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The CSJ is built on the design target 

Segment 8 is the strategic 

focus for the brand

• Suffer from general dryness and other skin 

conditions

• Highly concerned

• Prepared to spend on health 

• Pharmacy the channel of choice 

• High HCP influence

• High % kids with skin condition  

This is a very specific segment, with 10% of 

category users globally, so further drill down to 

personas is not recommended, as these sub-

segments would be very niche and difficult to 

reach

Segment 8 – Global figures (France not available)

Source: Kantar, Dry and Irritated Skin Segmentation, 2017

% people 10%

% attainable volume by pharma brands 18%

% attainable revenue by pharma brands 20%
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WHO ARE WE:
• Female, most between 25-44
• Suffer from eczema and skin dryness

WHAT DOES SHE FEEL

• She is concerned about her condition
• Has been living with it for years but still feels anxious, 

thrown off balance when a flare up occurs 
• Eczema impacts how she lives her life; when she 

experiences flare ups she's frustrated as she cant enjoy 
the simple things in life like going for a swim or 
wearing the clothes she wants 

• Mums with kids with the condition are very 
emotionally engaged & also have guilt for having 
passed it on to their children , as they blame 
themselves

WHAT DOES SHE THINK
• Knows steroids work but doesn’t want to use 

them every time as worried of the long term 
effects 

• Knows that there is no miracle cure, it’s a 
chronic condition that needs to be managed 

WHAT DOES SHE SAY
• Internet is a good resource for information 
• Branded websites don’t have the 

information she needs in terms of triggers, 
how to manage eczema , latest science on 
eczema management. Medical websites are 
the best 

• High dissatisfaction with at least one brand  
used

• Pharmacy brands  perform better 
• I am willing to pay for the right product 

WHAT DOES SHE DO
• Has an established skincare routine with 6+ brands 

that include medicated & mass market brands 
• She is constantly online searching for information on 

how to manage eczema (even when she is not 
experiencing flare ups) 

• Is fairly confident of treating herself when flare ups 
occur as sees herself as an expert,  after having lived 
with the condition for so many years. However trusts 
her derm / pharmacist & seeks advice from time to 
time 

• Believes in reducing stress, exercising , avoiding 
exposure to foods, allergens which might trigger a
flare up

WHAT ARE HER CONCERNS

• I am very / extremely concerned about my 
eczema (44%)

• Fears negative impact of use of 
corticosteroids especially if its for her kids  

WHAT ARE HER NEEDS

• Relieve the itch 
• Prevent the skin from bleeding 
• Get her life back to normal 
• Space out the next flare up for as long as 

possible 

WHO INFLUENCES HER

WHAT BRANDS DOES SHE USE（P12M)

• 37% LRP
• 37% Avene
• 31% Bepanthen
• 29%  Bioderma
• 27% Cicabiafine

WHERE DOES SHE SHOP

Juliette,  30 years old
Young female with eczema, 
looking for a brand that can 
help her maintain control over 
the condition 

Having 
healthy skin 
is important 

to me 

75%

Even if I don’t have a 
specific problem, I 

consciously monitor 
my health

78%
I consider skin 

health an 
important part 
of my overall 

health

71%

• 77%  HCP
• 44%  Digital
• 38%  Friends/Family

All shop at the pharmacy. High cross over 

with  mass market channels  as well 
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Profile of consumers who take this journey:

JULIETTE, 30 YEARS OLD
I NEED TO GAIN BACK THE CONTROL！

• Desire for empowerment & control
• Stress management at work

STRESS MANAGEMENT

HIGHER USE OF "TARGETABLE" MEDIA

• FACEBOOK and YOUTUBE is key to target women
• Amazon is key touchpoint when shopping



RESTRICTED

A D U LT  E C Z E M A  S U F F E R E R S - F R A N C E   T H E  C O N S U M E R  S H O P P E R  J O U R N E Y  
D E S I G N  TA R G E T

