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Home use ,health & beauty appliance  

Consider as basic needs for modern family  

Very short products life cycles (3 years). 

Low entry  parries 

Market  Market size (units) Market size (Value) 

approximately 

Medical devices  400.000  800 M 

Beauty devices  600.000 800 M 

Wellbeing  devices 800.000 800 M 



Consumers evaluates the products according to   origin bases. 
 Americans , English , German origin  (at the same level as a high-end products ),  
then the Other European origin products   and the  Chinese products  as the lowest 
quality products ..   

Consumers gives high rate to  the new technology products & new trends.  
Shifting to advanced new technology is common . 

High expenditure  rate market  with different category response for  
price sensitivity  (Different price structure according to technology and 
 target consumers) 
 Customer education/Consumer awareness   activities are common activity 
Runs by  market leaders. 

Main  customers / suppliers keeps negotiating  for more price 
advantage 
(Decreases the profits ) 



  

  

  



Products classification according to registration category 

Medical Device 
registration   

All medical items  

Cosmo-medical  

Para medical well 
being(TENS/EMS/PHYSIO) 

Non medical 
device  

Beauty  

Wellbeing 
(scales/massage/foot 

SPA) 

Long sophisticated process 
for beauty/well being  
items for registration 

VAT Free 

-VAT 
-Very short PLC (FAD) 
-low entry barrier 

No medical  
registration  



3-4 Y 

5-6 Y 

IPL/ BPM  

Hair styling D Nebulizers /Humidifiers  

Air purifiers  

Facial brushes/ads eff 

Phase out Models 

Home use devices life cycle 



Modern trade 

Hyper 
markets 

Electronic 
shops  

Pharmacies  

Pharmacy 
chains  

Pharmacies  

Hospitals  

Insurance 
covered  

Noninsurance 
covered 

Medical 
shops 

Cosmetic 
shops /stores  

Technology 
companies  

Online  

Inside KSA 

Outside KSA 

Market Customers classification 

Availability and logistics!!!  



Business contribution per customer category 

38% 

45% 

17% 

Pharmacies Modern Trade Hospitals and Medical shops

80% 

20% 

off line on line



High  diversification degree 

.with low significant differences.  

Personal medical devices  
o BPM(blood pressure monitors) 
• Regular(upper arm/wrist ) 

• Smart (upper arm/wrist) 

 

 

 

o Oximeters  

 

 

o Inhalation(Nebulizers ) 

• regular 

• Silent tech. 

 

o Hearing(ears amplifiers ) 

 

o Thermometers  
• Regular 

• Noncontact 

• Smart noncontact 



High  diversification degree 

.with low significant differences.  

Personal paramedical devices 
oAir solution. 
• Purifiers 

• Humidifiers 

• Dehumidifiers   

• Aroma diffusers  

 

oHeat therapy  
 (abdomen/back/neck/blanket ) 

oPhysio line. 
• TENS(Transcutaneous electrical nerve stimulations) 

 

• EMS(electrical muscular stimulation ) 

 

• IR Lamps 



 

Wellbeing devices  

oWeight diagnosis 
• Regular. 

• Body mass (diagnostic ) 

• Smart body mass 

 

oSleep and rest . 
• Snoring control  masks 

• Sleep lights 

•    

oMassage  
• Massage tools 

• Massage seats cover 

• cellulite massagers  

 

oFoot SPA  

 

High  diversification degree 

.with low significant differences.  



Beauty devices . 

oFace and body care 
• Facial brushes   

• Body brushes   

• Facial care tools 

oHair care 
• Hair dryer 

• Hair straighteners 

• Heating hair brushes  

• Hot air stylers 

• Curling tongs 

  

oManicure & pedicure devices. 

