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By Michael Johnsen

This year’s cough-cold and flu season 
has been characterized by a very weak start. 
Year-over-year seasonal consumption of  
OTC cough-cold remedies were down by low 
double-digits through the end of the year, one 
supplier told Drug Store News. And earlier in 
January, Walgreens Boots Alliance reported 
that incidence of flu across the United States 
was down by 10.7% for the quarter, citing 
IMS Health. 

That slow start is being attributed to 
warmer temperatures. “El Niño seems 
to [be] affecting the average temperatures 
in the United States, keeping the South a 
bit cooler than average and the North a bit 
warmer than average,” noted Les Hamilton, 
EVP Hyland’s. “The fluctuations in tempera-
ture could be affecting how people are ex-
periencing colds and coughs this season.” 
Conversely, this could extend the season, 
Hamilton added. “This could be an exten-
sion of the El Niño effect, but it appears 
that the season has held strong for several 
months now.”

But even with the slow start, there is still 
the promise of a sharp uptick in cold and flu 
incidence — the season historically peaks af-
ter January — that fuels hope that the season 
could recover from its anemic start. 

The slow start isn’t evident in the sales, 
however, at least not yet. Sales of cough-cold 
tablets were up 3.4% to $4.5 billion for the 
52 weeks ended Dec. 27, 2015, according to 
IRI across total U.S. multi-outlets. And sales 
of cough-cold liquid formulations were up a 
whopping 28.4% to $1.6 billion thanks to the 
introduction of GlaxoSmithKline’s allergy 
remedy Flonase. “With Nasacort launch-
ing in 2014 and then Flonase in 2015, the 
mature OTC allergy aisle has experienced 
year-over-year growth via new intranasal 
spray entrants,” said Jacque Franklin of GSK  
Consumer Healthcare. 

That introduction of nasal corticosteroids 
to the market marks a second macro-trend 
impacting the sale of cough-cold and allergy 
items. Flonase generated $294.3 million in 
sales for the 52 weeks ended Dec. 27, 2015, 

and it was launched in February, so that’s not 
even a full year of sales. According to Frank-
lin, Flonase represented 92% of the growth in 
the category. 

A third macro-trend supporting the growth 
in the cough-cold segment can be attributed to 
increases in consumer health premiums and 
co-pays. “Consumers are still conditioned to 
treat colds and coughs with over-the-counter 
solutions rather than spend the money to 
see their healthcare practitioners,” Hamilton 
said. “In many instances, that search is also 
for a safe, effective, natural option, especially 
for children.”
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Warmer temps stave off cough-cold, flu season

* Sales in millions, percent reflects share of total cough/cold/allergy segments 
1. Includes nasal aspirators, nasal spray/drops/inhalers and nasal strips
2. Includes cough syrup and sore throat remedy liquids
Source: Source: IRI for the 52 weeks ended Dec. 27, 2015 across total U.S. multi-outlet (supermarkets, drug stores, mass market 
retailers, military commissaries and select club and dollar retail chains)

COUGH-C0LD AND ALLERGY MARKET
TOTAL = $9,564.3*

COLD/ALLERGY/
SINUS TABLETS/
PACKETS
$4,513.3/
47.2%

COLD/ALLERGY/
SINUS LIQUID/

POWDER
$1,615.2/16.9%

LIP BALM/
TREATMENT

$712.0/7.4%

NASAL PRODUCTS1

$707.2/7.4%

COUGH/SORE 
THROAT DROP
$613.5/6.4%

COUGH SYRUP2

$579.6/6.1%

HUMIDIFIERS/VAPORIZERS/
AIR PURIFIERS
$293.8/3.1%

HAND SANITIZERS
$225.7/2.4% COLD SORE MEDICATION

$207.1/2.2%

CHEST RUBS
$96.9/1.0%

Though the incidence of flu was down across the United States, 
sales of cough-cold tablets were up 3.4% for the 52 weeks end-
ed Dec. 27, 2015, according to IRI data.
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By Michael Johnsen

Cough-cold marketers like to 
strike just before the iron gets hot, 
placing most of their ad placements 
in support of cold and flu remedies 
in the two months leading up to 
the peak of cold and flu season. Al-
most half (44%) of all television ads 
in support of cough-cold products 
were placed in November and De-
cember last year, according to the 
latest Market Track analysis. 

And the medium matters. “Re-
tailer seasonal promotional strate-
gy for cough-cold remedies is con-
sistent across print, home pages 
and in TV — the majority of pro-
motions run in Q4,” noted Ryne 
Misso, director marketing for 
Market Track. “Email is a different 
story. The majority of cough-cold 
email promotions run in Q1, sug-
gesting retailers leverage email to 
drive in-the-moment purchase of 

cough-cold products during the 
cold and flu season,” he said. 

“A lot of the difference in pro-
moting that planning cycle and in-
the-moment cycle is how each ad-
vertising media is effective,” Misso 
added. “In this case, we found 
that email is absolutely more in-
the-moment driven, as opposed to 
some of the other mechanisms that 
may be more involved with con-
sumers planning for the season.”

Promotions for nasal sprays and 
nasal strips extend well into the 
spring and early summer, by con-
trast, reflecting a similar strategy: 
build awareness around, in this 
case, allergy products just before 
the allergy season reaches its peak 
in terms of incidence. “[A total of] 
63% of nasal spray promotions ran 
between January and June in 2015,” 
Misso said. “[This] compares to only 
38% of cough-cold remedies and 
40% of cough drop promotions.”

May is the first month of the 
year in which cough-cold catego-
ries see almost no promotion in 
circulars, or any other medium 
for that matter. Roughly 1% of all 

2015 cough-cold remedies, cough 
drop and chest rub promotions 
ran in May, whereas 10% of nasal 
spray and 13% of nasal strip pro-
motions ran in May.

Medium matters when promoting cough-cold

Private-label cough-cold brands and Vicks are 
the big winners when consumers are seeking 
remedies for their sniffles, coughs and stuffiness 
online. According to a Clavis Insight analysis of 
the search term “cold and flu” entered between 
Jan. 8 and 11 on Amazon, CVS.com, Peapod.com, 
Walgreens.com and Walmart.com, 23% of the 
first product results on the first page represented 
store brand offerings, or Vicks, respectively. 

