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EXECUTIVE SUMMARY  
 
How powerful is a brand name?  Is it strong enough to cross borders?   To cross 
oceans?  To cross categories?  Is a brand name strong enough to sell a related product 
or even sell an unrelated product?  
 
The concept of “branding” a product began as early as the sixteenth century when 
tavern owners realized that to create repeat purchases of their products, it was important 
to link consumers to their brand.  By burning their name onto their barrels (actually 
“branding” the package), these tavern owners distinguished their product from cheaper 
imitations and created a mechanism that would set their product apart in the minds of 
the consumer.   
 
From this early definition, marketers have made the art of branding an integral part of a 
brand’s evolution.  The intent of this study is to take a look at that evolution and to focus 
on those global brands that have evolved beyond their original product categories, 
launching successful product entries in both multiple categories and countries.  These 
are the Global Mega Brand Franchises we will focus on in our study.  
   
In compiling this report, ACNielsen researched over 200 consumer packaged goods 
(CPG) brands from more than 50 global manufacturers.  To be classified as a Global 
Mega Brand Franchise the criteria were as follows: 
 

⇒ In order to be a “mega brand franchise”, a brand had to have products that were 
marketed under the same brand name in at least three different categories 
(based on ACNielsen’s category definitions).   

 
⇒ To be a Global Mega Brand Franchise, a brand had to meet the brand franchise 

criteria above in at least three of the five geographical regions. In addition, the 
brand had to be sold in at least 15 of the 50 countries studied.  

 
It is important to note that a brand was only considered to be in a category if three or 
more countries identified it as being so.  (e.g., If Brand X was in the Cheese category in 
only one country, Cheese was not counted in the total number of categories in which the 
brand was present.)  
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Key Findings 
 
Over Sixty Global Mega Brand Franchises Identified  
…The Majority Are in Personal Care Categories 
 
Within the consumer-packaged goods categories measured, there were 62 brands that 
met the Global Mega Brand Franchise criteria.  One key finding of the study is that there 
are more Global Mega Brand Franchises in Personal Care than in Food, Beverages & 
Confectionery. Over 50 percent of the 62 Global Mega Brand Franchises were found 
within the Personal Care & Cosmetics categories…32 brands from 12 manufacturers.   
 
Food, Beverages & Confectionery manufacturers ranked second with 23 of the 62 
brand franchises.  Seventeen manufacturers marketed these 23 brands.  Interestingly, 
15 of the 23 brand franchises on the list were based on some derivative of the 
manufacturer’s current corporate name. 
 
There were only three Home Care brands on the list. In both Health Care and Pet Care 
there was only one brand franchise identified. 
  
Although most manufacturers focused their brand franchises within one of the five 
product areas (Personal Care & Cosmetics; Food, Beverages & Confectionery; Home 
Care; Health Care and Pet Care), two additional brand franchises qualified based on 
categories that were in different segments (Gerber and Ivory).  
 
Nivea and Nestlé Brands Are in the Most Categories 
 
Beiersdorf’s Nivea brand ranges across 19 different Personal Care & Cosmetics 
categories. Similarly, the Nestlé brand includes products in 17 different Food, Beverages 
& Confectionery categories.  
 
Few Brands Were Available in Every Country 
 
Only nine of the 62 Global Mega Brand Franchises were found to be available in every 
one of the 50 countries included in the study. Through ACNielsen’s local teams, Nivea, 
L’Oreal, Revlon, Nestle, Dove, Lipton, Pond’s, Gillette and Oral B were identified as 
present in every country. 
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Four Manufacturers Stand Out With Multiple Global Brand Franchises  
 
Of the more than 50 global manufacturers studied, L’Oréal, (with four brand franchises), 
Johnson & Johnson, (with five brand franchises), and Unilever and Procter & Gamble 
(with six franchises each) were the manufacturers with the most Global Mega Brand 
Franchises.  Within their marketing portfolios, these four manufacturers have extensively 
developed their key brands across both categories and countries.   
 