 

oHair removal  
• IPL 

• Epilators 

• Shavers   

 

High  diversification degree 

.with low significant differences.  
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OMRON 

TENSOVAL 

beurer 

Nebulizers  

OMRON 
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AEROSOLCHA
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beurer 

Thermometers 

Braun 

CITIZEN 

beurer 
 

OMRON 

Hair care 

Babyliss 

Braun  

Style 

Emjoy 

beurer 
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beurer 
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BPM 

beurer 

CITIZEN 

Omron  

Others 

Nebulizers  

beurer 

yuwell 

Omron  

 

PHILIPS 

others 

Thermometers 

beurer 

Braun  

CITIZEN 

 

Others 

Hair care 

Babyliss 

Braun  

beurer 

Emjoy  

others 

IPL 

beurer 

others 



 

   

  

  



 

 
Consumers  become more and more 
independent in order of purchasing 
decision  out of  the regular 
influencers . 
Online prices comparison, 
And products review are common  
consumer behavior.  

Marketing 
activities 



 
Focus on direct reaching to the 
targeted consumers   in each segment 
Using  media  for awareness , 
education , sales  and branding   
Offline and online influencers must 
used as communication channel in the 
same time but  
Gradually moving from offline   
approach to online approach 
(70% online to 30% offline in 3 years) 
Keeping the engagement with our 
customers  through all channels in the 
same time (with different levels is very 
essential )  

 



25% 

75% 





 Brand identity                                                               (5 dimension 

identity) 

 

 Marketing team formation                                         blue butterfly's 

team  

 

 Platforms formation                                                    website/social 

media pages 

  

 Brand digital content creation                                   

education/awareness/ads 

 

 Media production                                                        Ads 

 
 

 



2- Social media 
management 

3-Social media Ad’s. 

4-influencer Ad’s 
A-Macro influencers ads 
B-Micro influencers ads. 

5-Content improvement. 
    A- E-commerce  
Platforms 
    B- Customer platforms 

1-Digital materials 
creations 

1- DTC 
      A-POS Promotion. 
      B-Products Display. 
      C-Mass awareness . 
      D-Direct voice engagement 

2-Events  
      A-Macro events. 
      B-Micro events. 

1-Training. 
A-Direct training. 
B-online training.  

2-Detailing. 

3-Reminding(Messaging ).  

In bound Out bound  

Customer  Consumer 

4-consumers promotion Gifts. 

5-Outdoor ad’s 

Marketing Programs  

6-Publicity  

4-customers  promotion Gifts. 

23 Programs  3-Radio campaigns. 
A-Radio ads. 
B-Radio interviews. 



Micro influencers 
Ads  

Information 
support 

Customer's 
platforms 
content 
improvement  

2 

3 4 

5 

Inbound 
marketing 
activities 

Macro 
influencers 

Ads 

1 

 Blue  butterfly's  
digital team 



Micro influencers 
relations  

Information 
support 

Customer's 
platforms 
content 
improvem
ent 

2 

3 4 

5 

Inbound 
marketin

g 
activities 

Macro 
influencers  

board 1 

Adding 
advertisement 

content on 
Macro 

influencers 
engagement 

pages 

Handling all  
social media 

activities 
(engagement to 

improve the 
followers 

experiment .) 

Adding reviews 
and following 
the products 

show off 

Dealing with 
micro 

influencers 
(Communicati
ons materials 

, posting) 

Informative Call 
center 

Functions   

 Blue  butterfly's  
digital team 

6 



 Blue  butterfly's  
digital team 

A-Social media soft content 
and engagement control  
B-products reviews  



2- Social media management 

3-Social media Ad’s. 

4-influencer Ad’s 
A-Macro influencers ads 
B-Micro influencers ads. 

1-Digital materials creations 

In bound 

Consumer 

Marketing Programs  

5-Content improvement. 
    A- E-commerce  Platforms 
    B- Customer platforms 



2- Social media management 

3-Social media Ad’s. 

4-influencer Ad’s 
A-Macro influencers ads 
B-Micro influencers ads. 

1-Digital Contents  creations 

In bound 

Consumer 

Marketing Programs  

-Filmed Movies ( M. Production ) 
-Editing movies  
-Animated movies  
-Graphic designs  
-infographic designs  
-Animation designs  

oConsumers Awareness  
oCustomer's education 
oAds 

5-Content improvement. 
    A- E-commerce  Platforms 
    B- Customer platforms 



2- Social media 
management 

3-Social media Ad’s. 