Doing

Touchpoints

Gains

Pains

Insights / Why

Implications 
for brand

Pre Purchase

Triggers

Pre Purchase 

Search/Consider /Evaluate

Purchase 

Find/Choose/Buy

Post Purchase 

Use/Experience/Repeat

Uncomfortable, 
stressed, resigned to 
yet another flare up 

Bepanthen Weakness 
Website:  less text heavy, more visual demos, advice on daily 

care/ prevention & language that is empathetic 

Not recommended by Derms ; Very low recco by Pediatricians 
Sensicalm & Sensicontrol have low 
spontaneous awareness

Stop itch/ 
reduce itch 

Read up on latest 
ways of managing 

eczema 

Mums: Keep pace 

with latest in eczema 

care for  children

Online sites sometimes too 
scientific, complicated site 

navigation,  overwhelming amount 
of information 

Hassles of making an 
appointment  with the

Dermatologist  

Buy the best product in  
the market for flare ups / 

daily skin care

Bepanthen Strength 

Brand heritage & 
pharmacist support

Price

Bepanthen Weakness

Limited POS visibility; Poor pack 
stand out ; Poor SKU differentiation ;
Limited range , VFM perceptions 

Relief from itch
.Improve 

appearance of skin

Postpone the 
next flare up

• Drive brand relevance at key seasonal & occasional 

moments that trigger flare ups

• Opportunity to reach them 365x7

• Be empathetic, don’t trivialize the condition, provide 

reassurance & advice on how to best calm the itch & 

continue to enjoy the things they love doing (i.e. 

swimming, going to the gym)

Since this is a chronic condition, our CSJ starts from a flare up 

• Scratch their skin as its itchy. Sometimes the vigorous 
scratching causes the skin to bleed

• Stop using some of their regular mass market brands  

• Cover their flare ups with clothing 

• Stop activities like swimming, going to the gym & any other 
activity where their flare ups will be exposed to the others 

TV

Online search (Google, medical 
websites like Doctissimo, company 

websites, VOL, reviews, blogs)

• Medical websites are the primary, followed by brand 

websites and consulted once a recommendation has been 

made by a doctor or family/friend. Social media is rarely 

consulted → lacks credibility

• Mums tend to search more

• Brands with medical equity, gentle ingredients (no 

chemicals), itch relief & spacing flare ups claims are 

attractive

• Steroids are seen as most effective, but not for long term 

use   

Pharmacy

• All shop at the pharmacy. High cross over with  mass 

market channels  as well 

• Speak to the pharmacist about new products, formats, 

ingredients  

• Majority have a brand in mind as they walk in to the 

store. 20% switch their brand mainly driven by the 

pharmacist 

• Most tend to buy ointments, creams and lotions (the 3 

main formats)

• Triggers for eczema are seasonal weather (52%); allergy 

& pollution (45%); stress (42%) & dry air (41%) 

• Large repertoire of OTC/mass market products. Need 

multiple brands for different body parts, benefits, 

seasons, for treatment vs. prevention & avoid loss of 

efficacy by continuous use of one product

• Those with a longer experience are more confident on 

managing eczema, others are at a loss/ frustrated  

• Believe brands sold in pharmacies are more effective

• Pharmacist & Pack key influencers. 

• Instore advertising plays a limited role currently. Some 

mentions of product samples, promotions. 

• Price is a barrier for some. 

Contain the flare 
up, prevent it 
from getting 

worse 

Bepanthen Weakness       

• Create awareness & educate on the benefits of Sensicalm

itch relief (entry point for BPN eczema portfolio) → SOS 

acute treatment 

• Convince them about BPN’s expertise in eczema 

management with Sensicalm & Sensicontrol

• Partner with mums with eczema to build on existing 

equity in nappy rash –’the family brand’-’suitable for 

children’  

• Derm/Ped F2F engagement  strategy

Online search (Google, medical 
websites like Doctissimo, company 

websites, reviews, blogs)

Dermatologist

Pediatrician 
Pharmacist

WOM

Using too much 
steroids, for too long

Navigate brands like 
LRP with a huge range Look & feel disgusting.