Six Manufacturers Have Brand Franchises in Multiple Areas 
 
Only six of the 32 manufacturers with Global Mega Brand Franchises had brand 
franchises in more than one product area. 
 

⇒ Unilever was found to have four brand franchises within Personal Care, as well as 
two in Food, Beverages & Confectionery. 

 

⇒ Colgate-Palmolive was found to have a brand franchise within each area of Home 
Care and Personal Care.  In addition, Palmolive branded products were found in 
both Home Care and Personal Care.  

 

⇒ Nestlé had two brand franchises within Food, Beverages & Confectionery and 
another within Pet Care. 

 

⇒ Procter & Gamble had five brand franchises within Personal Care. In addition, as 
mentioned above, one of their brand franchises (Ivory) had products in both Personal 
Care and Home Care. 

 

⇒ Sara Lee was found to have a brand franchise within Personal Care and another 
within Food, Beverages & Confectionery 

 

⇒ Novartis had only one brand franchise but, as mentioned above, the Gerber brand 
name was seen within Personal Care, Food, Beverages & Confectionery and Health 
Care. 
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GLOBAL MEGA BRAND FRANCHISES 

 
BARILLA 
ALIMENTARE  

Barilla FBC  KAO Bioré 
Jergens 

PCC 
PCC 

BAYER Alka Seltzer Health  KELLOGG Kellogg’s FBC 
BEIERSDORF Eucerin 

Nivea 
PCC 
PCC 

 KRAFT FOODS Kraft 
Nabisco 

FBC 
FBC 

CADBURY 
SCHWEPPES 

Cadbury's FBC  L'ORÉAL Garnier 
L'Oréal 
Maybelline 
Vichy 

PCC 
PCC 
PCC 
PCC 

CLOROX Clorox Home  MARS  Mars 
Milky Way 
Uncle Ben’s 

FBC 
FBC 
FBC 

COLGATE-
PALMOLIVE 

Ajax 
Colgate 
Palmolive 

Home 
PCC 
PCC, Home 

 MCCAIN 
FOODS 

McCain FBC 

DANONE Danone FBC  NESTLÉ Maggi 
Nestlé 
Purina 

FBC 
FBC 
Pet 

DEL MONTE 
FOODS 

Del Monte 
S&W 

FBC 
FBC 

 NOVARTIS Gerber PCC, FBC, Health 

DOLE FOODS Dole FBC  PARMALAT Parmalat FBC 
GENERAL 
MILLS 

Old El Paso FBC  PROCTER & 
GAMBLE 

Clairol 
Cover Girl 
Ivory 
Max Factor 
Olay 
Old Spice 

PCC 
PCC 
PCC, Home 
PCC 
PCC 
PCC 

GILLETTE Gillette 
Oral B 

PCC 
PCC 

 REVLON Revlon PCC 

GLAXO 
SMITHKLINE 

Aquafresh 
Oxy 
Sensodyne 

PCC 
PCC 
PCC 

 SARA LEE Sanex 
Sara Lee 

PCC 
FBC 

HENKEL Fa PCC  S.C. JOHNSON Pledge Home 
HERSHEY 
FOODS 

Hershey FBC  UNILEVER  Dove 
Knorr 
Lipton 
Lux 
Pond's 
Vaseline 

PCC 
FBC 
FBC 
PCC 
PCC 
PCC 

H.J. HEINZ Heinz FBC  WEIGHT 
WATCHERS 

Weight 
Watchers 

FBC 

JOHNSON & 
JOHNSON 

Clean & Clear 
Johnson's 
Neutrogena 
Reach 
Roc 

PCC 
PCC 
PCC 
PCC 
PCC 

    

 
Key:  PCC = Personal Care & Cosmetics, FBC = Food, Beverages & Confectionery 

Home = Home Care,   Health = Health Care   Pet = Pet Care
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Twenty-Three Global Mega Brand Franchises within 
Food, Beverages & Confectionery 
 
Of the 85 Food, Beverages & Confectionery brands studied only, 23 were identified as 
Global Mega Brand Franchises. As with Personal Care, although many brands were 
found to be available globally and had experienced expansion into additional categories, 
only the 23 brands highlighted below were seen to have the full category breadth across 
three or more regions. 
 

