) 

Question: “What are your main sources of information on non-prescription or over-the-counter medicines? “
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Table 3.3: Main sources of information about non-prescription medicines, by key socio-demographic variables 

 

 
Base: All respondents (N=6039) 
Question: “What are your main sources of information on non-prescription or over-the-counter medicines?” 
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3.3 Where consumers buy non-prescription medicines 

Approaching nine in ten respondents (88%) say they usually purchase their non-

prescription medicines from a pharmacy. Fewer than a quarter as many mention any 

other single source, including specialised online websites for non-prescription medicines 

(17%) supermarkets, grocery stores, or convenience stores (14%), brand websites (9%) or 

online marketplaces (9%)  (Figure 3.3).  

 

Figure 3.3: Where consumers usually buy non-prescription medicines 

 

 

Base: All respondents (N=6039) 
Question: “From which of the following do you usually purchase non-prescription or over-the-counter medicines?” 

 

Pharmacies hold as the top response in all of the countries and across all key socio-

demographic sub-groups. That said, there is still some notable variation in the absolute 

frequency with which they and the other sources are mentioned.  

At the country level: 

• Respondents in Germany are less likely than average to mention pharmacies (76% 

vs. 88% on average) and more likely to mention a medical doctor or other healthcare 

professional (11% vs. 8%), online marketplaces (21% vs. 9%), and specialised 

websites for non-prescription medicines (23% vs. 17%). 

• Respondents in Sweden are also less likely than average to mention pharmacies (82% 

vs. 88% on average), and more likely to mention supermarkets, grocery stores, or 

convenience stores (20% vs. 14%) or specialised websites (29% vs. 17%). 

• Respondents in France are less likely than average to mention supermarkets grocery 

stores, or convenience stores (9% vs. 14% on average) or specialised websites (8% 

vs. 17%). 

• Respondents in Romania are less likely than average to mention supermarkets, 

grocery stores, or convenience stores (9% vs. 14% on average), or general online 

marketplaces (3% vs. 9% on average) and more likely to mention  pharmacies (95% 

vs. 88%) or brand’s websites (13% vs. 9% ). 
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• Respondents in Spain are less likely than average to mention supermarkets, grocery 

stores, or convenience stores (7% vs. 14% on average), specialised websites (9% vs. 

17%), or brand websites (6% vs. 9% average).  
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Table 3.4: Where consumers usually buy non-prescription medicines, by country 

 

 

Base: All respondents (N=6039) 
Question: “From which of the following do you usually purchase non-prescription or over-the-counter medicines?”
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At the socio-demographic level: 

• Respondents aged 65 and over are less likely than other age groups to buy non-

prescription medicines anywhere other than a pharmacy. 

• Respondents with a high level of education are more likely than those with a low 

level to buy non-prescription medicines from a pharmacy (89% vs. 85% respectively), 

a supermarket, grocery store or convenience store (16% vs. 11%), a medical doctor 

or other traditional healthcare professional (10% vs. 6%), a specialised website (20% 

vs. 10%) or a brand’s website (11% vs. 4%).  

• Respondents living in rural areas or villages are less likely than those in urban 

areas to buy non-prescription medicines at a pharmacy (89% vs. 84% respectively) or 

on a brand’s website (10% vs. 7%).  

• Respondents with a pre-existing medical condition or disability are slightly less 

likely than those without one to buy non-prescription medicines from a pharmacy (85% 

vs. 90%) and more likely to buy them from other sources, including supermarkets, 

grocery stores or convenience stores (16% vs. 13% respectively); doctors or other 

traditional healthcare professionals (10% vs. 7%); on Amazon or other general online 

marketplaces (10% vs. 7%); on specialised websites (18% vs. 16%); and on brand 

websites (11% vs. 8%)..  

 

3.4 Advice-seeking when buying non-prescription medicines 

Over half (54%) of respondents who have purchased non-prescription medicines in the 

past 12 months report having always or usually sought advice at the point of sale. 

