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Introducere

Homeopatia este o metbderapeutid@ cunoscut si practicati din cele mai vechi
timpuri [1]. In Romania, homeopatia a incepatfie profesat de la mijlocul secolului al
XIX-lea. Regimul comunist a interzis homeopatigoarioada 1944-1968. A fost reintrodus
Tn 1968si este asizi recunoscuit oficial de Ministerul Snatatii Publice [2].

Preparatele homeopatice suntiiobte din produse de origine vegatahnimai si
minerah. Suele de origine vegetalsunt tincturile mari (TM) obtinute prin macerarea in
alcool a plantelor (sau a unatrp din plante) proaspete sau, mai rar, uscate [3].

Gemoterapia este o metoterapeutia, relativ nod, a medicinii naturiste ce apiue
bioterapieisi care inspirandu-se din principiile analogic-biounlte ale drenajului biologic,
utilizeaza in scop terapeutic salu din prima diluie decimai (DH 1) de macerate
hidrogliceroalcoolice, din extracte vegetale pr@spesuturi meristematice, muguriastare
si ramuri tinere, boboci,adicini tinere, amef, scoata ramurilor tinere, scog interri a
radicinilor, limfa, seminele sautesuturile embrionare ale vegetalelor aflate in fdea
crestere. Medicamentele homeopate se elibérpazbaz de prescripe medicai, la indicaia
unui medic cu competenin homeopatie. Maceratele glicerinigdincturile mani fac parte
din categoria suplimentelor alimentare, dar recataegn lor se face tot deitee medici,
deoarece preparatele suntipicunoscute deatre pacien [4].

Prima parte a luarii de doctorat cuprinde patru capitole care tratgarincipiile de
baz ale homeopatiegi formele farmaceutice utilizate (tincturile marfac parte din aceste
forme farmaceutice), principile de kiazale gemoterapiei, legigla medicamentelor
homeopatei a suplimentelor alimentare.

Partea a doua a lueii, partea de contrigii personale, cuprinde ceraet privind
piata produselor homeopate din Romaniatgpraaceratelor glicerinicg a tincturilor man,
mixul de marketing utilizat de proditori in cazul maceratelor glicerinicg a tincturilor
marnt, cercelfiri de marketing asupra ambalajelor de maceratergtice realizate de acsla
produdtor si de produdtori diferiti, precum si o0 incercare de realizare a profilului
consumatorului de medicamente homeopate din Romania

Rezultatele acestor ceragtconstituie un incepugi o baz pentru viitoarele studii
asupra pigei medicamentelor homeopate, a maceratelor glicergha tincturilor man.

Contribu tii personale
1. CERCETAREA PIE TEI MEDICAMENTELOR HOMEOPATE

S-a efectuat un studiu al pee produselor homeopate din Romania, in perioa@s 20
2008, utilizandu-se datele furnizate de CEGEDIMg5jezultatele unei anchete efectuate cu
ajutorul a 240 chestionare 1n toate cele 41tpidéetarii, plus municipiul Bucurgti. Numérul
chestionarelor difuzate in fiecare jyde variat de la 2 la 20 de chestionare, in fiende
marimea judeului. La cele 240 chestionare trimise, aspuns 204 farmacii, adi85%.

Exista doi produétori de macerate glicerinice in Romania: PlantécttggHofigal
[6-7].

in anul 2007, valoarea mondia pigei produselor homeopate a fost de 1,5 miliarde
euro, aproximativ 0,25% din pemedicamentelor alopate. Medicamentele homeopdiesa
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utilizate de circa 300 milioane de pagierv0% din vaniri fiind concentrate in vestul
Europei.

in Romania anului 2007, pi produselor homeopate a fost de 8 milioane ewo, p
primul loc situandu-se compania Boiron (F&n cu 50% din pia (4 milioane euro).
Compania Boiron este urnidatle compania Plantextrakt (Romangade DHU Arzneimittel
GmbH & Co. KG (Germania) [3,6,8-9].

in Romania sunt circa 3500 - 4000 de medici cu e Tn homeopatiesi
aproximativ 80.000 de pacignExisti in jur de 160 farmacii homeopate, unele medicaenent
homeopate comercializandu-gén lanurile de farmacii Help Nefi Catena [3-4,6,8-10].

in 24 din cele 28 de jude luate in studiu, plus municipiul Bucktig(85%), exisi cel
putin o farmacie cu profil homeopat, celtpuun medic cu competgnin homeopatigi un
cabinet homeopat. In trei juge Botaani, Doljsi Covasna nu existnici o farmacie cu profil
homeopat.