  Brand Presence 
 

Brand Owner 
 

Brand Franchise 
Number of 
Regions 
(out of 5) 

Number of 
Countries 
(out of 50) 

Number of 
Categories* 

NESTLÉ Nestlé 5 50 17
PARMALAT FINANZIARIA Parmalat 5 32 12
WEIGHT WATCHERS Weight Watchers 4 18 12
H.J HEINZ Heinz 5 48 11
KRAFT FOODS** Kraft 5 44 8
MCCAIN FOODS McCain 5 30 7
UNILEVER  Lipton 5 50 6
UNILEVER  Knorr 5 49 6
CADBURY SCHWEPPES  Cadbury's 5 48 6
KRAFT FOODS** Nabisco 5 37 6
HERSHEY FOODS Hershey 5 31 6
GENERAL MILLS Old El Paso 5 29 6
MARS  Mars 5 48 5
NESTLÉ Maggi 5 47 5
MARS  Milky Way 5 46 5
BARILLA ALIMENTARE  Barilla 5 41 5
DEL MONTE FOODS Del Monte 5 39 5
MARS  Uncle Ben’s 5 37 5
SARA LEE Sara Lee 5 24 5
DANONE Danone 5 46 4
DOLE FOODS Dole 5 33 4
KELLOGG Kellogg’s 5 47 3
DEL MONTE S&W 5 16 3
 
*Includes only those categories active in three or more countries  
**Member of the Altria Group 
 
Seventeen manufacturers own these 23 Global Mega Brand Franchises. Mars owns 
three brands while Nestlé, Unilever, Kraft Foods and Del Monte each have two Food, 
Beverages & Confectionery brand franchises. 
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Use of the corporate name can be seen even more strongly within this product area. 
Fifteen of the 23 brand franchises are derivatives of the manufacturer’s corporate name.  
If considering original brand owner corporate names prior to acquisitions, this figure 
would have been even greater. Since consumer trust and recognition of a corporate 
name is often strong, a number of manufacturers have taken the opportunity to extend 
their name across a wide range of products. The Nestlé and Parmalat brand franchises, 
for example, have been developed based on the consumers’ trust in the company name 
and, hence, in the brand franchise that bears their name.  
 
The Nestlé brand name, for example, is now seen on a huge range of products including 
baby formula, cocoa drinks, dairy based drinks, water, chocolate, cereals, milk products, 
desserts and ice cream. In fact, even when acquisitions have brought new brand names 
into the corporate portfolio, e.g., Carnation and Rowntree, Nestlé has added the 
corporate umbrella name to the brand.  Our study found the Nestlé name to be used 
across 17 product categories and available in every country studied. 
 
The Parmalat brand name, although many may link to dairy products, has also been 
extended far beyond to include bread, desserts, sauces, crackers, biscuits, vegetables 
and juices. Another Italian company, Barilla, has also extended the brand that bears 
their corporate name, from the original dry pasta to a number of related categories. 
 
With complex consumer lifestyle needs across the global marketplace, manufacturers 
have responded by introducing brand franchises that often create an image all their own. 
With the Weight Watchers name, Heinz, and many other licensees, have established a 
food portfolio that addresses the lifestyle needs that people around the world have for 
products that help them control their weight.  Originating from the weight loss clubs 
under the same name, Weight Watchers now includes a variety of beverages and food 
including bread, cakes, cheese, desserts, dressings & sauces, pizza, ice-cream, ready 
meals and soup. 
 