Meanwhile, 22% report having done so only sometimes and a similar proportion (20%) only 

rarely or never.  
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Figure 3.4: Frequency of advice-seeking on non-prescription medicines at point of sale 
 

 

Base: Respondents who have bought non-prescription medicines in the past (N=5923) 
Question: “When you purchase a non-prescription or over-the-counter medicine you haven’t used before, how often, if at all, do 
you seek advice from staff at the point of sale?” 

 

Respondents in Poland, Germany and Sweden are less likely than those in the other countries 

to say they always or usually seek advice at the point of sale. Indeed, the majority of them say 

they do this only sometimes, rarely or never (see Table 3.5 below).  

As shown in Table 3.5 below, younger respondents aged 18-34 are less likely than those aged 

65 and over to always or usually seek advice at the point of sale (51% vs. 58% respectively), 

and those with a higher level of education are less likely to do so than those with a lower level 

(54% vs. 58%). 
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Table 3.5: Frequency of advice-seeking on non-prescription medicines at point of sale, by country and key socio-demographic variables 

 

 

Base: Respondents who have bought non-prescription medicines in the past (N=5923) 
Question: “When you purchase a non-prescription or over-the-counter medicine you haven’t used before, how often, if at all, do you seek advice from staff at the point of sale?”
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3.5 Frequency of engagement with information on the packaging 
and leaflets of non-prescription medicines 

Around three-quarters of respondents who have purchased non-prescription medicines 

in the past report always or usually reading at least some of the information provided 

on the box/outer packaging (75%) or in the patient leaflet (75%). Approaching one in five 

report doing this only some of the time (15% for the outer packaging and 16% for the leaflets 

inside the box) while around half as many report doing so rarely (7% for both) or never  (2% 

for both).  

 

Figure 3.5: Frequency of engagement with information on the packaging and in the leaflets 
of non-prescription medicines 

 

 

Base: Respondents who have bought non-prescription medicines in the past (N=5923)  
Questions: “Before or after purchasing non-prescription or over-the counter medicines you haven’t used before, how often, if at 
all, do you read at least some of the information on the box/ outer packaging?” 
“After purchasing non-prescription or over-the-country medicines you haven’t used before, how often, if at all, do you read at least 
some of the paper leaflet inside the box/packaging?” 

 

Engagement with information on the packaging and in the leaflets of non-prescription 

medicines varies to an extent by country. The proportion who say they always or usually 

consult this information is higher than average in Romania (87% for packaging and 86% for 

leaflets) and lower than average in Sweden (67% and 64%). The figure for packaging is also 

lower than average in Germany (71%) (see Tables 3.6 and 3.7 below).  

In terms of socio-demographic differences, engagement with information on packaging and in 

patient leaflets is higher than average among respondents aged 65 and over (80% and 81% 

respectively vs. the average of 75%), among respondents with a good self-assessed ability to 

understand health-related matters (79% in both cases) and among respondents with a high 

level of education (77% in both cases). In the case of information in patient leaflets specifically, 

engagement is also higher among females than males (78% vs. 71% respectively).  
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Table 3.6: Frequency of engagement with information on the box/packaging of non-
prescription medicines, by country and key socio-demographic variables 

 

 

Base: Respondents who have bought non-prescription medicines in the past (N=5923)  
Questions: “Before or after purchasing non-prescription or over-the counter medicines you haven’t used before, how often, if at 
all, do you read at least some of the information on the box/ outer packaging?” 

 

Table 3.7: Frequency of engagement with information in the patient leaflets of non-
prescription medicines, by country and key socio-demographic variables 

 

 

Base: Respondents who have bought non-prescription medicines in the past (N=5923) 
Question: After purchasing non-prescription or over-the-country medicines you haven’t used before, how often, if at all, do you 
read at least some of the paper leaflet inside the box/packaging? 
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3.6 Frequency of engagement with specific types of information on 
the packaging of non-prescription medicines  

The vast majority of those who have consulted information on the outer packing of non-

prescription medicines report always or usually checking for information on how to 

take/use the medicine (86%), what the medicine is used for (82%) and possible side effects 

(69%). Slightly lower majorities report checking the outer packaging for information on how to 

store the medicine (60%) and what the medicine consists of (57%) (Figure 3.6). 