Cele mai solicitate forme farmaceutice homeopatet: sgranulele, siropurilesi
comprimatele. 39% din farmaciile cercetate péasgdhanule homeopate. Oscillococcinum
granule este cel mai vandut medicament homeopat.

in 2009 vanarile companiei Plantextrakt au crescutifde 2008 cu 24,30%.

2. PIATA MACERATELOR GLICERINICE IN ROMANIA

A fost analizat piata maceratelor glicerinice ale companiilor Plantaikitsi Hofigal,
n perioada 2001-2007, singurii prodtari din Romania.

Metoda utilizat a fost metoda comparaiiyi analiza logia [11].

Compania Plantextraksiidistribuie produsele prin depozitul Plantmed, gampania
Hofigal prin depozitul Hofigal [6-7].

Pentru compania Plantextrakt, in perioada 200I~20@anzrile au crescut
semnificativ. Ceea mai putergticrestere pentru maceratele glicerinicetafde anul anterior,
s-a inregistrat in 2002 [6,10].

Tabel 1 Vanzrile de macerate glicerinice (in lei) ale compam&ntextrakt prin depozitul
Plantmed, in perioada 2001-2007.

Anul | Vanzirile companiei | Cresterea vanarilor

Plantextrakt de maceratelor
macerate glicerinice | glicerinice faa de
(lei) anul precedent

2001 160.924,42

2002 1.031.851,20 6,41 ori
2003 1.241.536,80 1,20 ori
2004 | 2.739.666,53 2,20 ori
2005 | 4.677.050,25 1,70 ori
2006 | 5.549.100,75 1,18 ori
2007 | 7.095.720,75 1,28 ori

Pentru compania Hofigal vaide au crescut aproape constant din 2@0fpari n
2006. In anul 2007, vaadle au inregistrat o ddere faa de 2006. Cea mai mare giere a
vanazrilor, pentru maceratele glicerinice, a fost toaimul 2002 [7,10].



Tabel 2. Vanzirile de macerate glicerinice ale depozitului Hofitraperioada 2001-2007, in
lei.

Anul | Vanzrile companieil Cresterea vanarilor
Hofigal de maceratemaceratelor glicerinice fa
glicerinice  (lei) de anul precedent
2001 542.224,74

2002 1.642.051,60 3,02 ori
2003 | 2.321.669,88 1,41 ori
2004 | 2.879.696,53 1,24 ori
2005 | 3.032.804,70 1,05 ori
2006 | 3.991.906,35 1,31 ori
2007 | 3.559.768,35 -1,12 ori

Para in anul 2005, varizile companiei Hofigal au fost mai mari decéat atenpaniei
Plantextrakt. Din anul 2005, vamrde companiei Plantextrakt le di&ygsc pe cele ale
companiei Hofigal.

in anul 2007, valoarea p& maceratelor glicerinice a fost de 10.655.489¢10lin
care 66,59% a apamut companiei Plantextrakt, iar 33,40% companiefighl.

Lideri de piaa, Tn perioada 2008-2009, au fost maceratele ghm®idin muguri de
coad@z negru, din nddite de zmeur, din ratlite de megor, din muguri de tegi din mladite
de nislin [6,7,10].

3. PIATA TINCTURILOR MAM A DIN ROMANIA

S-a cercetat pia tincturilor mam din Romania, pi@ pe care sunt prezgrdoar doi
productori romani: compania Hofigal compania Plantextrakt.

Metoda utilizat Tn cercetare a fost compgaeadirecti si analiza logié [11].

in anul 2009, pi@ tincturilor mani din Romania a fost de 1.081.929,08 lei, 76%
apatinand companiei Hofigal, iar restul de 24 % compaRiantextrakt [6,7,10].

in anul 2009, compania Plantextrakt a vandut 52.88coane tincturi mam n
valoare de 260.004,20 lei.

Lideri de piaa in anul 2009, dintre produsele Plantextrakt, ai tonitoarele cinci
tincturi mana: tinctura de propolis, tinctura de echinacea,ttirec de giducel, tinctura de
valeriara si tinctura de narar.

Analizand piga tincturilor manid din Romania in perioada 2001-2009, cu exeep
doi ani din perioada de c&z2007si 2008, piaa a fost mereu in cgere. Tn anul 2009, pia a
crescut cu 13,13 % fiade 2008 [6,7,10].

4. MIXUL DE MARKETING UTILIZAT DE PRODUC ATORI IN CAZUL
MACERATELOR GLICERINICE

in cadrul mixului de marketing, cele dowompanii concurente: Plantextrakit
Hofigal, utilizez diferite strategii pentru cucerirea fa@e bazate pe acelgalemente: produs,
pre, distribuie si promovare.

Metoda utilizat a fost compat#a direct si analiza logia [11].



