
Profiling the Brightest & Best in Consumer Health

Key Features:
   •  Standout brands evaluated for success factors
   •  Sales performance, with a focus on key markets & categories
   •  Growth drivers ranging from NPD to A+P, e-commerce to use of social media



WOW! Brands Volume 2 digs into the strategy behind the performance of each brand, with
particular attention given to growth drivers ranging from NPD to A+P, e-commerce to use of 
social media. Brands’ sales are evaluated, with a focus on key markets and potential for 
expansion. Weighing the success factors that have led these brands to stand out from the 
competition, the report draws out the key learnings in each case study.
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This collection of individual case studies profiles dynamic, successful and innovative brands 
from across the consumer health world. Detailed profiles dive into the success factors that set 
each brand apart, from marketing strategies to NPD, and evaluate the key lessons to be 
learned.

Featuring 21 WOW! Brands ranging across multiple markets and CHC categories, this report 
includes established brands reinvigorated by launch activity and new marketing campaigns, 
digital-native brands and others embracing a digital strategy, and some of the most exciting 
new launches & switches.

This report also contains a short dedicated chapter focused on WOW! Companies, taking a look 
at the success factors behind a handful of standout growth marketers.

Meanwhile, an Innovation Focus chapter evaluates the state of new product development in 
the CHC industry and rounds up some of the most promising recent launch activity.

Brand profiles cover areas including:



WOW! Brands Volume 2 digs into the strategy behind the performance of each brand, with 
particular attention given to growth drivers ranging from NPD to A+P, e-commerce to use of 
social media. Brands’ sales are evaluated, with a focus on key markets and potential for 
expansion. Weighing the success factors that have led these brands to stand out from the 
competition, the report draws out the key learnings in each case study.

To order your copy of WOW! Brands at a discounted 
price, please contact melissa.lee@NicholasHall.com
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While the majority of BelliWelli’s NPD is focused on flavour innovation, its move into CHC was via 
probiotic and fibre supplements with additional health benefits. Daily Fiber and Probiotics 
Powders, launched in 2024 in Tropical Breeze, Yuzu Mandarin and Cucumber Lime flavours, 
combine fibre for digestive regularity, probiotics to maintain gut flora, electrolytes for hydration 
and collagen for hair, skin & nail health.
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Move into probiotics and fibre supplements marked the company’s 
exit from the food industry, with its biscuit and snack product lines 
officially shuttered in 2025 (see left). The consumer goodwill and 
reputation BelliWelli had built via this initial offering was leveraged 
in support of its move to CHC, maintaining a similar core 
philosophy of pleasant-tasting, convenient digestive health 
products for IBS sufferers while pivoting into the dynamically 
growing gastrointestinals space.

BelliWelli | NPD & Innovation

While powders represent the core of BelliWelli’s business, it also offers 
watermelon flavoured gummies, rolled out in October 2025 exclusively in 
Walmart stores and via the brand’s website.

As well as high-profile ads on TV, marketing activity also includes a growing 
number of partnerships with women-led organisations as part of a strategy 
of “Empowering Legendary Females”. Since 2024 it has partnered with the 
National Women’s Soccer League in the USA and the Wonder Women of 
Wrestling Federation, as part of a commitment to “levelling the playing field 
for women and girls in sports”. As well as these, it has partnered with the Billie 
Jean King Cup women’s tennis event, Professional Women’s Hockey League 
and sponsored female motorsports star Katherine Legge.

Activities included support of college scholarships, as well as branded 
material and interactive events at sports matches, with the wrestling 
partnership particularly notable as the event’s first beauty sponsor. October 2025 
saw a “live activation” in New York where consumers could “give an E.L.F.” by 
nominating causes for the company to make charitable donations to support and 
being rewarded with vouchers for the brand.
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This campaign was followed in 2024 by a second ad for Power Grip Primer at the 
Superbowl, this time “talking directly to the broad community of sports fanatics”, 
featuring actors Joey King and Lucien Laviscount as brand ambassadors and 
focusing on a couple whose families support opposing sports teams. The ad 
subsequently claims that “only Power Grip Primer” can create a bond strong 
enough to overcome sports rivalries. The ad represented a significant shift in 
E.L.F.’s promotional strategy in that rather than focusing on women it was
now “running the full field, speaking directly to every eye, lip, face and
fandom out there”.

E.L.F. | Marketing Highlights
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Eucerin leveraged a TikTok campaign in Chile to launch its Dermopure Serum line, using community-commerce formats 
and creator-led content rather than traditional ads. By focusing on authentic skincare stories, daily-routine 
demonstrations and educational messaging about ingredients, the brand positioned Dermopure for a younger 
audience. The campaign led to an 86% year-on-year sales increase and significant cost savings, 
with cost-per-click ~65% lower than Eucerin’s previous campaigns (according to TikTok for business).
Verónica González, Digital Manager of Eucerin Chile, claimed “One of the most important treats we 
got from the campaign was that we were able to take the brand from the online to the offline world, 
having people ask for “TikTok’s Serum” on the point of sale”.

Eucerin partnered with Epidemic to run a large-scale global influencer campaign using nano- and 
micro-creators to promote key ranges including AtopiControl, UreaRepair PLUS, Dermopure and 
Anti-Pigment. Creators shared personal skin routines and condition-led stories, helping position the brand 
as both credible and relatable. The campaign delivered over 1.1mn impressions in six months, significantly 
boosting brand visibility and supporting wider shift towards social-first, educational-led digital marketing. 

According to company communications, 
Eucerin intends to further expand its 
investment in “social dermatology”, 
including increased use of micro-influencers, 
creator education sessions and campaign 
formats designed specifically for short-form 
video platforms. 

Influencer activity and Key Opinion Leader 
Marketing is used in Malaysia/Singapore to 

reach mature-skin audiences, promoting the 
“Elasticity + Anti-ageing” product line

Eucerin recently partnered with 
Brazilian-South Korean model 
and beauty Youtuber Soyeon

In Egypt, Eucerin Skin Talks is a 
podcast by skin experts to 
educate and raise awareness 
via five different episodes about 
Acne, Pigmentation, Aging, 
Dark Circles and Sunscreen
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