 

Figure 3.6: Frequency of engagement with specific types of information on the box/outer 
packaging on non-prescription medicines 

 

 
Base: Respondents who have ever read at least some of the information on the box/outer packaging of non-prescription medicines 
(N=5743) 
Question: “How often, if at all, do you check for the following specific types of information on the box or outer packaging?” 

 

The proportions of respondents who report always or usually checking for the different types 

of information on the outer packaging are consistently higher in Romania than in all other 

countries. In contrast, the figures are mostly lower than average in Sweden and, for some 

types of information, in Germany and France too (see Table 3.8).  

The propensity to engage with the different types of information on the outer packaging also 

increases with age, and with self-assessed ability to understand health-related matters, though 

notably not with objective level of education (see Table 3.8).   
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Table 3.8: Frequency of engagement with specific types of information on the box/outer 
packaging on non-prescription medicines, by country and key socio-demographic variables  

 

Base: Respondents who have ever read at least some of the information on the box/outer packaging of non-prescription 
medicines; (N=5743) 
Question: “How often, if at all, do you check for the following specific types of information on the box or outer packaging?” 

 

3.7 Frequency of engagement with specific types of information in 
the patient leaflets of non-prescription medicines  

Much in line with the findings reported in Section 3.6, more than eight in ten respondents 

say they always or usually check the patient leaflets of non-prescription medicines for 

information on how to take the medicine (85%) and what the medicine is used for (81%). 

Around seven in ten say they always or usually check the leaflets for information about what 

you need to know before taking the medicine (75%) and possible side effects (71%), while 

around six in ten say they always or usually do so for information about how to store the 

medicine (60%) and what this medicine consists of (58%) (Figure 3.7). 
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Figure 3.7: Frequency of engagement with specific types of information in the patient 
leaflets of non-prescription medicines 

 

 

Base: Respondents who have ever read at least some of the information on the paper leaflet inside the box/packaging of non-
prescription medicines; (N=5758) 
Question: “How often do you typically check for the following specific types of information on the paper leaflet inside the 
box/packaging?” 

 

Broadly reflecting the results reported in Table 3.8, the propensity to engage with specific 

types of information in patient leaflets is highest in Romania and lowest in Germany and 

Sweden. It also increases with age (Table 3.9) and with self-assessed ability to understand 

health-related matters.  
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Table 3.9: Frequency of engagement with specific types of information in the patient leaflets 
of non-prescription medicines, by country and key socio-demographic variables 
 

 
Base: Respondents who have ever read at least some of the information on the paper leaflet inside the box/packaging of non-
prescription medicines (N=5758) 
Question: “How often do you typically check for the following specific types of information on the paper leaflet inside the 
box/packaging?” 
 

 

3.8 Ease of understanding information provided 

The survey found a generally high level of self-assessed understanding of information 

provided with non-prescription medicines: Over two-thirds of all those who have consulted 

such information say they find it easy to understand (69%), while just 7% say they find it difficult 

to understand (see Figure 3.8) and 23% are undecided. 

 
Figure 3.8: Ease of understanding information provided on packs and in patient leaflets of 
non-prescription medicines 

 

 

Base: Respondents who have ever read at least some of the information on the paper leaflet inside the box/packaging or on the 
box or outer packaging of non-prescription medicines (N=5843) 
Question: “In general, how easy or difficult do you find it to understand the information provided on the leaflets/the packs/the 
packs and leaflets of non-prescription or over-the-counter medicines?” 
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The proportion who find the information easy to understand is lower than average in Spain 

(57%), Germany (58%) and France (66%). It is also below average among respondents with 

lower levels of education (58% vs. 69% on average) and those who have difficulties 

understanding health-related matters (39% vs. 69% on average). In contrast it is above 

average among respondents without a medical condition or disability (72% vs. 69% on 

average) (see Table 3.10 below).  

