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Alcon establishes full portfolio of artificial tears
 FORT WORTH — As the global 

leader in eye care with a heri-
tage spanning more than seven 
decades, Alcon continues to 
offer the broadest portfolio of 
products to enhance sight and 
improve people’s lives.

Julie Assal, director of lens 
care and ocular health innova-
tion at Alcon, is seeing a num-
ber of trends in the category 
for 2022. “We are seeing that 
increased screen use, an aging 
population and environmen-
tal pollution are causing an in-
crease in people suffering from 
symptoms of dry eye.” 

She says the numbers show 
that 80% of the U.S. population 
plan to regularly practice self-
care after the COVID-19 pan-
demic. “With this, even more 
consumers are turning to a 
pharmacist for over-the-counter 
solutions for their eye issues, in-
cluding dry eye. The role of the 

pharmacist and retail staff is 
even more important than ever. 
Asking simple questions to help 
people determine the origin and 
nature of their symptoms might 

help them determine what 
over-the-counter solutions they 
might need.”

Assal adds that for manag-
ing dry eye symptoms, Systane 
is the No. 1 global consumer 
brand of artificial tears. “All 
Systane lubricant eye drops 
have been clinically proven to 
reduce the symptoms of dry 
eye, providing fast, long-lasting 
relief and comfort. Our most 
recently launched product, 
Systane Complete Preserva-

tive-Free Lubricant Eye Drops, 
provides eight-hour symptom 
relief for people who suffer from 
evaporative dry eye, aqueous 
tear-deficient dry eye or mixed 

dry eye, and it comes in a pre-
servative-free bottle.”

She notes that earlier this year 
the company launched Systane 
Complete Preservative-Free 
Lubricant Eye Drops, and the 
product is now available online 
and in retail stores across the 
U.S. With this product launch, 
Alcon now offers a full portfo-
lio of preservative-free artificial 
tears in multidose bottles. “This 
expands Alcon’s footprint in the 
large and fast-growing artificial 

tears category and illustrates 
Alcon’s commitment to helping 
people see brilliantly by making 
dry eye products more acces-
sible to consumers and phar-
macists. We also announced a 

campaign with Kate Walsh that 
will highlight her dry eye jour-
ney and supports the launch of 
Systane Complete Preservative-
Free Lubricant Eye Drops,” she 
concludes.

A campaign backing the Systane launch 
highlights Kate Walsh’s dry eye journey.

Pursuit of home healing drives ‘revitalization’ of ear care
 NEW YORK — The surge of 

consumer behavior toward self-
care is continuing to fuel the 
growth of the ear care market. 
And the increasing conscious-
ness among consumers regard-
ing hygiene and healthy lifestyle 
and their increasing spending 
capacity are also playing a role 
in this expansion. 

“While the ear care market is 
following trends that are gain-
ing popularity across all seg-
ments (natural, self-care prod-
ucts), ear care in particular is 
experiencing a categorical revi-
talization,” says Susan Hanson, 
chief operating officer of The Re-
lief Products (TRP),

She notes that  insightful re-
tailers are reporting an uptick 
in demand for ear care products 
that can help prevent or miti-
gate symptoms. “Consumers 
are now looking to respond pro-
actively when it comes to main-
taining overall health and well-
ness. Furthermore, products 
that allow consumers to forgo a 
doctor’s office visit and heal from 
the comfort of their home are at 
a premium. Conditions that cur-
rently do not have a long-term 
solution, such as tinnitus, are 
a perfect example. Tinnitus, or 
ringing in the ears, affects up to 
50 million Americans annually. 
Add to this that many physi-
cians report an increase in the 
number of tinnitus cases since 
the start of the pandemic, ap-
pearing to be due in large part to 
side effects of COVID-19 treat-
ments. Common reports include 
the development of hearing loss 
and tinnitus after the initial on-
set of symptoms — most often 
days or weeks later. Ring Relief 
by TRP provides a safe and ef-
fective over-the-counter solu-
tion that carries no side effects, 
interactions with other medi-
cations, or contraindications. 
Made with 100% natural active 

ingredients, Ring Relief provides 
much-needed relief from symp-
toms such as ringing, buzzing, 
chirping, pain, discomfort and 
other perceived sounds.

“In the same breath, physi-
cians have also seen an increase 
in the number of earache cases. 
This may be attributed to a com-
bination of cold winter weather 
and coronavirus symptoms, spe-
cifically the Delta variant. Due 
to the respiratory nature of the 
Delta variant, there is greater 
potential for an ear infection or 
earache symptoms to develop. 
One of the company’s best-sell-
ing ear drops, EarAche Relief 
PM, addresses common earache 
symptoms to provide natural 
relief. It also includes several 
added ingredients to address 
sleeplessness, which is com-
mon when dealing with over-
night earache pain and discom-
fort. Adding these ingredients, 
which help the patient achieve 
recuperative rest, is just one ex-
ample of how innovative formu-
la development can make O-T-C 
medicine both more effective 
and appealing to consumers.”

