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Sharing information the Nordic way

Interactive updates support Dermoapo 
product launch & increase sales
A Mohive customer case study

Dermoapo made ‘interactive updates’ a key part of its strategy for laun-
ching a new skincare range in a competitive market. The result? Increased 
sales for pharmacies that used the updates.

Dermoapo is a leading supplier of skincare 
products to pharmacies, and is part of Der-
magruppen, a Scandinavian health and be-
auty group. The company planned to distri-
bute the French skincare brand, Pierre Fabre, 
across territories where the brand was unfa-

miliar – a saturated market dominated by its 
competitor, Vichy. 

The Pierre Fabre product range includes the 
Avène and A-Derma skincare series, which 
are sold exclusively through pharmacies.



“The interactive updates allowed staff 
to practise using their new know
ledge before meeting customers.

Helping pharmacies
help customers
The pharmacy industry enjoys a high level 
of trust from its customers. Living up to this 
trust is a source of pride for many pharmacy 
employees, who want to be confident that 
the products they recommend will produce 
the desired result.

For example, people with problem skin often 
get the best results by following a specialised 
skincare regime, using a variety of products 
over an extended period. The Avène and A-
Derma ranges from Pierre Fabre are desig-
ned to treat a range of skin conditions in this 
way; for example, by combining a cleanser, 
a moisturiser and a repair cream. 

High-quality information on products and 
skincare helps pharmacies to recommend 
the most suitable product combinations, 
so well-informed counter staff can quickly 
increase a pharmacy’s total sales. For this 
reason, communicating directly with the 
people who advise customers was a key part 
of Dermoapo’s marketing strategy. 

Dermoapo’s challenge was to help pharmacy 
counter staff to provide the effective, profes-
sional advice that customers expected, while 
also recommending skincare solutions from 
its new product range. 

Interactive launch support 
Dermoapo offered a launch support packa-
ge as part of its service to pharmacies. This 
was designed to help pharmacy sales staff 
recognize different skin conditions – and to 
identify skincare regimes (and Pierre Fabre 
products) that would help. The package in-
cluded a free store visit by a product expert, 
who introduced pharmacies to the Pierre 
Fabre range, backed up by interactive pro-
duct updates created and distributed using 
Mohive eLPS. 

An interactive update is a powerful form of 
online communication. It is essentially a se-
quence of screens that delivers information 
via the web. It is ‘interactive’ because phar-
macy staff actively engage with the informa-
tion instead of passively reading it. 

Memorable interactions
Even relatively straightforward interac-
tions made Dermoapo’s product informa-
tion much more dynamic, and allowed staff 
to practise using their new knowledge in a 
customer context, before dealing with custo-
mers for real. 
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For example, pharmacy staff could:

• Explore the features and benefits of new 
products.

• Test their product knowledge.

• Engage with the skincare problems of 
‘virtual’ customers.

• Practise recommending skincare regimes 
for different customer conditions. 

• Get feedback on their choices.

Such interactions measurably increased re-
tention of new product information and hel-
ped sales staff to apply their new knowledge 
more effectively when advising customers.

The updates also acted as a helpful reference 
material to refresh employees’ knowledge 
long after the site visit, and help keep the 
Dermoapo range top of mind.
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Creating quality in-house
To ensure that the product information 
was useful for pharmacists and custo-
mers alike, the updates had to contain 
high-quality, professional content. 

Dermoapo achieved this goal by having 
its own skincare experts create inter-
active updates in-house.

“The interactive updates helped 
keep the Dermoapo range top 
of mind.



Interactive updates in action
To give a flavour of how Dermoapos’s inte-
ractive updates worked, here’s an example 
of how a pharmacy employee would practise 
making product recommendations prior to 
customer engagement.

1. On opening an update, the employee is 
welcomed with an introduction to part of 
the Pierre Fabre range – in this case, Avène.

2. Next she explores the features and benefits 
of a number of individual Avène products.

3. Then she answers questions about Avène 
products to confirm that she has retained the 
new information.

4. Next she meets a ‘virtual’ customer and 
finds out about her particular skincare pro-
blem.

5. She tests her product knowledge by re-
commending a skincare regime based on the 
products in the Avène range and gets feed-
back on her choice.

6. She then repeats the activity with a new 
customer with different requirements...

By giving pharmacy staff the opportunity 
to practise applying product information to 
solve common customer skincare problems, 
Dermoapo has made the information more 
meaningful, more memorable, and easier to 
apply on the job.
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Avène skincare range

Avène basic products

PARIS

Avéne skincare range is a broad range of products 
suitable for those who wish to take care of their skin 
and prevent sensitivity, or those who already have 
sensitive skin. The range offers products for all skin 
types, whether this is greasy, normal, combination 
or dry.

