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Clinova reveals ambitious
plans for O.R.S globally
Through its digital-first strategy, UK-

based consumer healthcare firm
Clinova believes it can take on the giants of
the global hydration market and transform
its O.R.S product into a “billion dollar”
global consumer brand.

Speaking to OTC bulletin, Clinova’s
co-founder Arsalan Karim revealed how
the firm’s innovative combination of data-
driven intelligence, digital marketing and
e-commerce would enable it to attract con-
sumers across the world to its O.R.S hydra-
tion brand, away from competitors such as
Dioralyte and Lucozade.

Central to this strategy was the associa-
tion of O.R.S with sports teams and individ-
uals on the cusp of success, which, Karim
explained, Clinova identified using sophisti-
cated computer algorithms.

While such commercial partnerships
raised awareness of O.R.S among sports fans,
Karim continued, the firm would connect
with health-conscious consumers through
digital marketing and value-adding services
such as the firm’s digital healthcare app Caidr.

By working with e-commerce retailers
like Amazon, Clinova ensured that once
consumers were aware of O.R.S, they could
easily and quickly purchase the product
without having to go to pharmacies or other
bricks-and-mortar retailers.

This three-pronged strategy would en-
able the company to take a significant piece
of the “rapidly expanding” global hydration
market, Karim insisted, which the firm esti-
mated was currently worth around £10 bil-
lion (€11.4 billion).

Although O.R.S faced stiff competition
from existing global ‘mega-brands’ – such
as Lucozade, which currently commanded
just under 50% of the market – Karim in-
sisted that the company was prepared to
“fight with them”, starting by attracting
consumers who wanted “more clinical and
natural alternatives”.

This strategy had already had some suc-
cess in the UK, where the firm’s sports part-
nerships had helped grow O.R.S since its
launch in 2011, he explained.

Clinova’s sports analysis algorithms had,
Karim said, predicted the unlikely success
of Leicester City football club, which, af-
ter agreeing to partner with O.R.S for the

2015/16 season, went on to win the English
Premier League that year.

Following its success in the UK, Clinova
had been scaling up globally its strategy for
O.R.S, Karim noted, with launches in South
America, Portugal, Mexico, Italy, and Nigeria.

Last year, consumers in Asia also gained
access to O.R.S (OTC bulletin, 7 April
2017, page 6). Following launches in Hong
Kong and Singapore – where Karim noted
the brand had been “doing really well” –
O.R.S was set to be “launched officially” in
China and South Korea this September.

However, to really take the brand to the
next level, the firm was now, “after three
years of preparation”, ready to begin the
“rollout coast to coast” of O.R.S in the US,
which Karim said he expected to be the
“biggest market in the world for the brand”.

In line with its digital-first strategy, the
firm would be partnering with amazon.com,
Karim explained, whose growing Amazon
Prime service would help connect O.R.S to
millions of new consumers in the country.

While Amazon was its main partner
in the US, Karim revealed that the hydra-
tion tablets would also be made available
through community pharmacy in the state of
California “to see how [the channel] com-
pares” with online.

O.R.S would be marketed “mainly
through digital”, Karim added, as well as
through partnerships with US sports or-
ganisations, including National Basket-
ball League (NBL) and National Football
League (NFL) teams.

In formulating its global expansion strat-
egy, Karim said the firm had been working
closely with UK healthcare consultancy
firm Candesic.

“O.R.S has global market potential,”
argued Joe Taylor, principal at Candesic.
“The convenience of its dissolvable tablets
means that shipping and distribution costs
are minimal in comparison with pre-made
drinks, which is essential in tapping into
emerging markets.”

“Candesic’s research shows that consum-
ers have fallen out of love with once ubiqui-
tous high sugar content drinks,” he added.
“Formulations like O.R.S. that are ‘scien-
tifically balanced’ appeal to an increasingly
health-conscious consumer group.”

Annual Results

International
boosts Weleda
Thanks to the successful implementa-

tion of its internationalisation strategy,
German natural cosmetics and homoeo-
pathic medicines manufacturer and retailer
Weleda posted record sales in 2017.

Reporting sales up by 2.8% to a historical
high of €400 million, Weleda said the com-
pany’s focus on growing its international
markets – outside its base of Germany, Aus-
tria and Switzerland (DACH) – had yielded
results, with good performances achieved
in numerous countries, particularly across
South America.

“Last year, for the first time, the company
generated total sales of over €400 million,”
Weleda commented. “The geographically
well-distributed growth [during the year]
shows that our internationalisation strategy
is working.”

“The intentional strengthening of regions
outside DACH is progressing well,” it added.
“In natural cosmetics, for example, Weleda
generated more than 80% of its growth out-
side these German-speaking countries.”

Turnover at Weleda’s Natural Cosmetics
division increased by 4.1% to €292 million in
the 12 months, thanks to a 7.4% jump in sales
in numerous international markets.

Turning to the firm’s Pharmaceuticals
division, Weleda reported sales down
by 0.5% to €109 million in 2017, due to
a 2.7% decline in turnover in the firm’s
DACH region.

On a more positive note, Pharmaceuticals’
performance had been boosted, Weleda said,
by a 29% rise in sales in South America.

Looking to coming 12 months, Weleda
said it would seek to “further expand” its
footprint in markets outside Europe in the
coming year, as well as invest in research
and development (R&D) to create new ho-
meopathic and cosmetic products.

The firm revealed it would also be im-
plementing a “new leadership style” based
on “co-operation” and planned to introduce
“agile management methods”.

“Leadership is too important to leave to
executives alone,” the company explained.
“In addition to achieving added value and
better risk management in an increasingly
complex and fast-paced environment, the
new style of leadership will help Weleda’s
realise its aim of shaping the company into a
place for human development.”
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