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strategic brand promotion, has created a strong and
ever expanding base of loyal consumers. 

The Original Extra Strong Fisherman’s Friend
lozenges are still formulated exactly as they were
in 1865 with capsicum, liquorice powder, euca-
lyptus and menthol. Each lozenge still takes at
least one week to produce, with every step in the
production cycle checked and double-checked for
consistency and quality under conditions carefully
controlled for temperature and humidity.

The lozenges are no longer produced with a
pestle, mortar and rolling pin as they first were in
the Lofthouse pharmacy. The Fisherman’s Friend
factory is a gleaming pharmaceutical-grade manu-
facturing facility with state-of-the-art mixing,
forming and packaging equipment which produces
millions of packets per day. Skilled technicians and
quality-control personnel use the latest laboratory
techniques to monitor every batch, and make sure
each packet leaves the factory in perfect condition.

Today, Fisherman’s Friend lozenges are avail-
able in a variety of flavours including Cherry,
Lemon, Mint and Apple/Cinnamon. The new
flavours don’t taste as strong as the Original
recipe — but they work just as effectively, and
almost all are sucrose free. As a result, the brand
now has a broader consumer appeal, and more
customers than ever. 

The Fisherman’s Friend packaging is every bit
as unique as the product. The lozenges are sold in
distinctive paper packets which must be torn to
open, and consumers often write and e-mail about
the package. Some comment that the lozenges fall
out of the packet into their pockets and suggest
the product should be sold in a re-sealable con-
tainer. A separate re-usable tin pack is now avail-
able for fans who desire a more permanent home
for their supply of Fisherman’s Friends, but that is
the only solution!

The paper packet is one of the brand’s hallmarks,
and there are no plans to change the long-standing

and successful tradition. The packet is economical
and effective without any excess bells and whistles
. . . a straightforward package for a straightforward,
true-to-its-roots brand! Some lighthearted advice
for those who might prefer a more substantial pack-
age: If a lozenge should fall out into the depths of
your purse or pocket, just consider it a “reserve” for
a sore throat emergency!

RECENT DEVELOPMENTS
The most recent addition to the Fisherman’s
Friend product line in Canada was the launch of
the Cherry Sucrose Free flavour in 2003.
Developed specifically for the Canadian market,
it has been the most successful new flavour intro-
duction in the history of Fisherman’s Friend in
Canada. Cherry Sucrose Free has subsequently
been introduced successfully in other Fisherman’s
Friend markets around the world.

The Cherry flavour was also introduced in a
unique merchandising shelf box which was
designed specifically to fit into front checkout
racks in retail stores, right beside competitive
cough drop products. The new display box is now
also available for the Original Extra Strong vari-
ety so Canadian retailers can capture extra sales
with two top-selling flavours of Fisherman’s
Friend at their front checkouts. 

PROMOTION
Fisherman’s Friend in Canada is supported by a
wide range of brand-building consumer promo-
tion activities. 

Trial generation is a key objective, and con-
sumer trial generation programs continue on a
year-round basis targeting specific consumer
groups including young adults and diabetics who
can benefit from the sucrose-free varieties. Trial
generation activities also target medical and 
pharmacy professionals to ensure they are 
familiar with the product and provide them with
trial-size packets to recommend to their patients
and clients.

Consumer advertising targets heavy cough drop
and lozenge users in the Canadian market. The cur-
rent Canadian TV commercial titled “Dancing

Cherries” is building consumer awareness that the
Cherry flavour is an effective and pleasant tasting
alternative to the Original Extra Strong.

Fisherman’s Friend has also developed a
strong following among professional and amateur
singers, choir members, auctioneers, radio and
TV announcers and all sorts of voice profession-
als. These relationships are nurtured with targeted
promotions and relationship building programs on
an ongoing basis.

To strengthen relationships with Canadian
consumers, Fisherman’s Friend promotion also
includes participation in community events and
the lending of support to numerous charity and
nonprofit organization events throughout the year. 

BRAND VALUES
Fisherman’s Friend has built its reputation as the
best throat lozenge in the world. It consistently
provides superior performance and quality at a
price that is affordable to all. Fisherman’s Friend
respects its consumers and never over-promises . . .
it delivers!

❍ If all the Fisherman’s Friend lozenges sold
in a year were placed end to end, they would
circle the globe two times.

❍ Fisherman’s Friend lozenges are 100 percent
gluten free.

❍ Fisherman’s Friend lozenges are 100 per-
cent peanut and nut free.

❍ Fisherman’s Friend lozenges are 100 percent
vegetarian and do not contain any milk or
egg ingredients.

❍ Fisherman’s Friend lozenges are both Kosher
and Halal approved.

❍ “Sucrose Free” Fisherman’s Friend flavours
can be easily identified by the diagonal
stripes on their packets.

THINGS YOU DIDN’T KNOW ABOUT
FISHERMAN’S FRIEND LOZENGES
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