Vicks dominated search term results on 
Amazon, Walmart.com and Peapod.com (25%, 
32% and 60%, respectively), even though Vicks 
didn’t win any of the top 20 search spots on 
either CVS.com or Walgreens.com.  

Vicks’ average share of first page search re-
sults is almost six times that of cough-cold and 
allergy brand Mucinex, Clavis Insight reported. 

Ranking high on search terms is important 
because less than 30% of Amazon shoppers click 
beyond the first page of search results, Clavis In-
sight noted citing Millward Brown Digital. And 

in-store dominance of a brand doesn’t necessarily 
translate into automatic online sales if customers 
can’t find that brand on that first page of search.

CVS.com is focusing on plugging its chil-
dren’s remedies, with 70% of the top 20 prod-
ucts in a search for “cold and flu” returning 
pediatric results, including four Children’s 

Dimetapp items, Clavis Insight observed. 
With the slow cough-cold season to date, 

out-of-stocks have not been an issue. Among 
top items returned in a search for “cold and 
flu,” only one item was out of stock across two 
individual retailers. All other retailers had no 
inventory issues. 

Private label, Vicks win online shoppers

* First page: First 20 products returned in a search for “cold and flu”
** Total U.S. 2015 cough-cold/allergy value share, including on and offline
Source: Euromonitor

BRAND
TOTAL U.S. 

VALUE SHARE** CVS.COM PEAPOD.COM
WALGREENS.

COM
WALMART.

COM
AMAZON.

COM
AVG 

SHARE

Combined 
private label

29% 15% 20% 15% 65% 0% 23%

Vicks 7 0 60 0 25 32 23

Dimetapp 20 0 0 0 0 4

Mucinex 9 5 10 0 5 0 4

Tylenol 3 5 5 0 0 11 4

Other 54 55 5 85 5 58 41

U.S. cold and flu share of first-page search*

COUGH-COLD PROMOTIONS BY MEDIA TYPE

Source: MarketTrack

MONTHLY PERCENT OF ANNUAL COUGH-COLD REMEDY ADS
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The common cold is accurate in that it’s all 
too common — as many as 84.7% of adults re-
ported having one or more colds in the past 
year, according to the United States Attitudes 
of Consumers toward Health, Cough and Cold 
survey (ACHOO) of a few years back. 

And the common cold is nothing to sneeze at, 
according to that survey. More than half (52%) 
of Americans reported that their cold impacted 
their daily life a fair amount to a lot. Productiv-
ity decreased by a mean 26.4%, and 44.5% of re-
spondents reported work/school absenteeism 
(usually one to two days) during a cold. 

Overall, 93% of survey participants report-
ed difficulty sleeping. Among all respondents, 
57% reported cough or nasal congestion as the 
symptoms making sleep difficult. 

But the common cold is one of those ail-

ments where over-the-counter remedies rep-
resent the first plan of attack, especially in an 
age of escalating health costs that discourage 
doctor visits for minor ailments.

“Consumers are still conditioned to treat 
colds and coughs with over-the-counter solu-
tions rather than spend the money to see their 
healthcare practitioners,” said Les Hamilton, 
EVP Hyland’s. “In many instances, that search 
is also for a safe, effective, natural option, es-
pecially for children.”

Not even moms are seeking consultations 
with a healthcare professional when they sus-
pect their child has a cold, according to a Reckitt 
Benckiser survey released in January. Despite 
the frequency with which children get sick, each 
cough-cold season and the numerous recog-
nized negative effects of coughing, sniffling and 
congestion, many mothers are underutilizing 
healthcare professionals for advice on the best 
ways to determine treatment options.

“Many moms believe that coughs and 
colds are a seasonal annoyance that they are 
powerless against,” said Laurence Flint, one of 
the authors involved in developing the study. 
“In addition to hydration and rest, I encourage 
mothers to consider over-the-counter medica-
tions, which can help provide symptom relief 
and allow kids to feel better faster.”

The survey found that just 23% of mothers 
surveyed would consider contacting their 
healthcare professional for counsel on how 
to best manage cough-cold symptoms, and 
only 29% of mothers would contact their 
healthcare professional for advice about 
OTC medications.
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All-too-common cold disrupts daily life

Even as more consumers are traversing the 
cough-cold aisle in search of a self-care solu-
tion, it’s still a complicated category to shop. 

Respondents most often shop the cough-
cold aisle primarily by symptom (71%), ac-
cording to a Field Agent survey commissioned 
by Drug Store News last season. And that means 
education at the shelf. Johnson & Johnson has 
teamed with Rite Aid on this kind of merchan-
dising initiative — creating a comprehensive, 
educational shelf display — that has helped 
drive sales in those OTC categories where it’s 
been implemented by as much as 10%. 

The initiative is called SEAL — Simplify, 
Educate At Last. One of the key ideas behind 
SEAL is that making a category easier to shop 
encourages customers to not only buy more, 

but also to buy more often.
SEAL helps customers better navigate 

and self-select within the category, and is 
an example of how one significant cough-
cold supplier partnered with a retailer to 
make the category less intimidating to shop. 
“SEAL is a great example of addressing cat-
egories that are extremely important to the 
drug store business,” Tony Montini, Rite Aid 
EVP merchandising, told DSN in its 2015 
profile of the Pa.-based retailer. “These cat-
egories were also starting to become confus-
ing because of all of the new products that 
were entering the marketplace.” 

The educational displays are designed to be 
easily updated, helping consumers better un-
derstand the segmentation of the category. 

SEAL initiative demystifies OTC aisle

The SEAL initiative helps consumers navigate OTC aisles, driving 
sales as much as 10% in select categories.

“CONSUMERS ARE STILL CONDITIONED 
TO TREAT COLDS AND COUGHS WITH 
OVER-THE-COUNTER SOLUTIONS, RATHER 
THAN SPEND THE MONEY TO SEE THEIR 
HEALTHCARE PRACTITIONER. IN MANY 
INSTANCES, THAT SEARCH IS ALSO FOR 
A SAFE, EFFECTIVE, NATURAL OPTION, 
ESPECIALLY FOR CHILDREN.”

