


▪ 91% of purchasers are aware of the term homeopathic by word of mouth…                   
but they don’t know what it is or how it works!

Natural, Safe, Effective

▪ of those buying the brand only 15% know it’s homeopathic!

▪ 20% of those buying OTC cold remedies buy BOTH homeopathic & allopathic

▪ while only 9.2% buy homeopathic only

▪ 15% of all women believe they have purchased a homeopathic treatment in the 
last 24 months…37% DID!

*WSL Survey 3,092 Respondents.   *National Consumer Panel IR Total US All Outlets
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MULO 3.0% 7.7% 32.3% 30.8%

Drug 3.3% 8.9% 31.7% 30.0%

Food 2.6% 3.3% 26.6% 26.4%

Mass 1.8% 4.5% 34.9% 34%
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Mass Market

44% share

Natural & Specialty

24% share

e-commerce

32% share

+9%

+57%

Repeat Purchases: Homeopathic = 51%, Allopathic = 32%

Source: IRI 8/9/20, Spins July 2020, Nutrition Business Journal estimates (consumer sales)



2003

20202015
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Zinc cold-shortening

Mass Market exceeds                         

Natural Channel!
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CAGR = 3.7%...

•2.6% of  Total 
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