
Four years ago, Paris-based Biocodex, Inc. introduced  

Florastor to the U.S. – the companies’ first foray into the all 

important marketplace. With no agency, the launch received 

little fanfare and less traction. After our rebranding and  

repositioning, Florastor has grown from $4 million  

to $13 million in three years through professional promotion 

only. The U.S. redesign was so well received that global  

packaging and brand identity were introduced in more  

than 85 international markets.



Florastor, an effective over-the-counter treatment 

for a variety of diarrheas and for the maintenance 

of gastrointestinal health, is the world’s #1 selling 

probiotic – outside of the United States.

Although well-known in more than 90 markets 

worldwide for more than 50 years, this dietary 

supplement had no brand awareness in the U.S. 

Furthermore, awareness of probiotics or their  

beneficial health effects was relatively unknown.  

Until recently the product had little  

focus – targeting pediatricians for antibiotic- 

associated diarrhea and gastroenterologists  

for IBS and IBD. The brand’s limited budget and 

lack of definition resulted in less than $4 million 

in sales after three years.

Biocodex came to Big Arrow for a complete  

re-brand and re-launch of their product for the  

U.S. market. Working in partnership with the  

client, a new brand was created from the  

ground up. It included a brand vision, position, 

brand personality and key messages.  

Specific deliverables included new packaging,  

advertising, convention materials, sales  

materials, case studies, patient materials,  

and new web strategy. Initial sales and  

marketing efforts focused on ‘credentializing’  

the brand among professional audiences  

prior to FDA approval.

In 2009 the brand will launch directly to  

consumers with a combination of traditional,  

and non-traditional media and through large 

retail distribution channels.

FLORASTOR
Redesigning and relaunching a global brand 