Referitor la produs, compania Plantextrakiirtee superioritatea, deoarece realizeaz
gami mai largi de macerate glicerinice (58), decat compania bfig0). Compania
Plantextrakt are 20 de produse care nu sésesg la Hofigal, in timp ce Hofigal care are doar
3 produse care nu se intalnesc la Plantextrak}.[6-7

Condtionarea produselor companiei Plantextrakt estersag# companiei Hofigal,
deoarece produsele Plantextrakt sunt ambalat@dodhe pigtoare presizute cu un @&pacel
gradat pentru dozaresaal a solgiei, atat pentru ady] cat si pentru copii. Compania
Hofigal isi condtioneaz maceratele glicerinice doar in monodoze de 2 riicildde
administrat la copii [7].

in privinta preului produselor, compania Hofigal titee supremga deoarece ptel
maceratelor glicerinice produse de Hofigal este miai decéat cel al produselor Plantextrakt,
deci sunt mai accesibile pacigor [6-7,12-16].

La distribtdia produselor, situga este oarecum asénitoare la cele daucompanii:
ambele au cate un depozit propsivapeleaz la mai mufi distribuitori naionali autoriza.
Compania Hofigal are avantajul de a poseda tearele farmacii prin careiidistribuie
propriile produsei doua centre de terapie natutistAlexandra”si "Hofimed" care utilizeaz
doar produse Hofigal [7]. Compania Plantextraké @adistribgie internaionali a produselor
si un parteneriat strategic cu compania "Ozone" car@reluat o parte din produsele
Plantextrakt [6].

Pentru promovarea produselor, firmele utilizeazyani larga de mijloace. Compania
Plantextrakt se rematcprin lucirile de gemoterapie publicate, care explgentru cei
interes@ (medici, farmagiti, pacieni) avantajele utilizrii gemoderivatelor [4,6,17], iar
compania Hofigal exceleazrin reclama adresapublicului larg: revista gratuitpe care o
editeaa, cabinetele de consiliere terapeaitxistente in farmacii, centrele de terapie naturis
"Alexandra"si "Hofimed" si emisiunile de promovare de la TV [7,18].

Se poate afirma acpromovarea produselor Hofigal se adresgablicului larg, pe
cand promovarea produselor companiei Plantextrakté éiregonat, in special, asupra
specialgtilor. Se poate afirmaicpromovarea realizatde compania Hofigal este mai intens
mai puternié si pe mai multe planuri decat cea a companiei Pheanalkt.

O deficiena care trebuie amintiteste faptul & ambele companigi-au inregistrat
maceratele glicerinice ca suplimente alimentarelothsi le inregistreze ca medicamente
OTC. Datoritt acestui fapt, produsele au ajuns meorupe pig, dar incalg legislgia
suplimentelor alimentare prin faptuh atat ambalajul produselor, céitprospectul, cuprind
recomandri terapeutice care sunt interzise pentru suplielendlimentare. Este necesar ca
Agentia Naionak a Medicamentului a Dispozitivelor Medicaleasclarifice aceadgtsitugie.

5. MIXUL DE MARKETING UTILIZAT DE PRODUC ATORI IN CAZUL
TINCTURILOR MAM A

S-a studiat mixul de marketing pentru tincturilemi ale celor doa companii
prezente pe pia romaneasc Plantextraksi Hofigal.

Metoda utilizat a fost compat#a direct si analiza logia [11].

in privinta produselor pe care le pun petpissitugia celor doéd companii este
oarecum aseamatoare: au 21 de produse comumein nundr aproximativ egal de produse
diferite, specifice pentru fiecare companie. Ddrategia companiei Plantextrakt privind
produsul este superigacompaniei Hofigal, deoarece compania Plantextpakpa# toate
cele cinci tincturi - lideri de pia: tinctura de propolis, tinctura de echinacea, ttirec
valeriarg, tinctura de pducelsi tinctura de marar, pe cand compania Hofigal nu prepdecat
doua dintre acestea: tinctura de echinagdanctura de rarar [6,7].
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Condtionarea tincturilor difex la cele doa companii. Astfel, compania Plantextrakt
Tsi condtioneaz majoritatea tincturilor in flacoane de 30 ml (patincturi sunt ambalate n
flacoane de 120 ml), pe cand compania Hofigal aetlia doar flacoane de 50 ml. Ambele
companii folosesc pentru cofidnare flacoanele brune, cu sistem de picurard.[6-7

Vorbind despre pteal produselor, compania Hofigal este net supeli@a@mpaniei
Plantextrakt, deoarece pué tincturilor produse de Hofigal este mai mic dec&l al
produselor Plantextrakt.