As with Weight Watchers, many marketers are now extending the reach of their brand 
franchises by licensing their brand to other manufacturers or distributors.  Although the 
franchising or licensing of branded products has long been used to extend a brand’s 
geographical reach, it is now being used to create larger brand franchises across 
product areas that go beyond the expertise of the brand owner. One of the earliest 
success stories in this area is the licensing program of the Sunkist brand. Sunkist began 
licensing its trademark for fruit-based products in the mid 1950's. Although it does not 
qualify as a Global Mega Brand Franchise, based on the criteria in this study, the 
Sunkist brand franchise now encompasses numerous categories including fruit juices & 
drinks, healthy snacks, baking aids, sugar/candy, vitamins, frozen novelties and 
dressings. 
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Looking at the Food, Beverages & Confectionery results by region, no single brand 
franchise showed activity in exactly the same number of categories in every region. The 
variations, however, were minimal with a few exceptions. 
 
Weight Watchers, found in 18 different Food, Beverages & Confectionery categories in 
North America, was found in seven or less categories in Asia, Europe and Latin 
America. In the Emerging Markets, although the Weight Watchers clubs are available in 
some countries, food products branded with this name were not found in stores in this 
region. 
 
Kraft Foods’ Nabisco and Kraft brands and Hershey’s Hershey brand were again all 
found to be far more developed in North America than in any other region. Each of these 
brands was found in over 10 categories in North America but in only two to seven 
categories in the other regions. Similarly, the Canadian company of McCain has 
expanded the McCain brand within North America beyond potato products to include 
pizza, beverages, desserts, waffles and vegetables. Outside of this region the brand is 
still primarily known for potato products. 
 
As with Personal Care (although to a lesser degree), some of the Food, Beverages & 
Confectionery manufacturers use different brand names regionally. One example is 
Danone’s use of the Danone and Lu brand names. Every region reported the Danone 
brand name in both yogurts and drinking yogurts. The Lu brand name is used on sweet 
biscuits in most regions, however in Asia Pacific, the corporate name of Danone, rather 
than the Lu name, is also on this type of product. 
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Limited Global Mega Brand Franchises Found within 
Home Care 
 
Having investigated 12 global brands within Home Care, we identified only three brands 
that were active in at least three categories in three or more regions. 

  Brand Presence 
 

Brand Owner 
 

Brand Franchise 
Number of 
Regions 
(out of 5) 

Number of 
Countries 
(out of 50) 

Number of 
Categories* 

 
CLOROX Clorox 5 29 5 
COLGATE-PALMOLIVE Ajax 5 45 3 
S.C. JOHNSON Pledge 5 29 3 
 
*Includes only those categories where the brand is present in three or more countries 
 
Ajax was found to be active in a variety of home care categories including hand 
dishwashing, household cleaners and laundry care in Asia, North America, Europe and 
Latin America. 
 
The Clorox brand, bearing the corporate name, started as a liquid bleach product. Since 
its conception in 1913, further products have been developed extending the brand name 
into household cleaning products, disinfectant wipes, laundry care and toilet care. 
 
S.C. Johnson’s Pledge name was first used on a range of furniture polishes and was 
later extended to launch wood floor cleaning products. Further expansion took the 
Pledge name into household hardware with the development of sweepers, dusters and 
cleaning mitts. Another observation was made about S.C. Johnson products. Although 
S.C. Johnson has very distinct brand names, such as Pledge, their advertising builds on 
their company name. Each S.C. Johnson product has the ‘S.C. Johnson A Family 
Company’ tag line on their labeling. 
 
Later in this report you will note that Palmolive and Ivory are also identified as Global 
Mega Brand Franchises. Each of them has a presence in the Home Care area as well as 
other product areas. 
 