— Les HamiLton, eVP HyLand’s



The issue surrounding the sale of 
pseudoephedrine-containing products may 
have a significant impact on sales of cold/
allergy/sinus tablets in the coming year. As of 
Dec. 27, 2015, annualized sales of cold/allergy/
sinus tablets and packets totaled $4.5 billion, up 
3.3% across total U.S. multi-outlets, according 
to IRI. But sales of Claritin D, totaling $135.9 
million, were only up 0.2%, and sales of Allegra 
D ($94 million) were down 5.3%. 

Some retailers and legislators are advocating 
the sale of such tamper-resistant PSE products 
as Acura Pharmaceuticals’ Nexafed or West-
port Pharmaceuticals’ Zephrex-D. The Indi-
ana Senate is currently considering legislation 
that would grant pharmacists the legal protec-
tion to decline potentially illegitimate sales of 
PSE products that lack meth-resistant features 
where appropriate, for example. 

And in West Virginia, Fruth Pharmacy in Oc-
tober was awarded a Certificate of Appreciation 
for Social Responsible Actions to Combat Meth 
Labs. About two years ago, Fruth Pharmacy 

partnered with Acura to provide cough-cold 
medications containing pseudoephedrine that 
only have meth-making deterrent properties, 
such as Nexafed.

One thing is for sure, Americans want ac-

cess to those medicines containing PSE, ac-
cording to an Asthma and Allergy Foundation 
of America survey released last year, which 
found that almost 3-in-4 Americans want to 
maintain that access.
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Top 10 cold/allergy/sinus tablets/packets

BRAND SALES* % SALES CHG UNIT SALES* % UNIT CHG

Private label $1,472.4 1.9% 196.4 -1.2%

Zyrtec 341.3 4.2 17.0 2.8

Claritin 232.9 7.1 14.0 8.1

Allegra 210.5 6.9 11.6 6.5

Alka Seltzer Plus 205.0 -1.6 32.6 -4.3

Mucinex DM 173.0 11.8 11.1 10.7

Benadryl 146.1 5.6 22.2 3.7

Mucinex 144.2 -6.4 9.0 -6.8

Claritin D 135.9 0.2 6.9 -1.4

Allegra D 94.0 -5.3 4.5 -6.7

TOTAL $4,513.3 3.3% 477.2 0.5%

* In millions
Source: IRI for the 52 weeks ended Dec. 27, 2015, Total U.S. Multi-Outlet (supermarkets, drug stores, mass market retailers, military 
commissaries and select club and dollar retail chains)
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Survey: Consumers want PSE products

The February 2015 launch of GlaxoSmith-
Kline’s Flonase, the second nasal corticosteroid to 
be switched from Rx-only to OTC, rocketed to the 
top of the liquid cold/allergy/sinus product sale 
charts this year with $294.3 million as of Dec. 27, 
2015, across total U.S. multi-outlets, according to 
IRI. And yet, sales of Chattem’s Nasacort, which 
was the No. 3 brand on the liquid and powder 
chart, were not entirely cannibalized. The first na-
sal corticosteroid to reach the market, launched 
in spring 2014, generated $139.4 million on 7.2% 
growth in that period. 

That goes a long way toward explaining the 
extreme 28.4% growth on a sizeable $1.6 billion 
base that represents liquid cough-cold and al-
lergy remedies. 

“OTC switches are a big part of the [overall 
OTC] performance this year, no doubt,” Robert 
Sanders, EVP healthcare practice leader at IRI, 
told Drug Store News. “[Flonase] is the first switch 
in a long time that was incremental to the OTC 
business, and further supports the contention 
that in underserved categories, order of entry is 

meaningless. There are still a lot of [allergy] pa-
tients underserved by the products that are out 
there,” he said. 

Private label is a big part of the mix as well, 
and it should benefit from a slew of new product 

introductions in 2016, including Flonase and Mu-
cinex. Flonase and the remaining portions of the 
Mucinex portfolio not already available as a store 
brand represent a $339 million opportunity, said 
Joseph Papa, CEO and chairman of Perrigo.

Post switch, Flonase, Nasacort rocket to top of charts 
Top 10 cold/allergy/sinus liquid/powder

BRAND SALES* % SALES CHG UNIT SALES* % UNIT CHG

Private label $357.2 7.0% 60.0 2.5%

Flonase 294.3            NA 15.5           NA

Vicks Nyquil 172.7 1.5 18.7 -1.0

Nasacort 139.4 7.2 7.5 -3.7

Mucinex Fast Max 100.4 -2.3 7.6 -5.4

Vicks Nyquil and Vicks Dayquil 55.6 10.3 3.6 6.0

Vicks Dayquil 50.5 5.7 5.7 2.5

Children’s Mucinex 49.7 5.3 4.6 -2.0

Children’s Dimetapp 42.5 -1.1 5.6 -6.6

Children’s Benadryl 37.0 -2.1 5.4 -1.4

TOTAL $1,615.2 28.4% 172.9 10.0%

* In millions
Source: IRI for the 52 weeks ended Dec. 27, 2015, Total U.S. Multi-Outlet (supermarkets, drug stores, mass market retailers, military 
commissaries and select club and dollar retail chains)



Matrixx Initiatives in November re-introduced 
its reformulated Zicam Cold Remedy Nasal 
Swab due to consumer demand. And initially, it 
appears to be a successful relaunch. 

The new formula is homeopathic, zinc-free 
and provides cooling menthol and eucalyptus to 
help soothe the nasal passages upon application.

Last year, Matrixx relaunched its Zicam 
Nasal Spray, noted Ken DeBaene, SVP sales 
Zicam. “The appeal of those products are to 
a different consumer,” he said. “We had a lot 
of customers in the franchise in the [swab and 
spray] forms, previously, and there’s a fair 
amount of pent-up demand. Especially the 
swabs. The swab users were fervent loyalists 
to the brand, and they’re responding to that.”