4-influencer Ad’s 
A-Macro influencers ads 
B-Micro influencers ads. 

1-Digital materials creations 

In bound 

Consumer 

Marketing Programs  

5-Content improvement. 
    A-e-commerce  Platforms 
    B- Customer platforms 



5-SEO 

2- Social media management 

3-Social media Ad’s. 

4-influencer Ad’s 
A-Macro influencers ads 
B-Micro influencers ads. 

1-Digital materials creations 

In bound 

Consumer 

Marketing Programs  

5-Content improvement. 
    A-  E-commerce  Platforms 
    B- Customer platforms 



5-SEO 

2- Social media management 

3-Social media Ad’s. 

4-influencer Ad’s 
A-Macro influencers ads 
B-Micro influencers ads. 

1-Digital materials creations 

In bound 

Consumer 

Marketing Programs  

Type  No. Reach Interaction  

Macro influencer’s ads 2 3.7M 4.2M 

Micro influencer’s ads 46 2.2M 3.5M 

5-Content improvement. 
    A-  E-commerce  Platforms 
    B- Customer platforms 



2- Social media management 

3-Social media Ad’s. 

4-influencer Ad’s 
A-Macro influencers ads 
B-Micro influencers ads. 

1-Digital materials creations 

In bound 

Consumer 

Marketing Programs  

A-Wiakum platform  
B-1-customers platforms reviews 
    2-customers platform contents 

5- Content improvement. 
    A- E-commerce  Platforms 
    B- Customer platforms 



1- DTC 
      A-POS Promotion. 
      B-Products Display. 
      C-Mass awareness . 
      D-Direct voice engagement 

2-Events  
      A-Macro events. 
      B-Micro events. 

Out bound  

Consumer 

4-consumers promotion Gifts. 

5-Outdoor ad’s 

Marketing Programs  

6-Publicity  

3-Radio campaigns. 
A-Radio ads. 
B-Radio interviews. 



1- DTC 
      A-POS Promotion. 
      B-Products Display. 
      C-Mass awareness . 
      D-Direct voice 
engagement 

2-Events  
      A-Macro events. 
      B-Micro events. 

Out bound  

Consumer 

4-consumers promotion Gifts. 

5-Outdoor ad’s 

Marketing Programs  

6-Publicity  

3-Radio campaigns. 
A-Radio ads. 
B-Radio interviews. 

Activity NO. Engagement 

POS promoters 15 promoters 97,827 

Outsourcing P. 24 promoters 18,218 

Products Display 111 - 

stations 1 station  - 

Direct 
engagement 

3 educators  11943 



1- DTC 
      A-POS Promotion. 
      B-Products Display. 
      C-Mass awareness . 
      D-Direct voice engagement 

2-Events  
      A-Macro events. 
      B-Micro events. 

Out bound  

Consumer 

4-consumers promotion Gifts. 

5-Outdoor ad’s 

Marketing Programs  

6-Publicity  

3-Radio campaigns. 
A-Radio ads. 
B-Radio interviews. 

Event Type NO. 

Macro Event (EMF) 1 

Micro Event (MOH) 3 

Micro Event (Int. Days) 2 



1- DTC 
      A-POS Promotion. 
      B-Products Display. 
      C-Mass awareness . 
      D-Direct voice engagement 

2-Events  
      A-Macro events. 
      B-Micro events. 

Out bound  

Consumer 

4-consumers promotion Gifts. 

5-Outdoor ad’s 

Marketing Programs  

6-Publicity  

3-Radio campaigns. 
A-Radio ads. 
B-Radio interviews. 

Type No. Reach 

Radio Ads 5 1.1M 

Radio int. 4 420.000 



1- DTC 
      A-POS Promotion. 
      B-Products Display. 
      C-Mass awareness . 
      D-Direct voice engagement 2-Events  
      A-Macro events. 
      B-Micro events. 

Out bound  

Consumer 

4-consumers promotion Gifts. 

5-Outdoor ad’s 

Marketing Programs  

6-Publicity  

3-Radio campaigns. 
A-Radio ads. 
B-Radio interviews. 