Embarrassed

• Stand out pack (Visual design & front of pack claim : 

Sensicalm : Calm/relieve itch ;  Sensicontrol : Space flare 

ups ) & close the deal by highlighting POD  

• Strengthen pharmacist detailing by educating on each 

SKU; when to recommend what ; Provide samples 

• Start conversation on Sensicontrol through POS material , 

samples & via the pharmacist  (for the non flare up phase)

Products without 
chemicals,  perfume, 

Paraben 

Product worsens 
the symptoms, 

causing skin redness, 
inflammation 

Online search (Google, medical 
websites like Doctissimo, company 

websites, VOL, reviews, blogs)

• Once the flare up is gone, adults go back to using mass 

market brands  (have an established skincare routine  with 

a large repertoire with an average of 6 brands).

• Mums with children are more cautious & rarely use 

mass market brands/brands without medical credentials 

• Some share experiences in forums with fellow sufferers, 

(specially if the experience is negative) 

TV

Product doesn’t work 
as fast as expected 

Poor product 
sensorial –burns, 

sticky, stains, smells

• Need to provide assurance that efficacy of Sensicontrol with 

continuous use will not decrease 

• Provide services e.g.  Apps  to predict when next flare up 

occurs; tips to  avoid  flare ups ; advice on how to holistically 

manage their eczema 

Pack

Guilt (mums)

• During flare up product sensorials is key & influences repeat 

purchase 

• Mass market brands are seen as good enough for everyday 

skin care by some adults 

• Keyword search and browsing medical websites and 
forums in order to get information on new products / 
ingredients 

• Confirm initial search findings

• Investigate detailed descriptions of the brand and 
product that has been chosen as a treatment

• Compare and contrast if multiple recommendations have 
been made 

• Visit the Dermatologist only if the flare up is severe

http://sp-coll-bhc.bayer-ag.com/sites/222536/SitePages/Home.aspx
http://sp-coll-bhc.bayer-ag.com/sites/222536/SitePages/Home.aspx
http://sp-coll-bhc.bayer-ag.com/sites/222536/SitePages/Home.aspx
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Pre Purchase 
Triggers

Pre Purchase 
Search/Consider/Evaluate

Purchase 
Find/Choose/Buy

Post Purchase 
Use/Experience/Repeat

Offline Media

Search

Online 
Content 

Online ads

Social 

HCP

Store

KPIs

1a

A D U LT  E C Z E M A  S U F F E R E R S - F R A N C E   

I am constantly on the look out for 

the  information on ways &  

products to manage eczema.  

Medical, brand websites, blogs 

which provide advice, empathy 

are sought after 

1b

I am constantly on the look out 

for the  information on ways &  

products to manage eczema.  

Medical, brand websites, blogs 

which provide advice, empathy 

are sought after 

Visit the dermatologist/ ped if the 

flare up is very severe 

2b

2a

3
I trust the pharmacist and consult

him/her on what will be good for 

me

Information on the pack like the 

benefits, ingredients are important 

for me & I compare products 

based on this

I am m constantly on the look out for 

the  information on ways &  products 

to manage eczema.  At this stage I 

want to know what I can do to 

prevent the next flare up

Medical, brand websites, blogs 

which provide advice, empathy 

are sought after . Sometimes I 

share my product experiences 

6a

5

6b

4

http://sp-coll-bhc.bayer-ag.com/sites/222536/SitePages/Home.aspx
http://sp-coll-bhc.bayer-ag.com/sites/222536/SitePages/Home.aspx
http://sp-coll-bhc.bayer-ag.com/sites/222536/SitePages/Home.aspx