Across all nasal sprays, drops and inhalers, 
sales of Zicam are up 19.3% to $29.2 million for 
the 52 weeks ended Dec. 27, 2015, across total 
U.S. multi-outlets, according to IRI data. 

And that’s incremental to the cough-cold 
category, DeBaene suggested. “We’re not see-
ing transfer out of the oral business into na-
sal,” he said. “The incrementality of those has 
been significant.”

GlaxoSmithKline’s Breathe Right brand also 

is making a comeback of sorts. The venerable 
brand, featuring fresh packaging that pops 
off of store shelves, is up 10.8% to $47 million 
across its core brand for the 52 weeks ended 
Dec. 27, 2015. And sales of its Breathe Right 
Extra SKU, which features an “extra-strong” 
band, are up 4.3% to $47.6 million. 

Matrixx Initiatives also earlier this season 

entered its brand into the immunity-boosting 
business alongside Airborne and Emergen-
C with the launch of Zicam Total Immune. In 
that endeavor, Zicam is teaming up with fitness 
expert Tracy Anderson and Self magazine. To 
ensure consumers were well-prepared for this 
season, Zicam partnered with Self on a series 
titled “31 Days to Better Health & Happiness.”

Top 10 nasal sprays/drops/inhalers

BRAND SALES* % SALES CHG UNIT SALES* % UNIT CHG

Private label $160.8 3.1% 39.3 0.5%

Afrin No Drip 56.0 -1.0 7.7 -4.3

Afrin 48.6 7.2 7.0 6.2

Neilmed Sinus Rinse 44.0 9.2 3.8 4.4

Arm & Hammer Simply Saline 36.3 3.3 5.0 2.0

Zicam 29.2 19.3 2.5 14.6

Vicks Sinex 20.3 -11.1 2.4 -13.1

Ayr 15.9 -0.6 3.5 -1.8

Kaz Vicks Vapopads 14.1 32.1 1.6 27.6

Vicks Vaposteam 13.5 -2.9 1.3 -3.6

TOTAL $562.1 0.4% 91.7 0.4%

* In millions
Source: IRI for the 52 weeks ended Dec. 27, 2015, Total U.S. Multi-Outlet (supermarkets, drug stores, mass market retailers, military 
commissaries and select club and dollar retail chains)
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Nasal remedies stage a comeback

Treato in December released its first list of top 
OTC cough medications. Reckitt Benckiser’s Mu-
cinex brands dominate the list with their formula-
tions. Mucinex D took the No. 1 spot, Mucinex took 
the third spot and Mucinex DM took the fourth spot 
on the list, according to consumer online conversa-
tions monitored by Treato.

Treato found that brand marketing plays a large 
role in consumers’ experiences of cough medications 
as products with the same formulations placed in 
significantly different spots on the list. Reckitt Benck-
iser and Pfizer were the manufacturers to dominate 
the list, taking all spots on the list except for one.

“Reckitt Benckiser’s investment in OTC advertis-
ing is clearly paying off as consumers are dispropor-
tionately discussing their brands online,” said Ido 
Hadari, CEO of Treato. “We hope that by identify-
ing and ranking over-the-counter cold medications 
based on other consumer’s experiences we are able 
to help them navigate the drug store aisles when 
searching for cold relief.”

Consumers like Mucinex

Almost one-third of all adults (32%) do 
not think that having a flu shot will help 
them avoid getting the flu. In fact, less than 
half (43%) agree strongly that flu shots will 
help them avoid it, according to a December 
Harris Poll. 

On top of that, many people seem not to 
worry about the flu at all. More than 4-in-10 
(42%) adults believe that “people take the 
flu season too seriously.” Given the relative 
slow start to the 2015-16 cough-cold and flu 

season, there may be some credence to that. 
A lot of things, however, are seen as es-

sential when dealing with the flu. The ma-
jority of consumers say that all of the follow-
ing are “must-haves:” tissues (75%), hand 
soap (64%), cough drops/throat lozenges 
(58%), cold medicine (54%), cough medi-
cine (53%), pain reliever (53%) and vitamin 
C (51%). 

Almost half (49%) also see hand sanitiz-
ers as essential.

Harris Poll: 42% of adults believe flu 
season is taken ‘too seriously’

51% of adults limit contact 
with children during 
the flu season
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Top 10 chest rubs

BRAND SALES* % SALES CHG $ SHARE $ SHARE CHG UNIT SALES* % UNIT CHG AVG PRICE AVG PRICE CHG

Vicks VapoRub $60,914.4 6.4% 62.9% -0.1% 9,005.3 4.6% $6.76 $0.11

Private label 18,709.7 3.0 19.3 -0.7 6,024.1 1.9 3.11 0.03

Vicks Baby Rub 9,247.0 5.2 9.5 -0.1 1,657.0 4.9 5.58 0.02

Mentholatum 4,896.0 18.1 5.1 0.5 1,694.0 14.5 2.89 0.09

Maty’s 2,245.9 31.4 2.3 0.4 372.4 38.7 6.03 -0.34

Rexall 338.6 10.2 0.3 0.0 132.3 10.2 2.56 0.00

Mentholatum for Kids 156.7 -29.4 0.2 -0.1 55.3 -15.4 2.83 -0.56

J. R. Watkins Apothecary 82.4 638.0 0.1 0.1 10.2 521.3 8.10 1.28

Broncolin 54.6 37.1 0.1 0.0 16.6 31.6 3.30 0.13

The Honest Co. 42.5            NA 0.0 0.0 4.4          NA 9.69            NA

TOTAL $96,896.6 6.6% 100.0% NA 19,059.9 5.1% $5.08 $0.07

* In thousands
Source: IRI for the 52 weeks ended Dec. 27, 2015, Total U.S. Multi-Outlet (supermarkets, drug stores, mass market retailers, military commissaries and select club and dollar retail chains)