Referitor la distribtie, situaia este oarecum asénitoare: ambele companii au cate
un depozit proprigi apeleaz la mai muli distribuitori ngionali autorizai. Compania Hofigal
are avantajul de a poseda qeeede farmacii prin caraiidistribuie produsele proprii, iar
compania Plantextrakt are un parteneriat strategicompania "Ozone" care a prelgat
distribuie Tntard o parte din produsele Plantextrakt [6-7].

Pentru promovarea produselor, ambele firme utiizescelea mijloace: site-uri pe
internet, mijloacele mass-media, publiggliante, conferige. Compania Hofigal conduce in
activitatea de promovare deoarece are o felusiat proprie, o reea de farmacii frecvente
emisiuni, la diferite posturi TV, in carg promoveaz produsele [6,18-19].

Casi in cazul maceratelor glicerinice, cei doi pro@toci Plantextraktsi Hofigal au
comis o grgeak inregistandui tincturile ca suplimente alimentaké nu ca medicamente
OTC, deoarece promovarea pe care o fac tincturilocal@ legislgia suplimentelor
alimentare [20].

6. CERCETARI DE MARKETING ASUPRA UNOR AMBALAJE
SECUNDARE DE MACERATE GLICERINICE.

6.1. Evaluarea caracteristicilor de marketing ale nor ambalaje secundare de
macerate glicerinice

Cercetaregi-a propus & analizeze modul in care ambalajele secundareceleiai
produs, fabricat de proditori diferiti, satisfac nevoile pacig@ior din punctul de vedere al
marketingului.

S-a utilizat o metaticonsacrdi de evaluare a caracteristicilor de marketing [2].-2
Metoda prevede elaborarea unei grile de comparamut@éor maceratelor glicerinice,
acordandu-se puncte pentru principalele carad@riste marketing: ririmea cutiei,
dimensiunile literelor denumirii preparatului, cotieudinea denumirii preparatului, elegan
ambalajului, facilitarea dazii preparatului, nurirul informaiilor prezente pe cutie, Inmea
prospectuluii claritatea limbajului din prospect.

Pe locul intai s-a clasat produsul companiei Pidrdakt care a ofinut 44 de puncte
din 50 posibile, ceea ce, in cazul notificde la 1-10, corespunde notei 8,80.

Produsul companiei Hofigal a piut doar 26 de puncte, din 50 posibile, ceearte, 1
cazul notifiarii de la 1-10, corespunde notei 5,20. Ambalajubdusului Hofigal a fost
superior doar in privi@a marimii cutiei si a informaiilor prezente pe ambala,j.

6.2. Diferentierea ambalajelor secundare ale maceratelor glicamice realizate de
acelai producator.

Ca metod de lucru s-au folosit compararea, analiza lodid] si metoda utilizat de
L. Dragan [21].



Cercetareasi-a propus & analizeze modul in care ambalajele secundare ale
gemoderivatelor aceluigproduditor se diferefiazi intre ele.

Cercetrile au a#tat & Tn cadrul companiilor cercetate, nu exisici 0 preocupare
pentru diferefierea ambalajele secundare, toate avand sacet@del, putand fi gor
confundate intre ele.

La ambii produatori de gemoderivate singura deosebire a ambatagelcundare este
imaginea plantei din care este realizat gemodetiggtdesigur, denumirea preparatului.

7. UN STUDIU AL PROFILULUI PACIENTULUI AFLAT SUB T RATAMENT
HOMEOPAT

Ca metod de lucru s-a utilizat chestionarul. S-au inméan@0 Me chestionare
pacienilor din cateva cabinete medicale homeopate dirj-#pocasi pacienilor care au
venit §i cumpere medicamente homeopate, la farmaciile @fil ppmeopat din Cluj-Napoca.
Rata deaspuns la chestionare a fost de 74%.

in urma preluctrii chestionarelor s-a constatat formele farmaceutice cele mai
utilizate de pacign sunt granulele homeopate (58%), urmate de maaeraficerinicesi
tincturile mani. Destul de frecvent se folosescagsasocieri de produse homeopate: granule
homeopatei macerate glicerinice sau macerate glicerigidencturi marn.

Majoritatea paciegilor au apelat la tratamentul homeopat la recorasgaunui medic
(39%), dar sunt numegocei care au ascultat recomarite unor prieteni (29%) sau au ajuns
si se trateze homeopatic datainformaiilor de pe internegi din mass media.

Cei mai mufi pacieni folosesc tratamentul homeopat de o perioadi lungi de timp,
de peste un an (61%), ceea ce deimatrederea in acest tip de tratament. 54% dirgogepi
sunt mufumiti de eficiena tratamentului homeopat, iar 42% foarte tonuwliti.