 
Table 3.10: Ease of understanding information provided on packs and in patient leaflets of 
non-prescription medicines, by country and key socio-demographic variables 

 

 

Base: Respondents who have ever read at least some of the information on the paper leaflet inside the box/packaging or on the 
box or outer packaging of non-prescription medicines (N=5843) 
Question: “In general, how easy or difficult do you find it to understand the information provided on the leaflets/the packs/the 
packs and leaflets of non-prescription or over-the-counter medicines?” 

 

The specific type of information on medicine packs and in leaflets most commonly 

identified as being difficult to understand is that concerning what the medicine consists 

of (54% of those who report difficulties mention this). This is followed by information on 

possible side effects (30%) and what you need to know before taking the medicine (25%) 

(Figure 3.9).  
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Figure 3.9: Categories of information on packing/in leaflets seen as difficult to understand 

 

 

Base: Respondents who find it fairly or very difficult, or neither easy nor difficult, to understand the information provided on the 
leaflets/packs of non-prescription medicines; (N=1784) 
Question: “Which specific types of information do you find difficult to understand?” 

 

While this rank ordering of difficulties is broadly reflected at the country level, the absolute 

numbers of respondents mentioning the different categories of information does shows some 

some variation. Most notably, respondents in France and Romania are more likely than 

average to mention having difficulty understanding information on how to take the medicine 

(20% and 22% respectively versus 16% on average). Those in Romania are also more likely 

than average to say they have difficulty understanding information concerning what you need 

to know before taking the medicine (33% versus 25%). 

In terms of socio-demographic differences: 

• Males are more likely than females to report difficulties understanding information 

about possible side effects (33% vs. 27% respectively). 

• Respondents aged 65 and over are more likely than other age groups to report 

difficulties understanding information about what the medicine consists of (60% 

compared to 54% on average), while younger respondents aged 18-34 are more likely 

to report difficulties understanding information on what you need to know before taking 

the medicine (30% vs. 25%) and how to take the medicine (19% vs. 16%).  

• Respondents who say they generally have difficulties understanding health-

related matters are similarly more likely than average to report difficulties 

understanding information about what you need to know before you take the medicine 

(32% vs. 25% on average) and how to take/use the medicine (26% vs. 16%). They are 

also more likely to report difficulties understanding what the medicine is used for (17% 

vs. 13%) and how to store the medicine (11% vs. 6%).  

In terms of what makes the information difficult to understand for respondents, half 

(50%) mention that the language is too complex or technical, while just over a third 

(36%) mention the small size of the text/font and around a quarter (22%) say there is too 

much text and no, or very few, pictures. Half as many or fewer mention that there is a lack of  
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contrast between the text’s colour and the background of the leaflet or box (11%), that they 

have difficulties with reading generally (5%) or that the text is not in their native language (4%) 

(Figure 3.10).  

 

Figure 3.10: Reasons information is difficult to understand 

 

 

Base: Respondents who find it fairly or very difficult, or neither easy nor difficult, to understand the information provided on the 
leaflets/packs of non-prescription medicines (N=1784) 
Question: “What are the main reasons you find the information difficult to understand?” 

 

Respondents in Romania and Spain are more likely than average to mention the problem of 

the language being too complex or technical (72% and 56% vs. 50% on average), while 

respondents in France are more likely than average to mention the problem of small font (42% 

vs. 36%) (Table 3.11).   

Small font is also mentioned more often by males than by females (40% vs. 32%), by 

respondents aged 45-64 than by other age groups (41% vs. 32% among those aged 18-34, 

29% among those aged 35-44 and 37% among those aged 65 and over) and by those with a 

low level of education compared to those with a high level (44% vs. 35% respectively). 
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Table 3.11: Top three reasons information is difficult to understand, by country and key 
socio- demographic variables 

 

 

Base: Respondents who find it fairly or very difficult, or neither easy nor difficult, to understand the information provided on the 
leaflets/packs of non-prescription medicines (N=1784) 
Question: “What are the main reasons you find the information difficult to understand?” 
 