Top 10 cold sore medications

BRAND SALES* % SALES CHG $ SHARE $ SHARE CHG UNIT SALES* % UNIT CHG AVG PRICE AVG PRICE CHG

Abreva $132.7 0.5% 64.1% 0.0% 6.9 -0.6% $19.25 $0.21

Private label 13.7 -6.3 6.6 -0.5 1.4 -19.8 10.12 1.46

Carmex 10.0 55.0 4.8 1.7 3.2 -2.3 3.15 1.16

Campho Phenique 9.1 -7.7 4.4 -0.4 1.7 -7.2 5.32 -0.03

Blistex 8.1 3.9 3.9 0.1 4.3 5.5 1.90 -0.03

Abreva On the Go 7.5 0.0 3.6 0.0 0.4 -0.2 20.91 0.05

Orajel Healing Begins 7.5 -7.1 3.6 -0.3 0.4 -12.8 18.11 1.11

Quantum Lip Clear Lysine Plus 5.6 2.1 2.7 0.0 0.7 4.0 7.51 -0.14

Releev 5.2 -12.6 2.5 -0.4 0.3 -14.4 19.28 0.39

Quantum Canker Cover 2.4 9.2 1.2 0.1 0.2 1.5 12.15 0.87

TOTAL $207.1 0.5% 100.0% NA 20.6 -2.9% $10.06 $0.35

* In millions
Source: IRI for the 52 weeks ended Dec. 27, 2015, Total U.S. Multi-Outlet (supermarkets, drug stores, mass market retailers, military commissaries and select club and dollar retail chains)

Top 10 humidifiers, vaporizers and air purifiers

BRAND SALES* % SALES CHG $ SHARE $ SHARE CHG UNIT SALES** % UNIT CHG AVG PRICE AVG PRICE CHG

Kaz Vicks $68.2 -3.4% 23.2% -0.2% 3,887.6 -4.6% $17.53 $0.22

Vicks 41.8 5.3 14.2 1.0 1,295.2 6.7 32.30 -0.40

Private label 26.1 -11.0 8.9 -0.9 810.0 -9.0 32.21 -0.73

Kaz Honeywell 23.0 -5.9 7.8 -0.3 303.4 -12.7 75.91 5.46

Damprid 19.7 14.8 6.7 1.0 3,753.9 10.7 5.24 0.19

Crane 16.1 9.8 5.5 0.6 413.9 10.4 38.90 -0.22

Holmes Aer1 12.7 15.0 4.3 0.7 255.2 15.5 49.86 -0.24

Holmes 11.9 -7.0 4.0 -0.2 340.1 0.5 34.91 -2.82

Haier 10.6 -13.4 3.6 -0.5 51.4 -12.9 207.17 -1.23

Sunbeam 8.9 -17.1 3.0 -0.5 244.7 -27.8 36.48 4.70

TOTAL $293.8 -2.4% 100.0% NA 13,640.4 0.1% $21.54 -$0.55

* In millions ** In thousands
Source: IRI for the 52 weeks ended Dec. 27, 2015, Total U.S. Multi-Outlet (supermarkets, drug stores, mass market retailers, military commissaries and select club and dollar retail chains)
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Top 10 lip balms and treatments

BRAND SALES* % SALES CHG $ SHARE $ SHARE CHG UNIT SALES* % UNIT CHG AVG PRICE AVG PRICE CHG

Burt’s Bees $107.8 17.4% 15.1% 2.4% 26.9 18.4% $4.01 -$0.03

Eos 96.0 -19.0 13.5 -2.9 29.1 -18.4 3.29 -0.03

Chapstick Classic 55.7 -5.3 7.8 -0.3 35.0 -7.1 1.59 0.03

Carmex 47.1 -1.5 6.6 0.0 33.5 1.3 1.41 -0.04

Blistex 35.5 3.9 5.0 0.3 22.4 -1.2 1.59 0.08

Chapstick 31.1 31.2 4.4 1.1 14.7 2.7 2.12 0.46

Chapstick Moisturizer 29.2 -13.3 4.1 -0.6 17.9 -14.2 1.63 0.02

Maybelline Baby Lips 26.2 -24.0 3.7 -1.1 7.9 -20.2 3.33 -0.17

Vaseline Lip Therapy 22.8 7.6 3.2 0.3 13.6 4.2 1.68 0.05

Eos Visibly Soft 20.8 160.8 2.9 1.8 6.4 163.4 3.24 -0.03

TOTAL $712.0 -1.5% 100.0% NA 298.3 -1.6% $2.39 $0.00

* In millions
Source: IRI for the 52 weeks ended Dec. 27, 2015, Total U.S. Multi-Outlet (supermarkets, drug stores, mass market retailers, military commissaries and select club and dollar retail chains)

Top 10 nasal aspirators

BRAND SALES* % SALES CHG $ SHARE $ SHARE CHG UNIT SALES* % UNIT CHG AVG PRICE AVG PRICE CHG

NoseFrida $7,951.6 117.4% 42.3% 15.9% 644.4 105.1% $12.34 $0.70

Graco Nasal Clear 3,036.0 -5.5 16.1 -7.0 143.0 -6.3 21.24 0.19

Safety 1st Hospitals Choice 1,795.3 12.5 9.5 -2.0 809.0 15.3 2.22 -0.05

Private label 1,697.4 31.7 9.0 -0.3 432.5 15.9 3.92 0.47

Safety 1st 877.3 -42.5 4.7 -6.3 316.4 -43.2 2.77 0.04

Neilmed Naspira 765.5 NA 4.1 4.1 67.4 NA 11.37 NA

Babycomfynose 682.6 -4.0 3.6 -1.5 52.7 -6.0 12.94 0.27

Neilmed Nasabulb 680.7 186.7 3.6 1.9 122.0 156.0 5.58 0.60

The First Years 552.1 -3.2 2.9 -1.2 218.0 -2.9 2.53 -0.01

Safety 1st Advanced Solutions 309.5 -56.1 1.6 -3.4 16.0 -50.6 19.37 -2.41

TOTAL $18,802.2 35.7% 100.0% NA 3,012.4 16.8% $6.24 $0.87

* In thousands
Source: IRI for the 52 weeks ended Dec. 27, 2015, Total U.S. Multi-Outlet (supermarkets, drug stores, mass market retailers, military commissaries and select club and dollar retail chains)