Majoritatea pacigmor Tsi cumpira medicamente homeopate doar de cateva ori pe an
(53%).

in privinta costului tratamentului homeopat, 90% dintre pacieonside# preul
tratamentului homeopat acceptabilsid&l% dintre cei chestiogiaau un venit mediu cuprins
Tntre 500-1200 lei lunar.

Medicamentele homeopate preferate de psicemt cele produse de Plantextrakt.
Acest lucru s-ar putea datagiafaptului éi Plantextrakt dgne in portofoliu intreaga gaie
produse asupraimra s-a intreprins cercetarea: granule homeopaaeerate glicerinicai
tincturi mand, pe cand celelalte companii, Boiragn Hofigal, sunt prezente pe pia
romaneascdoar cu unele categorii de produse (Boiron cugehomeopate, iar Hofigal cu
macerate glicerinicg tincturi mani)

Cei mai muli pacieni folosesc tratamentul homeopat asociat cu unpatte tratament
(58%), dar 42% dintre pacigriolosesc doar tratamentul homeopat.

in timpul tratamentului homeopat, majoritatea padier respeci restrigiile impuse
de medic: nu consufitafea, ciocolat produse cu meagi musetel.

Cele mai frecvente afgani tratate homeopat sunt infele respiratorii (40%), urmate
de alergii, disfungi digestive, disfungii hormonale, insomnii etc.

Pacienii care apeleazla tratamentele homeopate sunt in majoritate iticer varsta
intre 23-35 ani, instryi avand studii medigi superioare, care utilizeaznijloacele moderne
de informare: internet, mass media.



CONCLUZII GENERALE

Marketingul maceratelor glicerinicg al tincturilor homeopate nu a mai fost abordat
pari acum intr-o tex de doctorat. Domeniul de studiu ales se sitiidazlimita dintre
homeopatiesi fitoterapie. Maceratele glicerinice se foloseacgemoterapie, iar tincturile
homeopate, in funie de dildie, se pot utiliza atat in fitoterapie, cGitpentru tratamente
homeopate. Teza de doctorat prezimentru prima ody aspecte legate de marketingul
medicamentelor homeopate, a maceratelor glicergni@eincturilor homeopate.
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Introduction

Homeopathy is a therapeutic method known and pettsince ancient times [1]. In
Romania, homeopathy started to be practiced imikdel9th century. The communist regime
banned homeopathy in the period 1944-1968. It weagroduced in 1968 and is officially
recognized today by the Ministry of Public Heal#h. [

Homeopathic preparations are obtained from prodattglant, animal and mineral
origin. Mother tinctures of plant origin (MT) ardt@ined by the maceration of fresh or, more
rarely, dry plants (or parts of plants) in alcof&jl

Gemmotherapy is a relatively new therapeutic metlbdnatural medicine that
belongs to biotherapy and, based on the analodpimadhemical principles of biological
drainage, uses for therapeutic purposes solutidntheo first decimal dilution (DH 1) of
hydroglyceroalcoholic macerates, from fresh platitaets: meristematic tissues, buds, young
shoots and branches, young roots, aments, theobgdung branches, inner root bark, lymph,
seeds or the embryonic tissues of growing plantsnébpathic drugs are delivered based on
medical prescription, following the indication of doctor competent in homeopathy.
Glycerine macerates and mother tinctures are fopglements, but they are recommended
by doctors, because the preparations are littlevkrioy patients [4].

The first part of the doctoral thesis comprisesrfahapters that treat the basic
principles of homeopathy and the pharmaceuticain$oused (mother tinctures belong to
these pharmaceutical forms), the basic principlesgemmotheraphy, the legislation of
homeopathic drugs and food supplements.

The second part of the thesis, that of personatitamions, includes researches on the
market of homeopathic products in Romania, the etaok glycerine macerates and mother
tinctures, the marketing mix used by manufactunerthe case of glycerine macerates and
mother tinctures, marketing researches on glycariaeerate packages produced by the same
manufacturer and by different manufacturers, a$ agehn attempt to define the profile of the
consumer of homeopathic drugs in Romania.

The results of these researches represent a begiand a basis for future studies on
the market of homeopathic drugs, of glycerine matesrand mother tinctures.

Personal contributions
1. RESEARCH OF THE HOMEOPATHIC DRUG MARKET

A study of the homeopathic drug market in Romaniahie period 2005-2008 was
performed, using the data provided by CEGEDIM [B§l dahe results of an inquiry based on
240 questionnaires in all the 41 counties of Romampilus Bucharest. The number of
guestionnaires in each county varied from 2 tod&pending on the size of the county. 204
pharmacies, i.e. 85%, responded to the 240 questices.