In ACNielsen’s earlier Executive News Report, Reaching the Billion Dollar Mark (October 
2001), we identified that manufacturers of home care products have been less active in 
marketing globally under a consistent brand name.  In that report only one home care 
product, Tide, by Procter & Gamble, was large enough within a single home care 
category (laundry detergent) to be identified as a Global Billion Dollar Brand. The reason 
Tide did not make the Global Mega Brand Franchise list is that it focuses on the laundry 
detergent category only and is not used across multiple categories.    
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Global Mega Brand Franchises Within Pet Care and 
Health Care Were Minimal 
 
Although we also collected information on the product areas of Pet Care and Health 
Care, we found the brand expansion practices to be limited. 
 
Pet Care 
 
We identified two global Pet Care brands that were found across multiple categories - 
Purina and Friskies. The Nestlé Purina brand, however, was the only Pet Care brand 
that had both global and category breadth. Purina was found to be in every region (in 35 
of the 50 countries) and in the required three categories (dog food, cat food and pet 
litter).  
 
Health Care 
 
We investigated 18 Health Care brands, many of which were identified as global. Both 
Johnson & Johnson’s Band Aid brand and Bayer’s Alka Seltzer brand were found to be 
in multiple categories. However, only Alka Seltzer has the necessary global reach to be 
included as a Global Mega Brand Franchise.  Alka Seltzer was found to be available in 
every region (31 of the 50 countries). Its products span three Health Care categories 
(digestive remedies, cough/cold and pain care). 
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Looking Across Product Areas 
 
To understand the full scope of some brand names, it has been necessary to review 
them across the borders of Personal Care & Cosmetics, Food, Beverages & 
Confectionery, Home Care and Health Care. 
 
As well as the Palmolive brand, which crosses Personal Care & Home Care, two 
additional brand names qualified as Global Mega Brand Franchises when considering 
the number of categories across segments. 
 

  Brand Presence 
 

Brand Owner 
 

Brand Franchise 
Number of 
Regions 
(out of 5) 

Number of 
Countries 
(out of 50) 

Number of 
Categories* 

 
COLGATE-PALMOLIVE Palmolive 5 49 12 
NOVARTIS Gerber 5 28 6 
PROCTER & GAMBLE Ivory 5 20 5 
 
*Includes only those categories where the brand is present in three or more countries 
 
Colgate-Palmolive’s marketing concept around Palmolive…products to benefit and clean 
your skin…was extended to the dishwashing detergent category (benefiting your skin 
while you clean your dishes).  Today, Palmolive incorporates products in Personal Care 
categories such as bath and shower, hand wash, toilet soap, shampoo and deodorant 
as well as in the Home Care categories of auto and hand dishwashing products. 
 
Similarly, the ‘gentle and pure’ attributes of Ivory soap, which underlie easy expansion 
into other Personal Care categories, allowed the brand to be further extended to the care 
of clothes and dishes with the launch of laundry detergents and dishwashing products. 
 
Gerber’s expertise in baby care takes the brand name across Personal Care, Food, 
Beverages & Confectionery and Health Care. Gerber began the linking of their Gerber 
name to babies with their introduction of Gerber baby food in 1928.  Since its early 
introduction, the Gerber line of baby products has expanded beyond baby food to 
feeding accessories, skin care, health care, safety products and even life insurance for 
young children.  Today, Gerber operates a research facility dedicated to infant nutrition 
and its Gerber branded products are distributed in 16 different languages.   
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METHODOLOGY 
 
ACNielsen, the world’s leading marketing information company, provides manufacturers 
and retailers with consumer purchasing information in over 90 countries around the 
world.  Through the use of retail scanning information and local in-store audits 
ACNielsen has an extensive ability to identify consumer and marketing dynamics within 
local markets. In the Global Mega Brand Franchises study, information from 50 of 
ACNielsen’s 90+ countries was included.  These 50 countries represent over 70% of the 
world’s population and 95% of its gross domestic product. 
 