In this module you can learn more about products 
for daily cleansing and care.

We will take each major group in turn: cleansing 
products, moisturising creams, and finally masks, 
peeling and powders.

If you want to know more about our products for 
special needs we recommend that you also take the 
following module: Additional Avène products, for 
special needs.
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Anne 23 years old

Avène basic products

PARIS

Anne is 23 years old and wants to try Avène products 
because her friend told her that they have products 
for all skin types in this range. Also, her mother has 
allergies and for this reason she wants skin-sensitive 
products, in case she is generally predisposed to 
allergies.

Her skin is smooth and fine, with no particular 
problems, the exception being a few shiny patches on 
her forehead and nose.

She only needs a cleansing product and a 
moisturising cream, and stresses that she doesn’t 
want any complicated solutions.
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Which products would you recommend to Anne?

Click on the boxes to find out what products you should recommend to Anne

Avène Gentle Milk Cleanser and Protective 
Toner.

Avène Gentle Gel Cleanser.

Avène Skin Recovery Cream.

Avène Light Hydrating Cream.

Avène Thermal Spring Water.

Yes, this cream is ideal because it is for 
normal/combination skin. The cream 
provides a lot of moisure in addition to 
matting greasy and shiny patches.

Avène basic products

Meny

><

Avène basic products

PARIS

E
A

U
 T

H
E

R
M

A
L

E

A
vè

ne
Solveig

Solveig is 37 years old and is searching for facial 
products.

She has tried a number of different products in 
recent months but, whatever she has tried, her skin 
has reddened, become irritated and on occasion she 
has had a stinging, burning sensation in her skin. 
She has tried both cheap and exclusive brands.

She doesn’t know what is causing this problem as 
she has no allergies, but feels as though her skin will 
react, whatever she tries.

She has come to the conclusion that she must have 
very “mild” products.

From this you know that Solveig should use products 
for intolerant skin, because she reacts easily to skin 
products. They should have no perfumes or 
parabens and also strengthen the skin and provide 
long-lasting protection against external influences. 
On the next page you can choose which products 
Solveig should use.
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Avène Thermal Spring Water
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Avéne Thermal Spring Water is a natural ingredient 
in all Avène products and is recommended to 
everyone who purchases Avène products and 
special cleansers.
The spring water has a soothing, anti-irritant and 
softening effect on the skin and will quickly and 
effectively reduce redness and irritation.

Avène Thermal Spring Water can be 
recommended:
- After washing the skin
- On dry and irritated skin
- After shaving, peeling and hair-removal
- After dermatological treatments
- On eczema, rosacea and other skin disorders
- On all types of red and sore skin
- On irritated skin around the eyes
- For cleansing sores and stings
- For tight skin from spending time in front of a PC 
screen
- When travelling by plane, bus etc.
- When training
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Cleansing products

Avène basic products

PARIS

Click on the boxes to get more information

AVÈNE GENTLE GEL CLEANSER. All-in-one cleanser 
for normal and combination skin.

AVÈNE GENTLE MILK CLEANSER. Cleansing milk for 
normal to dry skin.

AVÈNE PROTECTIVE TONER. Facial toner for normal 
to dry skin.

AVÈNE EXTREMELY GENTLE CLEANSER. Cleansing 
gel for intolerant/hypersensitive and allergic skin.

Facial toner removes any cleansing 
milk residue, stabilises pH and 
soothes the skin. Contains extra 
silicates which form a softening film 
over the skin and give extra 
protection. Alcohol and paraben-free.
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Professional advice 
increases sales 
Dermoapo’s product launch successfully 
won ‘share of mind’ among pharmacy staff, 
many of whom are now more confident re-
commending skincare solutions based on the 
Pierre Fabre range than on its competitors’ 
products. 

They are also more effective at selling cour-
ses of treatment rather than single products, 
which promotes loyalty among customers 
who return for refills because they are satis-
fied by the improvement in their condition – 
effectively extending the impact of the initial 
sales effort over time.

The Mohive-driven solution is also resource 
efficient and flexible. Pharmacy chains that 
use Dermoapo’s product support package 
save substantially on the cost and time of 
bringing staff up-to-speed on a profitable 
addition to their customer offering. 

“The pharmacies that have used our inte-
ractive updates have seen an increase in sa-
les,” reports Gro Lillebye, managing director 
of Dermoapo, who also credits the approach 
with allowing Dermoapo to position itself as 
both a supplier of quality skincare products 
and a provider of product support that saves 
pharmacies time and money.
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our interactive updates have seen 
an increase in sales”

Pharmacies loved Dermoapo’s inter-
active updates because they were:

• Relevant
• Memorable
• Easy to apply on the job
• Helpful for increasing sales
• Available when needed
• Flexible enough to fit into a busy day