Hanson says that since the 
start of the COVID-19 pandemic 
in late 2019, the trend toward 
self-care has driven the behav-
ior of consumers. Everything 
from the products they use to 

the food they put in their body 
is under a microscope. This re-
birth of self-care is also creat-
ing demand for new, innovative 
products that add value to the 
growing eye care and ear care 
segments on retail shelves. 
Furthermore, consumer de-
pendence on O-T-C offerings to 
supplement or replace doctor 
office visits continues on an up-
ward trend, adding to the belief 
that self-care is here to stay — 
pandemic or not. “Consumers 
are looking to put their health 
in their own hands and are de-
termined to do so using natural 
products, sans harsh chemi-
cals or added ingredients,” 
says Hanson. “The impact of 
COVID-19 coupled with a new 
generation of health-conscious 
consumers who posses greater 
knowledge and understand-
ing of their health and wellness 
needs has created high demand 
for natural O-T-C products, es-
pecially homeopathics.”

She points out that TRP is an 
industry-leading provider of 
U.S.-produced natural ear care 
products to the consumer mar-
ket. Many key attributes of the 
company’s brand closely align 
with current market trends. 
“Foremost, all TRP products 
are made using 100% natural 
active ingredients. As a result, 

our homeopathic remedies have 
no known side effects, interac-
tions with other medications or 
contraindications. In 2021, the 
natural and wellness products 
market saw 12.5% growth (ac-
cording to New Hope Network) 
as consumers continued to 
make their preference for natu-
ral products known. TRP is po-
sitioned to meet this demand 
and fulfill its mission of helping 
as many people as possible ‘stay 
healthy,’ naturally by offering 
products that address common 
acute and chronic health condi-
tions. These natural solutions 
help eliminate daily health is-
sues that prevent healthy living 
— many of which lack effective 
traditional medical treatment. 
By developing natural formula-
tions that target honestly de-
fined, unmet customer needs, 
The Relief Products provides 
affordable and accessible treat-
ment options for customers,” 
Hanson concludes.

“We are seeing a push for elec-
tronic devices that give consum-
ers more tools to take care of 
their ears. Our device, Eosera’s 
Ear View MD, is a smart, Wi-Fi 
ear camera or otoscope that con-
nects to a phone or tablet. Our 
Ear View MD customers can 
send pictures of their ear canal 
to doctors, other medical profes-
sionals and even their friends,” 
says Elyse Dickerson, chief ex-
ecutive officer of Eosera.

“There is also an increased 
interest in ear care on popular 
social media sites, like TikTok, 
where ear cleaning videos are 
also going viral as clinics and 
consumers video their ear clean-
ings and sharing that oddly 
satisfying footage of cleaning 
out someone’s ears. Gross, but 
cool,” she adds. 

Dickerson notes some recent 
changes in the drug channel. 
“We are seeing a greater num-

ber of first-time ear care con-
sumers shopping this category. 
At Eosera we are seeing a sharp 
increase in market share in the 
retailers where our products are 
on the shelf. Many of our con-
sumers are new to the ear care 
aisle. Eosera is thrilled about 
the growth and demand for ef-
fective products. A particularly 
hot item at the moment is our 
Wax Blaster MD, an O-T-C ear ir-
rigation or cleaning device that 
pumps water to irrigate the ear 
canal for routine cleanings.” 

She points out that consum-
ers are looking more at self-care 
solutions, especially during 
COVID, because they under-
stand they’re their own best 
advocate. “Consumers un-
derstand that they need to be 
proactive with their health in-
stead of reactive. Ears are just 
now getting the attention that 
they deserve. We see consum-
ers, especially in the 25-to-40 
age bracket starting to include 
ear treatment and cleaning as 
a part of their normal, personal 
care routine, alongside other 
daily care routines like flossing 
and skin care. Using products 
like Wax Blaster MD to help 
keep up routine ear hygiene is a 
great way to practice self-care. 
Of course, it’s always important 
to see a medical professional 
if needed.” 

She notes that the company’s 
products help consumers care 
for their ears in the comfort of 
their home, providing relief from 
a number of symptoms like ear 
wax impaction, ear itch and ear 
pain, along with ear hygiene. 
“Using our products, like Ear-
Wax MD — the only clinically 
proven earwax removal product 
on the market backed by sci-
ence — is helping consumers 
unclog their ears at home with-
out the cost and time of a physi-
cian visit .”  

TRP’s EarAche Relief PM and Ear View MD from Eosera
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