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oBrandnamedsarethe mostvaluableassetof
theselfcaresector

Theyidentify the valuesand propertiesthat
the product represents and they are
associatted by consumers and health
proffesionald¢o a knownandrealiablesource




ol'he use of the samebrand namefor different
nonprescription medicinal product® ( b r
product ranges)adding prefixes or suffixes to
distinguishoneproductfromanother

It allows consumers and pharmacists, to
recognisethe 0 p r o fd a m iand thén, select
theindividuaproductdependingntheirneeds
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Pharmaceuticédgislation

Althoughit could be consideredas a barrier,in
fact,therealobstacles the interpretatiorof the
currentlegislation

Article 35 0 RD 134%007 establishesas a
general basis that the name of a medicinal
productmay not be misleadingwith respectto

the therapeutic properties or nature of the
medicinaproduct




Ance .
ahe nameof the medicinecanno

e mistakerfor

the name of other medicinesalreadyon the

markeé .0

Special mentionof coadvermednanoi
establishinghat their denominationg€annotbe

the sameor cannotbe mistakenfor medicinal
products subjected to medical prescrlptlon

and/omreimbursedy publicfunds