 
 

3.9 Perceived most important types of information in leaflets 

The perceived most important types of information in the leaflets of non-prescription 

medicines are what the medicine is used for (58%), followed by what you need to know 

before you take the medicine (45%) and how to take/use the medicine (43%). These are 

followed by, respectively, what the medicine consists of (22%), possible side effects (21%) and 

how to store the medicine (3%) (Figure 3.11). 
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Figure 3.11: Perceived most important types of information in leaflets 

 

 

Base: All respondents (N=6039) 
Question: “In your opinion, which of these types of information do you think should come first in the paper leaflet of non-prescription 
or over-the counter medicines?”  
“And which of these types of information should come second in the paper leaflet of non-prescription or over-the-counter 
medicines?” 

 

The top three responses shown above are consistently also the highest ranking ones in each 

of the different countries surveyed – and, indeed, information about what the medicine is used 

for holds as the number one response in all countries except Germany, where it comes third 

to what you need to know before taking the medicine and how to take the medicine (see Table 

3.12).  
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Table 3.12: Perceived most important types of information in leaflets, by country 

 

 

Base: All respondents (N=6039) 
Question: “Which of these types of information do you think should come (first/second) in the paper leaflet of non-prescription or over-the counter medicines?” 
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The ranking for the perceived most important types of information holds across most key sub-

groups of respondents. Notable exceptions are that respondents aged 65 and over, as well as 

those with a lower level of education, tend to consider information about possible side effects 

as more important than information about what the medicine consists of (see Table 3.13 

below). Additionally, respondents who feel they have a poor ability to understand health-related 

matters consider that information about how to take the medicine is the most important type of 

information in leaflets (47%), followed by information about what you need to know before 

taking the medicine (43%), what the medicine is used for (40%), possible side effects (35%), 

what the medicine consists of (17%) and how to store it (12%).   
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Table 3.13: Perceived most important types of information in leaflets, by key socio-demographic variables 

 

 

Base: All respondents (N=6039) 
Question: “Which of these types of information do you think should come (first/second) in the paper leaflet of non-prescription or over-the counter medicines?”
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4 USE AND PERCEPTIONS OF DIGITAL LEAFLETS 

4.1 Use of digital leaflets 

Approaching half of all respondents – 44% – have accessed a digital information leaflet 

for a non-prescription medicine in the past 12 months. The figure is ten percentage points 

higher among those who have used a non-prescription medicine daily to more than once a 

month, at 54%. 

 

Figure 4.1: Use of digital information leaflets for non-prescription medicines 

 

 

Base: All respondents (N=6039) 
Question: “In the last 12 months, have you accessed an information leaflet for a non-prescription or over-the-counter medicine 
online?” 

 

Respondents in Romania, Poland and Spain are more likely than average to report having 

accessed a digital information leaflet in the past 12 months (68%, 51%, and 47% respectively, 

vs. 44% on average), whereas respondents in France, Germany and Sweden are less likely 

than average to report having done so (30%, 33% and 35% respectively) (Table 4.1 below).  

 Use of digital leaflets in the last 12 months is also higher among:  

• Females than males (48% vs. 39%). 

• Younger respondents compared to older ones (49% of respondents aged 18-34 and 

54% of those aged 35-44 vs. 41% of those aged 45-64 and 36% of those aged 65 and 

over). 

• Those with a high level of education compared to those with a low level (47% vs. 

36% respectively). 

• High users of the internet compared to low users (45% vs. 22%).   

• Those with a disability or pre-existing medical condition compared to those without 

one (49% vs. 39%). 
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Table 4.1: Use of digital leaflets, by country and key socio-demographic variables 

 

 

Base: All respondents (N=6039) 
Question: “In the last 12 months, have you accessed an information leaflet for a non-prescription or over-the-counter medicine online?” 
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4.2 Current methods of accessing digital leaflets 

Among those who have accessed a digital information leaflet, over half (55%) have done 

so via a general internet search, while around one in five have done so by searching on a 

product brand/manufacturer's website (21%), on the website where the product was bought 

(20%), on a health-related website (19%), or on a specialised website for non-prescription 

medicines (18%) (Figure 4.2). 