Top 10 nasal strips

BRAND SALES* % SALES CHG $ SHARE $ SHARE CHG UNIT SALES** % UNIT CHG AVG PRICE AVG PRICE CHG

Breathe Right Extra $47.6 4.3% 37.7% 1.3% 4,601.1 -2.6% $10.35 $0.69

Breathe Right 47.0 10.8 37.2 3.4 4,009.3 8.1 11.71 0.28

Private label 27.5 25.7 21.8 4.3 3,743.2 28.3 7.35 -0.15

Sleep Right 1.5 -12.6 1.2 -0.2 174.3 -11.4 8.71 -0.12

Breathe Right Advanced 0.8 -90.1 0.6 -5.5 143.6 -84.8 5.27 -2.82

Air 0.6 -20.4 0.5 -0.1 46.1 -28.4 13.65 1.37

Breathe Right Clear 0.4 -55.7 0.3 -0.4 36.7 -57.2 11.11 0.37

Silent Snooz 0.3 2.1 0.3 0.0 27.9 2.3 11.90 -0.02

Rexall 0.3 -13.4 0.2 0.0 127.0 -24.7 2.29 0.30

Breathe Right Kids 0.2 -64.0 0.2 -0.3 21.8 -63.1 8.75 -0.23

TOTAL $126.3 0.8% 100.0% NA 12,949.5 -3.8% $9.75 $0.44

* In millions ** In thousands
Source: IRI for the 52 weeks ended Dec. 27, 2015, Total U.S. Multi-Outlet (supermarkets, drug stores, mass market retailers, military commissaries and select club and dollar retail chains)
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Top 10 hand sanitizers

BRAND SALES* % SALES CHG $ SHARE $ SHARE CHG UNIT SALES* % UNIT CHG AVG PRICE AVG PRICE CHG

Private label $70.1 -2.9% 31.1% -1.1% 36.7 -0.7% $1.91 -$0.04

Germ X 55.3 3.3 24.5 0.6 29.0 3.2 1.91 0.00

Purell Advanced 29.2 -2.8 12.9 -0.5 14.8 2.8 1.98 -0.11

Wet Ones 25.4 1.6 11.3 0.1 18.7 0.2 1.36 0.02

Purell 23.9 -0.1 10.6 -0.1 11.5 -7.6 2.08 0.16

Wet Nap 3.8 51.3 1.7 0.6 1.9 52.1 1.97 -0.01

Paradise Spa 2.1 808.8 0.9 0.8 2.1 1,905.7 0.98 -1.18

Dial 1.8 6.2 0.8 0.0 1.5 3.2 1.17 0.03

The Honest Co. 1.4 184.1 0.6 0.4 0.5 178.5 3.00 0.06

Germ X Germ Blaster 1.3 -48.3 0.6 -0.6 1.4 -48.0 0.96 -0.01

TOTAL $225.7 0.6% 100.0% NA 124.6 1.7% $1.81 -$0.02

* In millions
Source: IRI for the 52 weeks ended Dec. 27, 2015, Total U.S. Multi-Outlet (supermarkets, drug stores, mass market retailers, military commissaries and select club and dollar retail chains)

Top 5 cough and sore-throat drop vendors

VENDOR SALES* % SALES CHG $ SHARE $ SHARE CHG UNIT SALES* % UNIT CHG AVG PRICE AVG PRICE CHG

Mondelez International $272.3 1.1% 44.4% -1.0% 129.9 -0.1% $2.10 $0.03

Ricola 129.9 8.0 21.2 0.9 51.3 2.8 2.53 0.12

Private label 90.8 5.5 14.8 0.3 53.7 2.1 1.69 0.06

Prestige Brands 56.6 8.5 9.2 0.4 27.5 4.8 2.06 0.07

Reckitt Benckiser 23.4 -12.8 3.8 -0.7 5.2 -12.9 4.50 0.00

TOTAL $613.5 3.5% 100.0% NA 282.2 1.0% $2.17 $0.05

* In millions
Source: IRI for the 52 weeks ended Dec. 27, 2015, Total U.S. Multi-Outlet (supermarkets, drug stores, mass market retailers, military commissaries and select club and dollar retail chains)

Top 5 cough syrup vendors

VENDOR SALES* % SALES CHG $ SHARE $ SHARE CHG UNIT SALES* % UNIT CHG AVG PRICE AVG PRICE CHG

Reckitt Benckiser $150.8 6.6% 28.2% -1.6% 12.7 3.2% $11.90 $0.39

Private label 142.8 11.0 26.7 -0.4 27.9 5.7 5.12 0.24

Pfizer 128.2 19.4 24.0 1.4 16.4 11.6 7.83 0.51

Zarbee’s 41.8 57.5 7.8 2.2 5.3 49.3 7.83 0.40

Procter & Gamble 27.6 -9.8 5.2 -1.3 2.9 -12.0 9.42 0.24

TOTAL $534.6 12.6% 100.0% NA 70.9 8.1% $7.54 $0.30

* In millions
Source: IRI for the 52 weeks ended Dec. 27, 2015, Total U.S. Multi-Outlet (supermarkets, drug stores, mass market retailers, military commissaries and select club and dollar retail chains)

Top 5 sore throat remedy liquid vendors

VENDOR SALES* % SALES CHG $ SHARE $ SHARE CHG UNIT SALES** % UNIT CHG AVG PRICE AVG PRICE CHG

Prestige Brands $30.0 6.7% 66.8% 2.5% 4,758.7 4.4% $6.31 $0.14

Private label 11.3 7.4 25.1 1.1 3,087.7 7.6 3.65 -0.01

McNeil Consumer Healthcare 2.2 -42.8 5.0 -4.0 304.2 -44.1 7.39 0.17

STS Laboratories 0.9 40.9 2.0 0.5 53.2 41.1 16.94 -0.03

Humco Lab 0.3 -0.6 0.6 0.0 16.2 1.7 16.48 -0.37

TOTAL $44.9 2.7% 100.0% NA 8,247.8 2.3% $5.45 $0.02

* In millions ** In thousands
Source: IRI for the 52 weeks ended Dec. 27, 2015, Total U.S. Multi-Outlet (supermarkets, drug stores, mass market retailers, military commissaries and select club and dollar retail chains)
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By Joseph Tarnowski, Vp conTenT, ecrM

While such natural and homeopathic rem-
edies as essential oils, tea and Grandma’s 
chicken soup are becoming more prevalent 
for preventing and treating colds among 
healthy-minded consumers, OTC medication 
is still a key component in their cough-cold 
arsenal, and sales of OTC cold remedies often 
drive sales of such related items as tissues, 
hand sanitizer and nasal spray, according to 
a recent study by ECRM and HellaWella, a 
consumer healthy-living website owned by 
Lebhar-Friedman. 