1- DTC 
      A-POS Promotion. 
      B-Products Display. 
      C-Mass awareness . 
      D-Direct voice 
engagement 
2-Events  
      A-Macro events. 
      B-Micro events. 

Out bound  

Consumer 

4-consumers promotion 
Gifts. 

5-Outdoor ad’s 

Marketing Programs  

6-Publicity  

3-Radio campaigns. 
A-Radio ads. 
B-Radio interviews. 



1- DTC 
      A-POS Promotion. 
      B-Products Display. 
      C-Mass awareness . 
      D-Direct voice engagement 

2-Events  
      A-Macro events. 
      B-Micro events. 

Out bound  

Consumer 

4-consumers promotion Gifts. 

5-Outdoor ad’s 

Marketing Programs  

6-Publicity  

3-Radio campaigns. 
A-Radio ads. 
B-Radio interviews. 

Magazine articles(beauty secrets ). 
 (2)Waves  

Reach of 90.000 .  



1-Training. 
A-Direct training. 
B-online training.  

2-Detailing. 

3-Reminding(Messaging ).  

Customer  

Marketing Programs  

4-customers  promotion Gifts. 



1-Training. 
A-Direct training. 
B-online training.  
2-Detailing. 

3-Reminding(Messaging ).  

Customer  

Marketing Programs  

4-customers  promotion Gifts. 

Reminding 
message 

category No. 

Pharmacists  Social  460 

Pharmacists  medical 890 

Pharmacists Beauty  240 

Sales members  Beauty 70 



MEDICAL 
 DEVICES   

It is all about cost and efficiency  



 

Connectivity  and data storage   

The ability for connecting  multiple No. of devices 
for unlimited No. of users to double/multi sided 
health care provider platforms . 
To  
Create/keep/manage the medical files of patients. 
Decrease the Hospital visits prevalence . 
Decrease the hospital primary care cost.  

MEDICAL 
 DEVICES   



 

All medical or vital sings will be monitoring/analyzed  

Operated by  insurance companies /ministry of health/Hospitals  via control rooms 

To give instant medical  advices to elderly/chronic/Pandemic   patients like  

-Medicine . 

-Medicine dose. 

-Simple medical home applied techniques . 

-Home medical visits . 

-Hospital admission  decisions. 
 

 

 

 

 

 

Distant Monitoring  

Manufacturing features requirements  

 Operating systems Compatibility . 

 Open source or customized  

       operating protocols. 

MEDICAL 
 DEVICES   



Multi functions integrated compact devices to decrease 
 the volume and the cost  and to simplify the vital signs accurate  check. 
For example, the following tests will be integrated in one or two devices 
1- Blood pressure 
2-Blood oxygen ratio. 
3-Puls rate. 
4-Heart peat  
5- Arrythmia 
6-blood glucose ratio. 
7-cholesterol. 
8-Uria . 
9- Hemoglobin . 
10- Hematocrit . 

Integration and compact-ability of devices   

Manufacturing features requirements  

 Accuracy. 

 Simplicity . 

 Minimal steps. 

 safety . 

MEDICAL 
 DEVICES   



Wellbeing  
  devices  

Mobile & centralized controlling  
Wellbeing  devices will be controlled by cell phone or  
smart watches and responding for voice orders 
 

Integration & adaptation with  smart home systems   
The devices will be integrable with smart home/cars or 
 customized personal micro systems 



Privet 
lables 

Local 
assembly  

Entrance 
barriers  

Legal 
issues 



Panorama 











Digital content 
creation  



Display  

• Commercial  
• Promotional  
• Awareness 





beurer public relations (events sponsorship)  

Mega and small  events  



• B-Indoor and outdoor ads 

• Pharmacies 
• Modern trades 
• Hyper markets 



AL-DAWA-RADIO AL-NAHDI RADIO  Safety concept of beurer 
 radio  ad 

AD 

Demo Category ad (cross selling ) 



Photos gallery  2  

Social media contests  

Promo banner 

Social media reviews  

Events  



Photos gallery  2  

Social media contests  Promo banner 

Social media reviews  

Events  



Movie Productions   



Radio  productions   



THANK YOU  