There are two manufacturers of glycerine macerateRomania: Plantextrakt and
Hofigal [6-7].

In 2007, the international value of the homeopathicy market was 1.5 billion euros,
approximately 0.25% of the allopathic drug markédmeopathic drugs were used by about
300 million patients, 70% of the sales being cotreded in Western Europe.

In 2007, the value of the Romanian homeopathic dragket was 8 million euros. The
Boiron company (France) occupied the first placeEurope, with 50% of the market (4
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million euros), followed by the Plantextrakt compafRomania) and DHU Arzneimittel
GmbH & Co.KG (Germany) [3, 6, 8-9].

In Romania, there are about 3500-4000 doctors ctanpan homeopathy and
approximately 80,000 patients. There are some 16fhebpathic pharmacies, some
homeopathic drugs being also marketed within thip et and Catena pharmacy chains [3-
4, 6, 8-10].

In 24 of the 28 counties included in the studyspBucharest (85%), there is at least
one homeopathic pharmacy, at least one doctor cemipen homeopathy and one
homeopathic office. In three counties: Bgtoi, Dolj and Covasna, there is no homeopathic
pharmacy.

The most demanded homeopathic pharmaceutical f@mas granules, syrups and
tablets. 39% of the studied pharmacies have hontleigpgranules. Oscillococcinugranules
are the best sold homeopathic drug.

In 2009, the sales of the Plantextrakt companyesmed by 24.30% compared to
2008.

2. THE MARKET OF GLYCERINE MACERATES IN ROMANIA

The market of glycerine macerates from the Pldardakkand Hofigal companies, the
only Romanian manufacturers, in the period 2001720és analyzed.

The comparative method and logical analysis weeel [i51].

The Plantextrakt company distributes its produbteugh the Plantmed warehouse
and the Hofigal company, through the Hofigal warete[6-7].

The sales of the Plantextrakt company between 200%-increased significantly. The
most important increase for glycerine maceratespewed to the previous year was found in
2002 [6, 10].

Table 1 The glycerine macerate sales (in lei) of the flamakt company through the
Plantmed warehouse, in the period 2001-2007.

Year Glycerine macerate | Increase in glycerine
sales of Plantextrakt | macerate sales
company (lei) compared to the
previous year

2001 160,924.42

2002 1,031,851.20 6.41 times
2003 1,241,536.80 1.20 times
2004 2,739,666.53 2.20 times
2005 4,677,050.25 1.70 times
2006 5,549,100.75 1.18 times
2007 7,095,720.75 1.28 times

The sales of the Hofigal company increased almosstantly from 2001 to 2006. In
2007, the sales decreased compared to 2006. Theshimcrease in glycerine macerate sales
was found in 2002 [7, 10].
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Table 2. The glycerine macerate sales of the Hofigal waushan the period 2001-2007, in
lei.

Year Glycerine macerijelncrease in glycerine
sales of the Hofigal macerate sales compared to
company (lei) the previous year

2001 | 542,224.74

2002 | 1,642,051.60 3.02 times

2003 | 2,321,669.88 1.41 times

2004 | 2,879,696.53 1.24 times

2005 | 3,032,804.70 1.05 times

2006 | 3,991,906.35 1.31 times

2007 | 3,559,768.35 -1.12 times

Until 2005, the sales of the Hofigal company werghbr than those of the
Plantextrakt company. Since 2005, the sales oPtaetextrakt company have exceeded those
of the Hofigal company.

In 2007, the value of glycerine macerates was B)4@9.10 lei, of which 66.59%
belonged to the Plantextrakt company, and 33.408tetdlofigal company.

In the period 2008-2009, glycerine macerates ofkbtaurrant buds, raspberry shoots,
cranberry shoots, lime tree buds and olive shoete wmarket leaders [6, 7, 10].

3. THE MARKET OF MOTHER TINCTURES IN ROMANIA

The Romanian market of mother tinctures was stydigith only two manufacturers
present: the Hofigal and Plantextrakt companies.

The method used for research was direct compasasdrogical analysis [11].

In 2009, the market value of mother tinctures imfaaia was 1,081,929.08 lei, with
76% belonging to the Hofigal company, and the 0é24% to the Plantextrakt company [6,
7, 10].

In 2009, the Plantextrakt company sold 52,838suidlmother tinctures, amounting to
260,004.20 lei.

Among Plantextrakt products, the following five timer tinctures were market leaders:
propolis tincture, echinacea tincture, hawthorgttine, valerian tincture, dill tincture.