The study, based on a survey of more than 
485 participants, examined how consumers 
perceive cough-cold products from a wellness 
standpoint, and how these perceptions drive 
their purchasing behavior. HellaWella (www.
hellawella.com) — which provides news, re-
search, product reviews and lifestyle tips for 
consumers interested in healthy and sustain-

able living — in January surveyed its audience 
on how they shopped the category.

The key with this category — as it is with 
vitamins, minerals and supplements (see the 
HellaWella VMS report in DSN’s January 2016 
issue) — is efficacy, though where the cough-
cold category differs from vitamins is in the 
immediacy in which users expect the prod-
uct’s effects to take place. If a consumer is tak-
ing a weight-loss supplement, for example, 
she doesn’t expect dramatic changes to hap-
pen immediately, but if her cough, congestion 
or fever aren’t relieved within a short window 
of time after taking a cold remedy, it’s on to the 
next product.

The payoff for those products that do work 

well, in addition to a loyal consumer, also is 
a consumer who often purchases a variety of 
complimentary products that address their 
symptoms as well, such as tissues, hand sani-
tizer and saline nasal spray.

Who’s buying cough-cold?
Of the 485 HellaWella readers surveyed, 

more than 80% said they have purchased a 
cough-cold remedy over the past 12 months. 
Of those who didn’t, just over 40% said the 
reason was that they avoid taking any medica-
tion when they can, 30% said it was because 
they haven’t been sick during that time period 
and 20% said it was because their medicine 

Study: Cough-cold shoppers are basket-fillers

Continued on page 11

HOW DO YOU TREAT COLDS?

Cough-cold 
medicines

Hydration 
and rest

Vitamin C 
supplement

Immunity boosting 
supplements

Fever 
reducer

Grandma’s best 
chicken soup recipe

Orange juice

Other

77.9%

76.9%

45.6%

35.1%

32.4%

31.8%

29.9%

20.2%

WHAT IS THE PRIMARY REASON FOR 
SELECTING ONE COUGH-COLD REMEDY 
OVER ANOTHER FOR YOU/YOUR FAMILY?

I have used the product 
successfully before

Relieves symptoms 
right away

Doctor or pharmacist 
reccommendation

Natural

No side effects, 
especially no drowsiness

I know the brand

Affordable price

Maximum strength

34.2%

15.7%

13.2%

7.4%

7.2%

5.8%

2.3

On sale

Long-lasting (i.e., does 
only once or twice a day)

Available when I 
need it

Friend or family 
recommendation

4.3%

4.1%

3.7%

1.7%

1.4%

1.2%

WHEN SHOPPING FOR COUGH-COLD 
PRODUCTS, WHAT OTHER TYPES OF 
PRODUCTS MIGHT YOU TYPICALLY BUY?

Tissues

Pain reliever

Tea

Vitamin C 
supplements

Orange juice

Immunity-boosting 
supplement

Chicken soup

Chest rubs

76.2%

43.3%

37.9%

36.2%

35.4%

34.7%

Menthol

Hand sanitizer

Humidifier

Thermometer

33.5%

29.7%

28.0%

15.5%

14.4%

Other

8.8%

8.4%

Source: 

Note: Percentages reflect multiple responses
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cabinets are already fully stocked.
When asked how they treat colds, cough-

cold medication and hydration/rest were vir-
tually neck and neck, each cited by slightly 
more than three-quarters of respondents. Next 
was vitamin C supplements, named by 46%. 
The other methods of treatment, each noted 
by approximately one-third of respondents, 
included Grandma’s best chicken soup recipe 
(sorry, Mom’s wasn’t on the survey), fever 
reducers, immunity-boosting supplements, 
homeopathic remedies, saline nasal irriga-
tion products, anti-bacterial essential oils and 
even honey lemon tea. This is an example of 
consumers’ interest in both natural and tradi-
tional OTC remedies for relieving cough-cold 
symptoms; sure, Grandma’s soup will prob-
ably help one’s body fight off a cold, but it’s 
not going to clear a stuffed nose as quickly as 
an OTC product.

Many respondents use these natural and 
OTC remedies in combination to address their 

ailments, as one of them noted in the verba-
tim comments: “Hot V8 juice with lemon and 
Tabasco, breathing over sink full of hot water 
and a dollop of Vicks, with a hot towel over 
my head to create a tent of steam and eucalyp-
tus vapors.”

Stocking up versus impulse shopping
About two-thirds of respondents said they 

tend to keep cough-cold products on hand, 
versus approximately 40% who wait until they 
or a family member gets sick before shopping 
for them. “I stock up more than I used to,” said 
one respondent. “This past year my whole 
family came down with a terrible cough, and 
we ended up going to the store for a basket 
of medicine and tissues. We didn’t run out 
of anything after that. Now we keep tissues 
stocked, along with some cold medications 
and cough drops.”

This runs counter to the seasonal means in 
which many brands and retailers tend to pro-
mote the category. For these stock-up consum-

ers, year-round promotions would be more 
effective for keeping these products front-of-
mind for those times when they do run out, 
which may not necessarily coincide with cold 
season promotions. 

When they do shop for cold remedies, drug 
is the retail channel of choice for these shop-
pers, cited by more than half (55%) of respon-
dents. Less than one-quarter (24%) go to big-
box or discount stores, and only 16% said they 
shop for cough-cold products at grocery stores.

