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Private Labels Stick

As more competitors enter the pet category, store
brands are a way for retailers to distinguish themselves

while building customer loyalty.

BY CLAY JACKSON

in May, while not unexpected, sent seismac rum-
blings through the petindustry.

The world's langest online retailer has always “pur-
sued a strategy of cost leadenship, but they've never had
alower-priced pet food than what you can find in-store,”
said Goorge Puro, president of Puro Rescarch Group, a
market research firm in White Plains, NLY. “And now
they do”

However, while Amazoa’s stoady push to seuae mare
ket share in the pet space raises flags for almst overyone
an the industry, the oaline giant is mot the fest to gt into
private branding in the pet sogment, Retailens in overy
channal induding grocery, mass merchandising and drug
stores, as well as pet spedalty, have boen secking 1o at-
tract and secure the boyalty of their pet-owning customers
by offering private labd products.

Now, forced to compete in an incroasingly crowded
market, independent pet speaalty stoees are finding that
they, too, can reap the benefits of offening store brands
that ther customers comse to redy on.

Bill McKee, vice president of private label sales for
Semvmvons Pet Food in Pennsauken, N, said people will
book back in 10 years and think of today as “the golden
age of pravate label .~

Sememonts Pet Food 15 a suppler of private Libd brands
of pet treats, and wet and dry pot foodd; the famaly busi-
ness was founded in 1949 and has an annual reveniae of
S1.5 billson, acconding 10 McKew

“Retasbers have recognized that private Label will hedp
them ... compete in the evalving retail landscape,” McKoe
said. “Private labd provides differentiated products that
drive loyalty and continuaty of purchase. We tell our refail
partnens that we work for their brand ™

Grocery, marss merchandse and online retailers soem
10 be benefiting from the advantages of offening their own
branded products. Private Label dog and cat food and
treats pulled in 11 percent, of arcund $1.6 bllion, of total
US, supermarket, drug outlet and mass merchandiser
sales wn 2017, accordang to a study by the Pavate Label
Manufacturers Assocation and The Nielsen Co,

In the same report, private label pet care produdts,
ncluding cat litter, rawhide chows, flea collars and oth-
er products, accounted for $1.2 billion, or moce than 20
percent, of the $6 billion in pet care purchases made in
US. supermarkets, drug outlets and mass merchandis-
ers last yoar.

Retaslors arc getting into private labed for good reason.
Indicatsons arc that the millennial gencration—a denmwo-
graphic with rapidly growing buying power-s fueling
the growvth of private kb brands,

"Revent research about grocery shopping has shown
that millennials are still looking 10 save moncy withoul

T he launch of Wag, Amazon’s pavate label pet food,

Ay 2018

skimping on quality,” Paro sad,

“Ninety poreont of millernials buy pri-
vate labd o save moncy, and 83 percent
think private Laba i just as good as national brands,” he
addod, citing data from IR1, a Chicago-based market -
scarch firm

McKee, however, added that pet specialty retaslers
with premuum pavate label offerings shoald “not forget
about baby boomers just yet,” as they still have baying
power, but he agreed that mellennials are key in the pri-
vate label trend.

MAKING A DIFFERENCE

Moeanwhibe, as moro brick-and-moetar stores and oaline
retashors onter the pot space, it gets hander foe independent
petspeaalty retashors to differentiate themselves from the
ever-indreasing throng of competitonrs,

Private labd branding is one way for pet retailers to
“maintain refevance,” McKee said.

Samantha Cohen, vendor relations manager and
corporate buyer at Woof Gang Bakery, which has more
than 100 locations in the US,, descnbes the franchise as
“fullscrvice pet stores without the pet<”

Wood Gang; Bakery stores offer fresh-baked treats, dog
food, toys, groomang, day care and vetoninasy services,
but so do other retatlers such as pot retail bebvermoths Pat-
<o and PetSmant,

“1 think the world of pets is always growing, and it's
& huge markelplace now, so every pet store, every inde-
pendent, every online retailer needs o have somwething
1o differentiabe themeclves from cach other,” Cobon sad

Woof Gang Bakery’s private label manufacturing
arm, Woof Gang Bakery Products and Distribution
(WGPD), began distributing its most popular treats as a
store brand in 2014 1n S-ounce rescalable bags. In addi-
tion o premium baked treats, the Woof Gang line now
includes chews, bones, antlers, bully <ticks, body parts
and chicken foct.

“Having a stoee brand provides an extra layer of brand
recognition,” Cohon said,

Each franchise sells national pet food brands and
treats, but incluaded in the footprint of every Woof Gang
Buakery store is an entire wall dovoted exclusavely 1o Woof
Gang private label products,

“You bring back customwers exclusively for your treats
that they can’t get anywhere edse,” Cohen added. “This is
somethang only we can have and areate.”

Like Woof Gang, Jungle Bob's Rephile World, a pet
speaalty store with two locations in New York state, con-
tinues to coment customer loyalty with a store brand, the
Jungle Bob Brand of rephile and aquarium products, ac-
coeding to owner Bob “Jungle Bob™ Smeth.

Sl 75 1o 80 percent of Junglo Bob's shelf space is de-
vobed to naticnal brands.

Tocounteract this dispanty, Jungle Bob's touts its Jun-
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Jungle Bob's Reptile 4
World, 3 herptile-
focused pet store

with two locations
in New York state,
offers 250 SKUs
of its private label
brand, the Jungle
Eob Brand, which
includes reptile and
aquarium products.
wle Bob Brand produdcts
as suponor ankd comparatively priced to
national brands, gives #ts line optimal store placement,
and offers warranties, guarantees and verbal assurances
that store products work as advertised.

The brand consists of 250 SKUs ot of the more than
2,000 that Jurgle Bob’s two stores carry, and indudes
lighting, bedding, backgrounds, decorations, water
bowls, feeding dishes, plastic plants and husbandry sems.

“We wanted to distinguish our stores from the compes
tition, and the brand helped,” Smith said.

One of the things spocialty stores pride themselves on
s twir expertse in canng for the reptiles and amplabians
they sell—and Junghe Bob's & no different.

Every product considered for the Jungle Bob Brand
is testod in-store in live environments, and “if they don’t
perform, they don’t cam the Label,” Smith <aid.

“The value of your name on the product far outwoghs
any percvived losses™ he added. “Having your own
brand diminates companson shopping.”

Another benefit to having a private Labd o that it can
help stores realize produdt-procurement-rdated savings.

WGPD does the manufacturing plus distnbution for
its Woof Gang Bakeries, cutting out the maddleman of the
aquation, leaving greater mangins for franchise owners.

“Because we are buying direct and don’t have a dis
tributor or a meddleman, we get the very best prcing and
are able to mark those prices up,” Cohen said, “We are
cutting out the distnibutor and adding exclusivity,”

Eliminating distabution costs is an addod benefit to
having a private label brand, agroed Machael Prince, na-
tional accounts manager for Rema Foods, a food importer
and pravate label supplier in Englewood Cliffs, NJ.

“Becaase of our nationwide coverage, we . give ne-
tailers the chance to offer high-quality pet items without
struggling with the logistics of expensive distnbution al-
termabives,” Pance said.

PRIVATE LABEL IS NOT FOR EVERYONE
Still, while there ane many benefits to offoring a private
Label brand, Smth said it's not for the faint of heart

“Retailers have recognized that private label will help them ... compete in the evolving retail landscape.
Private label provides differentiated products that drive loyalty and continuity of purchase.”

—Bill McKee of Simmons Pet Food