 

Figure 4.2: Methods used to access digital leaflets in the past 

 

 

Base: Respondents who accessed an information leaflet for a non-prescription medicine online in the last 12 months (N=2657) 
Question: “How did you find the information?”  

 

General internet searches hold as the top response in all of the individual countries surveyed 

and usually by some margin. There is greater variation in the frequency with which the other 

methods are mentioned – for example:  

• Searching on a brand or manufacturer’s website is mentioned by higher than average 

proportions of respondents in Germany and Spain (29% and 25% respectively vs. 21% 

on average) and by a lower than average proportion in Romania (17%); 

• Searching on the website where the product was bought is mentioned by higher than 

average proportions in Germany and Poland (29% and 23% respectively vs. 20% on 

average) and a lower than average proportion in Spain (9%); 

• Searching on a specialised website for non-prescription medicines is mentioned by 

higher than average proportions in Sweden and Poland (24% and 21% respectively vs. 

18% on average) and a lower than average proportion in Spain (11%).  

• Searching on a health-related website is mentioned by a lower than average proportion 

in Romania (16% vs. 19% on average). 

In terms of socio-demographic differences in the ranking of top three methods of accessing 

digital leaflets:  
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• education: Respondents with a high level of education are as likely to mention 

searching on the website where the product was bought as they are to mention 

searching on a health-related website (21% for both) and respondents with a low level 

of education are more likely to mention searching on a health-related website than 

searching on the website where the product was bought (16% vs. 14% respectively). 

• ability to understand health-related matters: Respondents with a poor ability to 

understand health-related matters are more likely to mention searching on a health-

related website or on the website where the product was bought than searching on a 

brand or manufacturer’s website (24% and 20% vs. 17%). 

• internet use: Low internet users are more likely to mention searching on a health-

related website than searching on a brand or manufacturer’s website (27% vs. 23%). 

 

4.3 Preferred methods for accessing digital leaflets 

When asked how they would prefer to access digital information leaflets in the future, a 

quarter of respondents say via a general internet search while 16% say by scanning a 

QR code on the outer box or packaging of the medicine. No other single method is 

mentioned by more than one in ten respondents. Indeed, 14% of respondents say they would 

never access a digital information leaflet (Figure 4.3 below). 
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Figure 4.3: Preferred methods for accessing digital leaflets 

 

 

Base: All respondents (N=6039) 
Question: “How would you prefer to access the online version of information leaflets about non-prescription or over-the-counter 
medicines?”  

 

General internet searches and scanning a QR code respectively hold as the top two responses 

in all of the countries apart from Spain, where their ranking is reversed (by a small margin). 

The other methods are rarely mentioned by more than one in ten respondents in any of the 

countries.  

In terms of other significant country differences, respondents in Romania and Poland are more 

likely than average to mention general internet searches (39% and 35% vs. 25% on average), 

whereas they are less likely than average to mention scanning a QR code (11% and 10% vs. 

16% on average). Furthermore, respondents in France and Germany are more likely than 

those in the other countries to say they would never access a digital information leaflet (23% 

and 18% respectively vs. 14% on average) (Table 4.2). 
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Table 4.2: Preferred methods for accessing digital leaflets, by country 

 

 

Base: All respondents (N=6039) 
Question: “How would you prefer to access the online version of information leaflets about non-prescription or over-the-counter 
medicines?”  

 

General internet searches and scanning a QR code also hold as top two preferred methods 

for accessing digital leaflets across key socio-demographic sub-groups of respondents. 

In terms of significant socio-demographic differences: 

• age: younger respondents (aged 18-34) are more likely than older ones to mention 

scanning a QR code on the outer box/packaging of the medicine (19% vs. 16% of 

those aged 35-44, 15% of those aged 45-64 and 12% of those aged 65 and over), 

whereas older respondents aged 65 and over are more likely than younger ones to 

say they would never access information leaflets online (21% vs. 9% of those aged 

18-34, 8% of those aged 35-44 and 16% of those aged 45-64). 