Efficacy rules
According to the study, nothing sells 

cough-cold medicine better than the actual 
medicine itself. Thirty-four percent of Hel-
laWella readers surveyed said their chief 
reason for selecting a particular product was 
that they have had a successful experience 
with that product in the past. This speaks 
to the value of sampling as a marketing tool 
over other promotional methods used in the 

Continued from page 10

Continued on page 12

Source: ECRM and HellaWella’s Cough-Cold survey, 2015
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Gummy
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27.8%
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1.4%

WHICH DELIVERY METHOD DO YOU PREFER?

WHEN LOOKING FOR A COUGH-COLD PROD-
UCT, DOES DELIVERY METHOD PLAY A ROLE?

Yes

No

61.6%

38.4%

WHICH DELIVERY METHOD DO YOU/
WOULD YOU BUY FOR YOUR CHILDREN?

Liquid

I don’t have 
children

Gummy

Tablet

Pill

Lozenge

42.7%

39.2%

7.8%

4.7%

3.7%

1.9%

HOW DO YOU USUALLY LEARN ABOUT 
COUGH-COLD PRODUCTS?

Experts

Peers/
word of mouth

Other

Websites

Magazines

Social media

Books

41.8%

24.7%

15.0%

11.0%

4.8%

1.9%

0.8%
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category. Doctor or pharmacist recommen-
dations also are important, cited by 13% of 
respondents. Other factors include claims 
that the products relieve symptoms right 
away, are maximum strength, natural or 
have no side effects.

However, many consumers are wary of 
such claims. “There are too many extra-
strength options that are supposed to do so 
much but some cause problems with other 
ailments,” said one respondent. “I have some 
sinus problems, and most that claim to re-
lieve sinus pressure and pain actually made it 
worse. I now only rely on my pharmacist and 
doctor recommendations only, and don’t buy 
based on advertising and packaging.”

Interestingly, affordably priced and on-sale 
items were least likely to impact these con-
sumers’ decisions to purchase a cough-cold 
product, cited by 4.1% and 1.7% respectively. 
“Before I purchased whatever was on sale,” 
said one HellaWella reader. “Now I just stay 
with the same brand for both children and 
adults with what seems to work.”

For the majority of people (62%), the deliv-
ery method of cough-cold medicine is a fac-
tor in their purchase decisions, with liquid 
being the choice of preference for most (37%). 
Tablets and pills were even at approximately 
28%, with lozenges only cited by 6% of those 
surveyed. Gummies, which are becoming in-
creasingly popular in the vitamin and sup-
plement category, were only named as a de-
livery method of choice by 1% of cough-cold 
shoppers, likely because fewer of these prod-
ucts are available in gummy form. When it 
comes to respondents’ children, though, liq-
uid is by far the preferred choice of delivery, 
named by 42%, compared with tablets (5%) 
and pills (4%).

Bundled purchases
Since most colds bring with them a variety 

of symptoms — such as a runny nose, aches, 
pains and congestion — most shoppers of 
cough-cold products also purchase addi-
tional products to address them. Tissues are, 
by far, the most popular of these additional 
items, named by more than three-quarters 
(76%) of respondents, followed by pain re-
lievers (35%). The next group of items most 
often purchased along with cough-cold prod-

ucts were preventive in nature or natural 
remedies, including tea (38%), orange juice 
(35%), hand sanitizer (35%) and immunity-
boosting supplements (33%). Other items 
noted by respondents included products that 
address congestion, such as chest rubs, men-
thol and humidifiers.

In-person recommendations trump print 
and online as sources of information on 
which respondents base their decisions to 
purchase cough-cold products, with such 
experts as doctors and pharmacists cited by 
42% of respondents, and peers/word-of-
mouth named by 25%. As mentioned earlier 
in the study, successful experience with a 
cough-cold product was the strongest influ-
ence of future product purchases, and this 
would explain the strength of in-person rec-
ommendations, as these are typically based 
on direct or indirect experience in using a 
particular product. 

What makes this particularly interesting is 
the fact that, as HellaWella is an online-only 
media brand, everyone surveyed is a regu-
lar consumer of online wellness content; they 
just aren’t using online platforms as much for 
information on cough-cold products, as web-
sites were cited as a key cough-cold informa-
tion source by only 11% of those surveyed. 
Additionally, social media’s low ranking 
as a source of information (just under 2%), 

may be an indication of a lack of engagement 
by cough-cold brands on such platforms as 
Facebook, Twitter and YouTube, as word-of-
mouth recommendations and social media 
typically go hand in hand. This could pres-
ent an opportunity for retailers and brands 
to build a community among users of cough-
cold products in which participants can share 
experiences, remedies and product reviews 
with each other. Add regular engagement 
by healthcare practitioners, and it could be 
a winning combination for influencing pur-
chase decisions.

A shot in the dark
Flu shots elicit mixed responses from con-

sumers, as evidenced by comments from par-
ticipants in the study. Most healthcare practi-
tioners recommend them, though even they 
admit that their effectiveness can be hit or miss. 
Among those consumers surveyed, more than 
half (60%) got a flu shot during the past year, 
with those who didn’t claiming that they ei-
ther don’t believe in their effectiveness (19%), 
have concerns about adverse effects (14%) or 
else have had a negative experience with a pre-
vious flu shot. “Four-out-of-five times, I got a 
horrible flu after getting the shot,” said one re-
spondent. “Why pay someone to give me the 
flu when there is a 50% chance I’ll get it on my 
own anyway?”
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Continued from page 11 WHICH OF THE FOLLOWING STATEMENTS 
BEST DESCRIBES THE WAY YOU SHOP 
FOR COUGH-COLD REMEDIES?

n I keep cough-cold remedies on 
hand in the medicine cabinet in case 
I or a family member gets sick, so I 
restock whenever we run out

n I wait until I or a family member 
get sick before I shop for cough-cold 
remedies

39.0%

Source: ECRM and HellaWella’s Cough-Cold survey, 2015
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