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Eosera maintains its commitment to consumers’ health
Eosera continues to drive the 

ear care category. Founder and 
chief executive officer Elyse Dick-
erson remains committed to de-
veloping innovative products 
that address underserved health 
care needs. She leads a dynamic 
team, manufacturing its prod-
ucts in-house and pushing the 
team constantly to be the very 
best they can. The company re-
cently was ranked No. 25 on Inc. 
magazine’s List of the Fastest-
Growing Private Companies in 
Texas. Dickerson recently spoke 
with Chain Drug Review senior 
editor Bill Schiffner about the 
company’s beginnings, its cur-
rent state and where it’s headed.

SCHIFFNER: Can you talk 
about how you got started in 
this industry?

DICKERSON: Upon com-
pleting my MBA, I fell into the 
health care world after inter-
viewing for a product manager 
role at Alcon Labs. I spent the 
next 13 years working my way 
up through the ranks, grow-
ing eye care brands across the 
world. In my final role at the 
company, I managed a portfolio 
with annual revenues of 1.7 bil-
lion and drove product innova-
tion and the commercialization 
of health care products glob-
ally. After leaving my corporate 
job in 2015, I started my own 
biotech company, Eosera, and 
focused my efforts on ear care. 
I was quickly able to raise sev-
eral million dollars in capital to 
fund the launch of the business. 
Fast forward to today, and we 
now have 10 ear care products 
and counting on the market 
and will soon be expanding into 
nasal care.

SCHIFFNER: Can you discuss 
how you started the company 

and why you chose the ear 
care market?

DICKERSON: I started the 
company because I saw a huge 
gap in the O-T-C market that 
no manufacturer was address-
ing. Ear care was a category 
that had been overlooked and 
underdeveloped for a genera-
tion. My cofounder, Joe Griffin, 

and I interviewed many doc-
tors and consumers before se-
lecting our first product target. 
Because there had been little to 
no innovation in ear care in de-
cades, millions of people were 
and still are seeking medical 
attention each year for com-
mon ear conditions. We spent 
nine months in the lab creating 
a formula that dissolves ear-
wax, EarWax MD. It is a clini-
cally proven, patented product 
with a dual-action formula that 
breaks down and dissolves ear-
wax. I knew we had something 
special and, upon launch, that 
was confirmed as units flew off 

the shelf. People were tired of 
ineffective brands and craved 
something that worked. Now, 
our products are in 13,000 re-
tail stores across the nation, 
and we continue to grow every 
day and expand our product 
offerings. 

SCHIFFNER: Can you talk 
about your product line and 
your explosive expansion?

DICKERSON: Our line is like 
no other, as we are the only ear 
care brand with a comprehen-
sive line that address myriad 
ear care problems, including 
earwax blockage, ear hygiene, 
ear irrigation and ear itch — 
with more products addressing 
more issues on the horizon. 

In our portfolio, we have our 
flagship product, EarWax MD, 
which dissolves earwax. We also 
have our ear irrigation device, 
Wax Blaster MD, that rinses the 
external ear canal of wax, oils 
and debris. Included in the Wax 
Blaster MD is Ear Clean MD, a 
powdered formula that you mix 
with water in your Wax Blaster 
MD to create an ear-cleaning 
solution. We have Ear Itch MD, 
an essential oil-based product 
that stops itch in its tracks. We 
also have the EarBud Cleaning 
Kit, a kit that has everything you 
need to clean those waxy ear-
buds. Available on our website 
are bundles, refill packs and ac-
cessories to keep you stocked 
on all your ear care needs. Late 
this year, we will introduce Ear 
View MD in stores and online. 
Ear View MD is a Wi-Fi ear cam-
era that promises to be a game 
changer for anyone wanting to 
know what’s going on inside 
their ear canal. 

In addition to ear care, we are 
expanding into the nasal cat-
egory with our new line Nose 
Well. Stay tuned for the launch 
of Nose Well’s three products 
and everything nasal. 

SCHIFFNER: Eosera oper-
ates by putting purpose before 
profits and is one of the pioneer-
ing companies in a movement 
called conscious capitalism. 
Can you talk a little about that?

DICKERSON: It’s true, we are 
all about putting purpose be-
fore profits, and our purpose is 
people. Although I am a capital-
ist, and making money is impor-
tant, it’s not everything. We val-
ue people above money, and we 
believe in conscious capitalism 
— that a company should be a 
force for good. We stick to our 
core values as a company: peo-
ple, passion, positivity, growth, 
collaboration, empowerment 
and bravery, and document the 
implementation of our values in 
our daily work life in our yearly 
culture book.

SCHIFFNER: How are you 
working with retailers to meet 
their customers’ needs and un-

lock the potential of consumer 
health care?

DICKERSON: We are in con-
stant contact with retailers to 
address the needs of the con-
sumers. In starting this compa-
ny, we decided to let the market 
tell us what it wants instead 
of the other way around. That 
tactic allowed us to provide 
sought-after products to con-
sumers. Additionally, because 
we are the only brand with a 
comprehensive line of ear care 
products, we address the cat-
egory needs of the consumer, 
creating a brand that’s synony-
mous with ear care. 

I partnered very closely with 
several of our retail category 
managers (buyers) and devel-
oped products specifically to 
meet their shoppers’ needs. I 
believe in building long-term 
relationships with buyers so 
that we can all grow together. 
If I make a buyer look good by 
growing their category, I did my 
job. And as a bonus, I’ve made 
some really great friendships 
along the way. 

SCHIFFNER: What is the im-
pact of digital technology on 
the O-T-C business, and how is 
Eosera using those tools to con-
nect with the consumer?

DICKERSON: We are bring-
ing digital technology into our 
product line with the launch 
of Ear View MD later this year. 
Ear View MD allows the user 
to send photos and videos of 
their ear canals straight to their 
doctor for a telehealth diagno-
sis. We believe the explosion 

of telemedicine over the past 
15 months is only going to gain 
traction. We want to empower 
our customers by providing the 
tools they need to communicate 
with their healthcare providers 
for all their ear care needs. 

We use digital advertising 
tools to reach our consumers on 
a number of levels with a num-
ber of intents: brand awareness 
and conversions among the 
highest. This digital advertis-
ing allows younger companies 
like us to compete with older 
brands and gets our name in 
front of consumers looking for 
products like ours. The way 
we approach consumers has 
changed greatly, and staying up 
to date on tactics is imperative. 

SCHIFFNER: What emerg-
ing trends do you see that 
will shape the category go-
ing forward?

DICKERSON: Self-care con-
tinues to be the trend, with the 
addition of a growing telemedi-
cine market to support at-home 
care. We believe these two 
trends put the Eosera product 
line at the center of the market 
needs and will fuel our growth. 
Going forward, we see explo-
sive growth in ear irrigation 
devices. Our new electric ear 
irrigation device, Wax Blaster 
MD PRO, is launching in stores 
and online in May, rinses the ex-
ternal ear canal with the push 
of a button. With a dual-speed 
stream and pulsating clean-
ing technology, Wax Blaster 
MD Pro works well in conjunc-
tion with EarWax MD for heavy 
wax buildup. 

Elyse Dickerson

Three Nose Well products add to the extensive ear care lineup.

‘We are all about 
putting purpose 
before profits.’


