
 

 
Blackmores addresses pharmacy in national roadshow 
 
Over the past fortnight, Blackmores hosted a national series of seminars for pharmacists and 
pharmacy assistants to show their support for the channel that has been their heritage. At each state 
event, guests were delivered presentations from David Fenlon, Blackmores Managing Director 
Australia & NZ on Pharmacy growth opportunities and Associate Professor Lesley Braun, Director of 
the Blackmores Institute, on the hot topics in EB natural medicine. 
 
David Fenlon’s address to guests highlighted Blackmores appreciation for pharmacists support of 
their brand, shared shopper insights into the pharmacy channel, looked at the work Blackmores are 
doing in marketing, shared Blackmores approach to their channel and category strategy and spoke 
about ways that Pharmacy and Blackmores can win together. 
 
Particular pharmacy challenges David highlighted was the softening performance of commodity 
segments, such as multivitamins and nutritional oils. Growth segments such as superfoods and 
detoxing are strong but not making up for the losses in commodities, and innovation is still on 10% of 
the category. Brands and pharmacies have been rewarding existing customers by asking them to 
spend less and now they expect to see continuously lower prices – a dynamic Blackmores is looking 
to change. 
 
Three key areas Blackmores are working on to change the category in a positive way: 

1. Increase Purchase Frequency - Over 40% of consumers don’t take their vitamins every day. If 
we could reduce that number by 10% & therefore increase category frequency by 0.1 time per 
year it could be worth $116m 

2. Increase repertoire - We have a price driven category that shoppers want offers & deals on. 
But if we could offer them value & get them increasing the repertoire of products from 1.44 to 
1.6 then that’s $85m 

3. Increase loyalty - We have to stop loosing shoppers & start to recruit & retain across all 
segments. Currently we lose 13% of all shoppers each year & in the last 12 months the 
category has lost over 200,000 shoppers in key conditions such as Arthritis. If we retained 
that 13% its worth $70m. 

 
Blackmores has spent hundreds of thousands of dollars over the past year researching the VDS 
shopper and can tell pharmacists that their main shopper is: 

 Female 

 All age ranges 

 Average basket for the category $119 

 They buy 3.6 times a year 
 
The question pharmacies need to ask, are you getting your share of this purse and shopper? 
 
Pharmacy Shopper 
 

• Pharmacy does particularly well in VDS: 55% 
• It is a planned purchase: 65% 
• Promotions stimulate purchase: 19% 
• Don’t mind paying a little more for the right product in the right size: 31% 
• 41% leave the store without buying anything if the product is out of stock 

 



 

What does Blackmores bring to the pharmacy partnership? 
 
We have invested heavily in our field force, including increasing our in store advisors and 
naturopaths. We have developed an extensive training schedule for pharmacists and pharmacy 
assistants on the latest product and category research. 

 55 sales reps, 20 naturopaths, 17 in store advisors, over 2500 pharmacists trained 

 Sales up 28% in first half  

 $120m investment power 

 7500 points of presence 

 2.0m units sold per month 
 

 #1 VDS brand 

 #1 most trusted brand 
 
Lesley Braun presented a CPD accredited piece and spoke of memory and turmeric as well as 
microbiota and women’s health – both interesting and relevant topics in the natural medicine space. 
 
Lesley was very interested in sharing with the pharmacists the latest research on working memory, a 
processing resource of limited capacity, involved in preservation of information while simultaneously 
processing the same or other information. High pressure situations almost always decrease 
performance and can impair your working memory. 
 
Cognitive Function 
 

• Epidemiological studies suggest that dietary curcumin is associated with better cognitive 
function and a lower prevalence of dementia 

• Regular consumption of curcumin has been related to better cognitive function in the elderly 
(n=1000) 

• A correlation between curry consumption and cognitive level was identified studying a sample 
of more than 1000 Asians from their sixties to their nineties, concluding that people on a curry 
diet performed better on a standard test (mini mental state examination) of cognitive function 
than those who never or rarely ate curry (Ng et al., 2006).  

 
Curcumin 
 

• Anti-inflammatory - via downregulation of COX-2 expression and PGE2; reduces synthesis 
phospholipase, lipooxygenase, leukotrienes, thromboxane, prostaglandins, nitric oxide (NO), 
collagenase, elastase, hyaluronidase, monocyte chemoattractant protein-1, IFN-inducible 
protein, TNF-α and IL-12  

– Antioxidant (10x more than vit C) 
– Neuroprotective, hepatoprotective, anti-depressant   
– Immuno-modulatory and antimicrobial  
– Improves mitochondrial function 
– Wound-healing (topical use – in vivo) 

Dulbecco P, Savarino V. World J Gastroenterol. 19.48 (2013): 9256–9270. 
Braun & Cohen, chapter- turmeric; HNS 4th edt; 2014 Elsevier  
 
Curcumin was tested on those aged 60-85, 1 a day, before lunch verses a placebo and showed 
immediate cognitive effect between 1-3 hours after supplementation. Overall, working memory and 
sustained attention were the cognitive processes most enhanced.  
After 4 weeks of continued use, there was a significant reduction in fatigue and improved resilience to 
the detrimental impact of cognitive stress on mood. 
 
The roadshow was attended by approximately 400 guests.  

 
 