Working with our local ACNielsen teams, we began the Global Mega Brand Franchises 
study by identifying those brands that were both in multiple categories and had a global 
presence.  Over 200 brands were researched during the last half of 2002.  For each 
brand, ACNielsen local teams were asked to identify for their markets those categories 
within which the brands were available. 
 
The study is based on the widest retail coverage available within each country.  
Category and channel coverage by country will differ dependent on the local country’s 
retail measurement service.  It is important to note that brands sold primarily in specialty 
stores (department stores, hardware stores, beauty salons, optical shops, specialty 
pharmacies, etc.) are not included in the study as ACNielsen’s primary global coverage 
is in grocery, mass merchandise and pharmacy outlets.  When information in these 
outlets was not available, when possible, ACNielsen used its local teams to do additional 
store audits to check brand availability 
 
The Criteria for Global Mega Brand Franchises 
 

⇒ In order to be a “mega brand franchise”, a brand had to have products that were 
marketed under the same brand name in at least three different categories 
(based on ACNielsen’s category definitions).   

 
⇒ To be a Global Mega Brand Franchise, a brand had to meet the brand franchise 

criteria above in at least three of the five geographical regions. In addition, the 
brand had to be sold in at least 15 of the 50 countries studied.  

 
It is important to note that a brand was only considered to be in a category if 
three or more countries identified it as being so (e.g., If Brand X was in the 
Cheese category in only one country, Cheese was not counted in the total 
number of categories in which the brand was present.).  
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Countries Included in the Study 
 
Fifty countries covering five geographical regions were included in the study. 
 
Asia Pacific 
 
Australia 
China 
Hong Kong, China 
Indonesia 
Japan 
Korea, Republic (South Korea) 
Malaysia 
New Zealand 
Philippines 
Singapore 
Thailand 
Vietnam 
 
Emerging Markets 
 
Czech Republic 
Egypt, Arab Republic. 
Hungary 
Nigeria 
Poland 
Romania 
Russian Federation 
Saudi Arabia 
Slovakia 
South Africa 
Ukraine 
United Arab Emirates 
 
North America 
 
Canada 
United States 

Western Europe 
 
Austria 
Belgium 
Denmark 
Finland 
France 
Germany 
Great Britain 
Greece 
Ireland 
Israel 
Italy 
Netherlands 
Norway 
Portugal 
Spain 
Sweden 
Switzerland  
Turkey 
 
Latin America 
 
Argentina 
Brazil 
Chile 
Colombia 
Mexico 
Puerto Rico 
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ACNielsen Categories Included 
 
Activity was considered in over 150 categories across five product areas. 
 
Food, Beverages & Confectionery 
 
Food 
 
Baking/ Cooking Aids 
Bread 
Breakfast Style Cereals 
Breakfast Style Pastries 
Butter/ Margarine/ Edible Fats 
Cakes/ Gateaux  
Cheese 
Cooking/ Edible Oils 
Couscous Products 
Dairy/ Milk/ Cream/ Modifiers 
Dessert Sauces 
Desserts 
Dips/ Dressings/ Sauces 
Dough Products (Incl. Pizza) 
Eggs/Egg Substitute 
Fillings/ Pastes/ Spreads - Savory 
Fillings/ Pastes/ Spreads - Sweet 
Fish/ Shellfish/ Seafood 
Fruit/ Nuts 
Herbs/ Spices/ Salt/ Recipe Seasoning 
Ice Cream/ Novelties - Frozen 
Meat/ Poultry/ Game  
Noodles/ Pasta/ Rice - Meal Makers 
Potato Products 
Protein Based Meat Alternatives/ Meal 

Makers 
Ready Meals Complete 
Salads 
Savoury Pastry Based Prepared Foods 
Savoury/ Neutral Biscuits/ Crackers 
Soup/ Bouillon/ Stock 
Sugar/ Sugar Substitutes/ Syrup/ Treacle 
Sweet Pastry/ Dough  
Vegetables/ Salad Vegetables 