An analysis of the Romanian market of mother tires in the period 2001-2009
shows, with the exception of two years during thisix period: 2007 and 2008, that the
market was always on the increase. In 2009, th&ehancreased by 13.13% compared to
2008 [6, 7, 10].

4. THE MARKETING MIX USED BY MANUFACTURERS IN TH E CASE
OF GLYCERINE MACERATES

Within the marketing mix, the two competing compamniPlantextrakt and Hofigal,
use different strategies to conquer the marketedas the same elements: product, price,
distribution and promotion.

The method used was direct comparison and logredyais [11].

Regarding products, the Plantextrakt company owres guperiority, because it
manufactures a wider range of glycerine macergd83 than the Hofigal company (40).
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Plantextrakt has 20 products that are not foundnantdofigal products, while Hofigal has
only 3 products that are not manufactured by Pidrakt [6-7].

The packaging of the products of the Plantextrakhmgany is superior to that of the
Hofigal company, because Plantextrakt productgackaged in dropper vials provided with
a graduated cap allowing the easy measuremeneddhution for both adults and children.
The glycerine macerates of the Hofigal companyaagglable only in 2 ml monodoses, which
are difficult to administer to children [7].

Regarding the price of the products, the Hofigainpany is superior, because the
price of the glycerine macerates manufactured bfrgdbis lower than that of Plantextrakt
products, consequently more accessible to patjérts12-16].

The distribution of products is similar for the twompanies: they both have their own
warehouse and work with several authorized natidistibutors. The Hofigal company has
the advantage of a pharmacy network through whidrstributes its own products and of two
natural therapy centers, "Alexandra" and "Hofimedhich use only Hofigal products [7].
The Plantextrakt company has an international idigion of its products and a strategic
partnership with the "Ozone" company that has takes part of Plantextrakt products [6].

The companies use a wide range of means for theqiron of their products. The
Plantextrakt company distinguishes itself by thblighed literature on gemmotherapy, which
explains for those interested (doctors, pharmacpstients) the advantages of the use of
gemmo-derivatives [4, 6, 17], while the Hofigal queny is best at advertising for the general
public: the free journal edited by Hofigal, the tdygeutic counseling offices in pharmacies,
the natural therapy centers "Alexandra” and "Hofiifn@nd the promotion programs on TV
[7,18].

It can be said that the promotion of Hofigal pradus intended for the general public,
while the promotion of Plantextrakt products is etmparticularly at specialists. The
promotion of the Hofigal company is more intenggrgger and at a greater number of levels
than that of the Plantextrakt company.

A deficiency that should be mentioned is the faet thoth companies have registered
their glycerine macerates as food supplementseadsof registering them as OTC drugs.
Because of this, the products have reached theemankre easily, but they break food
supplement legislation by the fact that both thekpge and the instructions of the products
contain therapeutic recommendations that are fddmdor food supplements. The National
Agency for Drugs and Medical Devices should clatifi situation.

5. THE MARKETING MIX USED BY MANUFACTURERS IN THE C ASE OF
MOTHER TINCTURES

The marketing mix for the mother tinctures of thleo tcompanies present on the
Romanian market: Plantextrakt and Hofigal, wasistlid

The method used was direct comparison and logreaiais [11].

Regarding the products launched on the marketsithation of the two companies is
similar: they have 21 common products and an apmprately equal number of different
products, specific for each company. However, tliategy of the Plantextrakt company
regarding the product is superior to that of thefigdd company, because Plantextrakt
prepares all the five market leader tinctures: plisptincture, echinacea tincture, valerian
tincture, hawthorn tincture and dill tincture, whiHofigal prepares only two of these:
echinacea tincture and dill tincture [6, 7].

The packaging of the tinctures is different betwée@ two companies. Thus, the
Plantextrakt company packages the majority ofimtstares in 30 ml vials (four tinctures are
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packaged in 120 ml vials), while the Hofigal compaises only 50 ml vials. Both companies
use brown vials, with a dropping system [6-7].

Speaking of the price of products, the Hofigal camp is clearly superior to the
Plantextrakt company, because the price of théuias produced by Hofigal is lower than
that of Plantextrakt products.

Regarding distribution, the situation is similarotib companies have their own
warehouse and work with several authorized natidrstibutors. The Hofigal company has
the advantage of a pharmacy network through whidhstributes its own products and the
Plantextrakt company has a strategic partnership thie "Ozone" company that has taken
over and distributes part of the Plantextrakt potslat national level [6-7].

For the promotion of products, both companies hgesame means: internet sites,
media, publications, brochures, conferences. Théghlocompany is the leader of the
promotion activity, because it has its own montjayrnal, a pharmacy network and many
programs on different TV channels, where it promdte products [6, 18-19].

