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ABSTRACT
The increasing health awareness has led to self-medication for the minor ailments. With the increasing trend of self medication in India, the OTC drug market has witnessed a notable growth. The OTC healthcare segment is a rapidly growing market and in order to expand their share in this market, the companies have increased their advertising expenditure to attract the consumers and build a positive brand image in the market. The current study aims to analyse the impact of OTC drug advertisements on the buying behavior of the working youth of Delhi-NCR. The T.V commercials for the OTC drugs have a significant impact while making an OTC purchase decision. Consumers also find the recommendations important while buying an OTC drug. It was found that the OTC drugs provide fast and effective relief to the consumers and save their time and money by avoiding the long waiting time at the doctor’s clinic. The buyers preferred to buy the OTC drugs from the chemist shops as they also act as a source of advice and help in clearing their queries related to the OTC drugs. 































