Beverages 
 
Alcoholic Mixes/ Coolers 
Beer/ Lager/ Ales 
Cider 
Liqueurs 
Spirits 
Wine 
Cocoa/ Chocolate/ Malted Drinks 
Coffee 
Coffee - Ready To Drink 
Dairy/Soy Based Drinks & Drinking Yogurt 
Dilutables & Concentrates 
Drinks Flavored RTD 
Juices (10% -100%) 
Sports/ Energy Drinks 
Tea 
Tea - Ready To Drink (Incl. Blends) 
Water 
 
Confectionery 
 
Cereal/ Fruit/ Muesli Bars 
Chocolate 
Snacks 
Sports/ Energy 
Sugar/Candy 
Sweet Biscuits  
 
Baby Food & Beverages 
 
Baby Food 
Baby Drinks 
Baby Formula 
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Personal Care & Cosmetics 
 
Personal Care 
 
Bath Additives 
Deodorants - Regular 
Feminine Personal Hygiene 
General Personal Hygiene 
Facial Tissues/Wipes 
Incontinence Products 
Toilet Tissue 
Hair Colorants 
Hair Cleaning/Conditioning 
Hair Styling 
Nursing 
Breath Fresheners 
Dental Floss/ Tape 
Denture Care 
Mouthwash/ Oral Rinses/ Oral Rinse 

Antiseptics 
Tooth Cleaning 
Toothbrushes 
Cleansing - Bath/Shower 
Specialist Cleansing - Hand 
Toilet Soap 
Razors 
Shaving Bars/Cream/Foam/Gel  
Depilatories/Depilatory Aids 
Facial/ Body Hair Bleaching/ Lightening 

Products - Female 

After Shave/Pre Shave 
Pre Shave Products - Female 
Facial Cleansing & Toning 
Lip Moisturizers 
Skin Moisturizers - Face 
Skin Moisturizers - Body 
Talcum Powder 
Skin Medicated Cleaning & Specialist 

Applications & Aids 
Skin Tanning 
Baby Feeding Accessories 
Baby Grooming 
Baby Changing Mats - Disposable 
Baby Diapers 
Baby Moist Wipes 
 
 
Cosmetics 
 
Eye Cosmetics 
Face Cosmetics 
Fragrances/ Cologne 
Hair Cosmetics 
Lip Cosmetics 
Nail Care 
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Health Care 
 
Bladder & Genitals 
Calming & Sleeping 
Circulatory System Products 
Cough Cold & Other Respiratory 

Remedies 
Diagnostic Tests 
Dietary Aids 
Digestive & Other Intestinal Remedies 
Ear Care 
Eye Care 

First Aid  
Foot Care/ Hygiene 
Habit Treatment 
Mouth Care 
Pain Relief 
Skin Treatments/ Dermatology 
Insect Repellents 
Travel Sickness 
Vitamins, Minerals & Nutritional 

Supplements 
 
 
Home Care 
 
Auto Dish Detergent 
Hand Dish Detergent 
Fresheners/ Deodorizers 
Bleach/Amonia 
Household Cleaners 
De-Scalers 
Disinfectants 
Drain Pipe Openers 
Septic Tank Treatments  
Household Polishes/ Treatments  

Insect Control 
Laundry 
Pest Control 
Shoe Care 
Toilet Care 
Batteries/ Chargers 
Household Hardware 
Disposable Cookware 
Disposable Tableware 

 
 
Pet Care 
 
Bird Food 
Cat Food 
Combined Cat/ Dog Food 
Dog Food 
Fish Food 
Horse Food 

Rabbit/ Rodent Food 
Reptile Food 
Pet Flea/ Tick/ Worming Products 
Pet Hygiene & Grooming 
Pet Litter & Litter Accessories 
Pet Nutrition & Medicine 

 
 
For more information on the methodology used in compiling this study, please contact 
your local ACNielsen Global Services or Client Services representative.   
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