Like in the case of glycerine macerates, the twaufecturers, Plantextrakt and
Hofigal, have made an error by registering theictiires as food supplements and not OTC
drugs, because their promotion of tinctures bréaéid supplement legislation [20].

6. MARKETING RESEARCHES ON SOME SECONDARY GLYCERINE
MACERATE PACKAGES

6.1. Evaluation of the marketing characteristics osome secondary glycerine
macerate packages

The research aimed to analyze the way in whictsdw®ndary packages of the same
product, produced by different manufacturers, nteetneeds of patients from a marketing
point of view.

A well established method for the evaluation of merketing characteristics was used
[21-22]. The method involves the elaboration ofral dor the comparison of the boxes of
glycerine macerates, with scores being given ferrttain marketing characteristics: size of
the box, size of the letters of the name of thearation, correctness of the name of the
preparation, elegance of the package, facilitabbrdosage of the preparation, amount of
information present on the box, size of the ingtams and clarity of the instructions.

The product of the Plantextrakt company occupiedfittst place, obtaining 44 points
out of 50, which, in the case of scoring from 1-d@responds to 8.80.

The product of the Hofigal company obtained onlyo2&0 points, which, in the case
of scoring from 1-10, corresponds to 5.20. The pgekof the Hofigal product was superior
only regarding the size of the box and the inforarapresent on the package.

6.2. Differentiation of secondary glycerine maceta packages produced by the
same manufacturer

The working method was comparison, logical analjsl and the method used by L.
Dragan [21].

The research aimed to analyze the way in which stheondary packages of the
gemmo-derivatives of the same manufacturer diffgatfrom each other.
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Researches show that within the studied compatiese is no concern for the
differentiation of secondary packages, all having $ame model, being easy to be confused
with one another.

In the case of both manufacturers, the only diffeeein secondary packages is the
image of the plant from which a gemmo-derivativeniade and, certainly, the name of the
preparation.

7. ASTUDY OF THE PROFILE OF THE PATIENT UNDER
HOMEOPATHIC TREATMENT

The working method used was the questionnaire. distionnaires were given to
patients from some homeopathic medical offices laj-Napoca and to patients who came to
buy homeopathic drugs in homeopathic pharmacieSlgfNapoca. The rate of response to
the questionnaires was 74%.

After the processing of the questionnaires, it iasnd that the most widely used
pharmaceutical forms were homeopathic granules J58%#owed by glycerine macerates
and mother tinctures. Associations of homeopathmdpcts were also frequently used:
homeopathic granules and glycerine macerates oeghe macerates and mother tinctures.

The majority of the patients use homeopathic treatnon the recommendation of a
doctor (39%), but those who follow the recommeradetiof friends are also numerous (29%),
as well as those who use the information from titerhet and the media.

Most of the patients have used homeopathic tredtfoera longer time period, more
than one year (61%), which shows their confidemcehis type of treatment. 54% of the
patients are satisfied and 42% are extremely satisith the effectiveness of the
homeopathic treatment.

The majority of the patients only buy homeopathiegs several times a year (53%).

Regarding the cost of homeopathic treatment, 90%thef patients consider it
acceptable, although 51% of the questioned patieme® a mean monthly income ranging
between 500 and 1200 lei.

Patients prefer the homeopathic drugs produceddmtéxtrakt. This might be due to
the fact that Plantextrakt's porfolio includes tivole range of products on which the
research was performed: homeopathic granules, miycenacerates and mother tinctures,
while the other companies, Boiron and Hofigal, present on the Romanian market only
with some categories of products (Boiron with hopshic granules and Hofigal with
glycerine macerates and mother tinctures).

The majority of the patients use homeopathic treatnassociated with some other
type of treatment (58%), but 42% of them use horagop treatment alone.

During homeopathic treatment, most of the patiévitsw the restrictions imposed by
the doctor: they do not consume coffee, chocofatet or chamomile products.

The most frequent disorders treated homeopathiealyrespiratory infections (40%),
followed by allergies, digestive dysfunctions, homal dysfunctions, insomnia, etc.

Patients who use homeopathic treatments are mgsting, aged between 23-35
years, with middle and higher education, using modaformation means: Internet and
media.
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GENERAL CONCLUSIONS

The marketing of glycerine macerates and homeapaihictures has not been
approached before in a doctoral thesis. The chatedy area is at the limit between
homeopathy and phytotherapy. Glycerine macerates umed in gemmotherapy, and
homeopathic tinctures, depending on dilution, canused both in phytotherapy and for
homeopathic treatments. The doctoral thesis predentthe first time aspects related to the
marketing of homeopathic drugs, of glycerine maesrand homeopathic tinctures.
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