• gender: Females are more likely than males to mention running a general internet 

search (28% vs. 22% respectively). 

• education: Respondents with a high level of education are more likely than those with 

a low one to mention scanning a QR code on the medicine’s box (17% vs. 12% 

respectively), or a general internet search for the leaflet (27% vs. 22%), whereas 

respondents with a low level of education are more likely than those with a high one 

to say they would never access digital leaflets (22% vs. 11% respectively). 

• internet use: High internet users are more likely than low users to mention a general 

internet search (27% among high users vs. 7% among low users), searching on the 

website where the product was bought (8% vs. 4% respectively), scanning a QR code 

on the outer box/packaging (17% vs. 6%) and searching on a dedicated website (8% 

vs. 4%). Low users in turn are significantly more likely than high users to say that they 

would never access information leaflets online (47% vs. 12% respectively). 
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4.4 Perceived advantages and disadvantages of digital leaflets 

The perceived most important advantages of digital leaflets vis-à-vis paper ones are 

that they are easier to retrieve at a later time (30%), they can be accessed in the moment 

or when needed (29%), they are more sustainable or environmentally friendly (28%), and 

they can include more detailed information about the medicine (24%). The next most 

commonly mentioned advantages are that digital leaflets allow for the inclusion of larger or 

enlargeable fonts (18%), and other digital features (15%) (Figure 4.4).  

 
Figure 4.4: Perceived advantages of digital leaflets vis-à-vis paper ones 

 

 

Base: All respondents (N=6039) 
Question: “For you personally, what would be the most important advantages, if any, of online information leaflets compared to 
paper leaflets for non-prescription or over-the-counter medicines?”  

 

The top three responses shown above constitute the most common responses in most of the 

different countries (Tables 4.3 and 4.4). The notable exception is that sustainability ranks 

somewhat lower than average in Romania (mentioned by 23%, compared to, for example 28% 

in Germany and Sweden, and 35% in Poland). Mention of the fact that digital leaflets can 

include bigger or enlargable fonts is notably more common than average in Poland (23%) and 

less common than average in France (15%) and Romania (14%). 

In terms of notable socio-demographic differences: 

• Younger respondents aged 18-34 are more likely than older groups to mention that 

digital leaflets are easier to access at a later time and can include more detailed 

information about the medicine, as well as digital features and links. Respondents aged 

35-44 are more likely than other age groups to mention that digital leaflets are more 

environmentally sustainable, while those aged 65 and over are more likely than 

average to say they see no advantages in digital leaflets. 

• Respondents with a higher level of education are more likely than those with a low 

level to mention that digital leaflets can be accessed in the moment/when needed and  
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• can include more detailed information about the medicine. Those with a lower level of 

education, in turn, are more likely to say they see no advantages in digital leaflets.  

• Low users of the internet are for the most part less likely than high users to mention 

advantages of digital leaflets, and more likely to say they perceive no advantages in 

them.  

• People with a health condition or disability are a little more likely than those without 

one to mention advantages, including the fact that text fonts can be larger or 

enlargeable.
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Table 4.3: Perceived advantages of digital leaflets vis-à-vis paper ones, by country and age 

 

 
Base: All respondents (N=6039) 
Question: “For you personally, what would be the most important advantages, if any, of online information leaflets compared to paper leaflets for non-prescription or over-the-counter medicines?”  
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Table 4.4: Perceived advantages of digital leaflets vis-à-vis paper ones, by education, medical condition and internet use 

 
Base: All respondents (N=6039) 
Question: “For you personally, what would be the most important advantages, if any, of online information leaflets compared to paper leaflets for non-prescription or over-the-counter medicines?”  
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In terms of what respondents see as the main disadvantages of digital leaflets to them 

personally, the most common responses are that the leaflets are not in (physical) reach 

(30%), and that they personally have no, or only limited, access to the internet (18%), or 

to a computer or other device to get on the internet (17%). These responses are followed 

by dislike of reading on screen or a basic preference for paper-based information (15%), not 

knowing where to look online for the leaflets (13%), the effort involved in doing so (12%), and 

a lack of trust in, or comfort using, the internet (11% and 8% respectively) (Figure 4.5).  

