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melatonin) for the nighttime 
dose, with the goal of helping 
patients relax by reducing the 
intensity of tinnitus symptoms 
and improving sleep quality .”

She points out that a new tin-
nitus guideline advisory, re-
searched and written by Dr. 
Richard Tyler and Dr. Syed Ah-
san, who are leaders in the di-
agnosis and management of tin-
nitus, offers updated guidelines 
for those with the condition. The 
guidelines provide a clear, sys-
tematic approach for patients 
and providers to follow as they 
work together to find manage-
ment techniques specific to the 
needs of each sufferer — with 
one of those options being Lipo-
Flavonoid. More information 
about the guidelines advisory 
can be found at tinnitusmanage-
mentupdate.com/supplements/.

“Additionally, in order for 
many tinnitus sufferers to find a 
sense of relief taking Lipo-Flavo-
noid, following the recommend-
ed dosing is essential. We al-
ways encourage patients to take 
our 60-Day Challenge in order 
to help them stick to the direct-
ed dosage: two caplets, three 
times a day. In a recent patient-
reported study, patients who 
took Lipo-Flavonoid as directed 
for 60 days reported a 32% im-
provement in the severity of 
their symptoms. If customers do 
not experience a reduction in the 
severity of their symptoms after 
this time, we’ll give them their 
money back,” she notes.

dition mainly impacting older 
people, is actually quite com-
mon in all age groups. “In fact, 
about 42% of newly diagnosed 
patients are under the age of 
55. This is in part due to the 
prevalence of earbud and head-
phone use. While there is no 
known cure for tinnitus, there is 
an option that may help to miti-
gate symptoms that patients 
experience. Lipo-Flavonoid is 
an ear health supplement that 
is considered by ENTs to be the 
most effective over-the-counter 
solution to reduce ear ringing. 
It has been used and evalu-
ated in clinical settings for over 
50 years and continues to be 
the No. 1 recommendation of 
doctors for their patients with 
 tinnitus.”

She adds that the world is 
also experiencing an increased 
focus on sleep education, es-
pecially during anxious times. 
“Those who suffer from tinnitus 
often find that their symptoms 
are more bothersome at night, 
keeping them awake long after 
they’ve retired to bed. Lipo-Fla-
vonoid Day/Night Kit offers suf-
ferers the option to maintain in-
take of the natural bioflavonoids 
that have been used extensively 
for decades for the treatment of 
tinnitus, as well as easily add 
melatonin to daily self-care. This 
convenient kit includes a combi-
nation of Lipo-Flavonoid for the 
morning and midday doses, and 
Lipo-Flavonoid Night (which 
incorporates timed-release 

Self-care movement helps to grow ear care category
NEW YORK — Earwax, or ce-

rumen, is a substance naturally 
produced by the body to clean, 
protect and lubricate the ears. 
Without earwax, the ears would 
be dry, itchy and prone to infec-
tion. Although cerumen is es-
sential for ear health, too much 
of the waxy substance can cause 
a number of problems, such as 
earache, partial hearing loss, 
tinnitus, itching and coughing. 
Over the past few years, the cat-
egory has seen a number of new 
players and solutions hitting 
the market that are addressing 
these and other ear issues.

Elyse Dickerson, founder and 
chief executive officer of Eo-
sera, says the ear care category 
is growing at a faster rate than 

ever before. “The big trend we 
are seeing in the ear care mar-
ket today is the move towards 
self-treatment. More and more, 
people are looking for over-the-
counter options. Eosera provides 
doctor-recommended prod-
ucts that are easily accessible 
to those looking for ear-related 
treatments, such as routine ear 
hygiene, ear itch, ear wax im-
paction and ear pain,” she says.

“Additionally, as we’ve fur-
ther understood the market 
after conducting consumer 
market research, we’ve real-
ized that our largest market is 
actually people ages 25 to 44, 
not people ages 65 and over, as 
we previously thought. This re-
search shows us that younger 

people are proactive about their 
ear health, and the more mature 
generations are reactive, only 
buying products when there’s a 
problem, as opposed to mainte-
nance products.” 

She says that people ages 25 to 
44 (Eosera’s largest market) are 
more than 70% likely to buy rou-
tine ear cleaning products. “They 
are also interested in treatments 
for ear itchiness. Recently, we 

created three products to accom-
modate this market: Ear Clean 
MD, a weekly ear cleaning kit; 
Ear Itch MD, an anti-itch spray; 
and Ear Itch MD Nighttime, a 
product used to soothe irritated 
ears while you sleep.” 

Dickerson adds that Eosera 
has recently expanded distri-
bution to other retailers and 
distributors. “We are manu-
facturing more than ever and 
noticing the increase in orders 
for ear care products across the 
board,” she points out.

“Our comprehensive line of ear 
care products addresses a wide 
array of symptoms — ear itch, 
ear pain, earwax impaction and 
routine ear hygiene. We try to 
meet every ear care need as we 
develop and produce innova-
tive ear care products in the cat-
egory,” she says. “We’re having 
success by placing our products 
not only in the ear category but 
in the pediatric sets as well. Our 
kids’ line, Ear Wax MD for Kids 
and Ear Pain MD for Kids, help 
meet the needs of our consumers 
and their children by offering a 
product marketed toward them 
in the specific part of the store 
they’re looking in. This place-
ment is helpful to consumers 
as they shop for their children’s 
needs,” Dickerson explains.

In 2020 the company released 
two new products that are now 
hitting retail shelves. “Ear Itch 
MD Nighttime and Ear Clean 
MD are two products requested 
by consumers that address ear 
itch and routine ear cleaning. 
Additionally, Eosera created a 
twin pack for our itch products 
so that consumers suffering 
from itchy ears can get what 
they need all in one neat pack-
age. The twin pack includes Ear 
Itch MD anti-itch spray and Ear 
Itch MD Nighttime intensive 
soothing spray. Our expanded 
line of ear care products is proof 
that we let the market tell us 
what it needs — we create for 
the consumer,” she concludes.

Jeff Featherstone, senior vice 
president of sales at Quest 
Products, is also seeing huge 
growth in ear cleaning, as 63% 
of consumers clean their ears 
every one to three days. “We 
know consumers are seeing 
increases in wax blockage, not 
only due to cotton swabs, but 
increasingly due to hearing aids 
and even ear buds.”

He adds that 35% of Clinere 
ear cleaner shoppers have an-
other ear care product in their 
basket, either a drop or kit. “So 
we are seeing the addition of 
the kit being a big driver of the 
category growth. In fact, we are 
now seeing shoppers come into 
the category with a purchase of 
the kit and then follow up with 
additional purchases of the ear 
cleaning tool, which has a re-
peat rate of every two to eight 
weeks.”

He adds that the company’s 
products are meeting consum-
ers’ needs. “We know that 75% 

of wax blockage is due to usage 
of cotton swabs; cotton swabs 
push wax deeper into the ear, 
actually causing blockage. Cli-
nere is the No. 1-selling tool in 
the U.S. and Canada for ear wax 
removal, proven to be more ef-
fective than cotton swabs. Our 
Clinere ear cleaners are driving 
category growth as consum-
ers purchase and use them for 
cleaning (wax removal), itching 
and exfoliation.”

Featherstone adds that the 
company has planned very ag-
gressive consumer and profes-
sional support in 2020 as the 
company continue to build 
awareness and trial with its re-
tail partners. “The Clinere brand 
has extensive activity planned 
with couponing, sampling, digi-
tal and social, as well as partner-
ing with the trade on customer-
specific programs. Further, we 
will have a large presence in 
professional, with attendance at 
audiology trade shows.”

Marsha Garcia, president of 
Doctor Easy Medical Products, 
notes that professional-grade 
products, such as the WaxRx Ear 
Wash System, are continuing 
to help drive innovation and ex-
panding the over-the-counter ear 
care category. “WaxRx is now 
widely available to consumers 
for earwax removal at home, and 
in high demand at such retailers 
as Walgreens, Discount Drug 
Mart and Harmon Face Values. 
Consumers want self-care inno-
vations. Products such as WaxRx 
are bringing them  solutions.”

Garcia says that Doctor Easy 
is developing more complaint-
specific ear products, such as 
Earvana Ear Rinse for dry ear 
itch. “Earvana is part of the 
new movement in ear care to of-
fer a wider selection of problem-
focused products and provide 
consumers access to more solu-
tions to specific ear problems.”

Ear Itch MD
Ear Clean MD

Clarion Brands offers
a day/night product.

More options for 
self-treatment 
are on shelves.

Clarion Brands’ tinnitus solutions
 TREVOSE, Pa. — An increase 

in consumers’ investment in 
their overall personal care has 
impacted their interest in spe-
cific categories, including ear 
care. “This is influencing every-
thing from an increase in online 
education surrounding how to 
properly practice safe ear hy-
giene to a more heightened ef-
fort across all generations to 
prevent serious ear health con-
ditions from developing as we 
age,” says Kate Doyle, director 
of marketing at Clarion Brands.

“As consumers become more 
mentally and financially invest-
ed in their ear health, they’re 
prioritizing safe hearing habits 
and preventative measures, 
like lowering volumes on their 
headphones and opting for ear-
plugs when at loud venues. And 
as the internet becomes a first-
stop resource for consumers 
— this month, more than ever 
— we’re finding that consumers 
interested in ear care products 
typically search online first to 
understand their options, par-
ticularly when it comes to which 
over-the-counter remedies they 
can purchase themselves.”

She says  the company is see-
ing a rise in the popularity of ear 
cleaning products, wax removal 
innovations and hearing aids. 
And  there is a heightened inter-
est in natural ingredients.

“In general, the ear care sec-
tions at retailers tend to be on 
the smaller side with somewhat 
limited offerings, but for Lipo-
Flavonoid we continue to have 
a presence in this aisle at most 
chain stores, making sure our 
products are readily available 
for those who need them.”

Doyle notes that tinnitus is a 
big issue. She points out that 
recent studies from the Centers 
for Disease Control and Preven-
tion (CDC) estimate that about 
15% of the general public — or 
over 50 million Americans — 
suffer from tinnitus, more com-
monly known as ringing in the 
ears. And interestingly, what 
was once thought to be a con-
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