 

Figure 4.5: Perceived disadvantages of digital leaflets vis-à-vis paper ones 

 

 

Base: All respondents (N=6039) 
Question: “For you personally, what would be the most important disadvantages, if any, of online information leaflets compared 
to paper leaflets for non-prescription or over-the-counter medicines?”  

 

As shown in Table 4.5, the perception that digital leaflets are not in easy (physical) reach holds 

as the top response in all but one of the countries surveyed and usually by some margin. The 

notable exception is in Poland, where it ranks top equal with not (always) having access to the 

internet. Respondents in Poland are also more likely than those elsewhere to mention not 

having access to a computer or other device to get on the internet. 

The oldest group of respondents (aged 65 and over) are more like than younger people to 

mention digital leaflets not being in reach, while the youngest group (aged 18-34) are more 

likely to mention having no, or only limited, access to the internet or to a computer or other 

device, and not knowing where to look online for the leaflets. Notably, the youngest group are 

also the most likely to mention not feeling comfortable searching for things online and not 

trusting online information.  

Mention of not feeling comfortable searching for things online is also somewhat higher among 

respondents with a low level of education than with a high level, and among those who use 

the internet less than daily, compared with daily users. 
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Table 4.5: Perceived disadvantages of digital leaflets vis-à-vis paper ones, by country and 
age 

 

Base: All respondents (N=6039) 
Question: “For you personally, what would be the most important disadvantages, if any, of online information leaflets compared 
to paper leaflets for non-prescription or over-the-counter medicines?”  

 
 

4.5 Priority information for retention on paper leaflets vis-à-vis 
digital ones 

Respondents are in general agreement that information about non-prescription 

medicines should continue to be provided on, or in, the product packs rather that in 

digital format only. As Figure 4.6 shows, this feeling is especially strong in relation to 

information about how to take the medicine (87%); what the medicine is used for (83%); what 

you need to know before taking the medicine (82%); and possible side effects (80%). The only 

two categories of information that more than a quarter of respondents feel could be provided 

online only are: what the medicine consists of (27%) and how to store the medicine (28%). 
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Figure 4.6: Priority information for retention on packs or in paper leaflets 

 

 

Base: All respondents (N=6039) 
Question: “Imagine that, in the future, paper information leaflets for all non-prescription or over-the counter medicines were fully 
or partially replaced by online information. What information, if any, would you still want to see provided on the product’s pack or 
the paper-format leaflet inside, and what information would it be fine to make available online only?” 

 

The preference for retaining information on product packs or in leaflets (rather than online only) 

holds strong in all of the countries for all of the information types (see Table 4.6 below). That 

said, a somewhat higher than average proportion of respondents in Poland and Sweden say 

that information about what the medicine consists of could be provided online only (30% and 

35% respectively compared with the average of 27%). Additionally, a higher than average 

proportion in Poland and Germany say that information about how to store the medicine could 

be provided online only (33% and 32% compared with the average of 28%).   
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Table 4.6: Priority information for retention on packs or in paper leaflets, by country 

 

 

Base: All respondents (N=6039) 
Question: “Imagine that, in the future, paper information leaflets for all non-prescription or over-the counter medicines were fully 
or partially replaced by online information. What information, if any, would you still want to see provided on the product’s pack or 
the paper-format leaflet inside, and what information would it be fine to make available online only?” 

 

All of the different socio-demographic sub-groups of respondents similarly favour the retention 

of information in ‘hard format’. That said, younger people (aged 18-44) do display a slightly 

greater appetite than their elders for online only information, especially when it comes to 

information on possible side effects (22% of people aged 18-34 feel this could be provided 

online only compared to 13% of those aged 65 and over), and what the medicine consists of 

(30% compared to 27% respectively).  

 

 


