Private Labels:

Branding And Marketing Opportunities

oy, | Cober brought light 1o the end of
| i the unmel for LS. retailers, with
% )| sales ripping up a sumeising 7.1
—  per cenl. the biggest increase in
alrwiwst 10 yeurs of recond-keeping. Reporls
showed discount retailers lead the way,
reflocting consumer interesi by cosl savings.
A noresaly, private label line
siles are imiproving in ot e
LS. and Canupdian home
improvement morkers,

Priviate kel proud-
uits = also ealbed svan-
label or stone brunds -
are rapldly stealing
markel share from
national brands, This is
parily due ioihe pricing
of private label producis.
They are wsually priced
well below npational
brunids,

Own-labels offer the
oppEiunity for increasal
mark-up over natlonal
hrands as well ps sig-

know we will stand behind thu produet
They see the emplovess weanng the shirts
and the Ace signs and that builds conli-
dence.”

Awe's priviibe label siralegy is o have the
guality of the product to be oqual toor better
than the national Brand, bl sold at o dis-
counl. The price will encourge consumers
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prosduces that leave the store ulso acts us
pdvermisimg. “When the consumer takes
the product home and puis their Ace
Furh:gu can al [he end ol the sireed, s
like a billboard re-enforcing the brand, Yo
Enow iy :r:.'hul} drmving by on the street
will see "
RENNA (s also using private labels lor
marketing purposcs. “We will be
mirodacing RONA pri-
vale brand producis in
the RKONA Laonsing.
ROMA Home and Gar-
den i Ontario, BOYNA
Cashway, Revy, and
Revelsioke storgs
even if they (dom™i
e  [he RONA
namel,” says Heorl
Drow., chowrmuom of
the boand at ROMNA
Ine, “The RONA
privaie bramd prod-
ucls in those sfores
ard ihe way o ko
doce RIINA prada-

niflcant marketing ally - all the way

-l-l'rrumuniliufq. o the wesl
“i{Private labels coasd,”

afe) an  importan ROMA cumeni-

compoanent of olr |:|| wllers 1,50H)

branding,” savs Roah acilve privaie

Ciillims, manuging dinec-
tor ol Auce Hordware Cana-
da Lad. The Ace branad uses ils own name
for s private labed lines. “We believe b is
irpsoriant o hove the mame of the store

and 1the brand in syne,
“Consumers feel more comfortuble if
they recognise the name on the packige.

b ey the produst and, hopelully, realize it
quality amd retum b bay il agein, Aoe cur-
rently offers abuid 1,000 KL of private

When they walk imic am Ace sbore and they
see the Ace Dot Tape or Ace Paint, they

The Trend Continues

= | aints, paint sundries, insulation, and tool accessories are some of
{ tll_,.f:. the best selling private label products. Currently store brands
[ 8 account for roughly one-fifth of revenues in the US, (including |
- other industries as the supermarkets). In the Netherlands and
scandinavia, private label contributes one-third of retail revenues,

With the current economic trends, analysts anticipate their popularity |
will comtinue to increase. With retailers reducing inventony mix due to con-
tinuing industry consolidation, proprietary products will see even more
attention.

Private label goods were once limited to opening price-point products |
with no-frill presentations and packaging. As they become a larger per-

centage of revenues, higher end pr will come to the market using | |

‘good-better-best’ set-ups. ol

Inbel products in Canasla,
Collins says having the Ace name on
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brand Tlrlnllllll;lh
The company is
rr..-Einm.: [TERITETS
by removing
prm.lul;h thai
don’t work
privide labels but plans io expand the line in
the Tutire. ROMNA will be giving the respuoi-
sthility s o private bramd specialisg as
opposed to having each calepory manager
deal with his oW line,

TruSery Canmils Cooperative lne. car-
ries almost GlK) own-lnbel SKLUs, Privade
lubels “allows TruSery o somehow differ-
entinte itsell from others.” suys Leo Char-
rere. chiel operitiig oflicer. “The product
s exglusive fo you, so il someone hikes the
product. thet they will hopelully continue
o vilsil your stog for those '|1r|1-|.1u|.'|'l. ard
other products, It helps you ereme a rela-
tionship with the customer.”

Every retuiler lkas is own definitien of
whal that relstionship should be, Tim=-HBR
Mun siores strive to odlier “building suppdy
sclations™ b their cusiomens, The privade
lubsel prosgram is o bg pan of s branding
initintive. "1 really does fall ino the line of
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everything we do os o positive complemest
1o (our Tim-BR Mort branding program),”
says Toom Srnlih, president, AWARD Wiale-
sale and Retail Disimibutors Ll AWARID i«
the co-operative baying group for Tim-BR
Mart stores and independents such as
Chester Dawe stines in Atlagithe Canada,

*We're very proad of our privaie lnbel
procliscts, I's taking ofT like a bouse on e
Tim-BR Mart presents its labels o a quality
vel affordohle fime. It has mone than 300
SKUs and is im the process of lnanching a
heasid doal lime with more than 70 SKL,

Smith plso feels the most imponant
ihiig abow private labels {5 re-buy, “10% all
about o premivm, guabity product thal pes-
ple use, and wse, and use again”

Deanve Worton, national marketing mean-
ager with Castle Building Centres Group
L., says it"s also impaosriznt that the prodect
i complimentary 1o manafociurers. “Take
paint as on exmmple.” he says, “We produce
a ridd-lng padnt product, b it's deskgned 1o
be sold with the mational brand. The store
can ipsell a custamer tnio the natbonal brand
product.”

Castle's private label sirsegy &5 10 have
enmigh proglucts it can fenture inoretail fy-
ers 30 il can promole priviite brands that ane
of comparable quality 0 natipnal brand

s, Casile eurrently offers almoss 3K
ovwm-labe] SKLUs, It only chooses products
that are commuonly found al a majority of its

boaghl oar own manufacturng facility for
paint amd honse products such as coulliing,
polishes, cleaming products, and lemilizers,”
says Pawl Straws, vice-president and chief
exccilive offieer. “This means we nol oaly
develop the products, we plso manafoctare
them. 'We have Tull contred over develop-
ment and quality, 11 alko means we ofler
ihese products o oar dealers ai greater cost

savings, Profits firom the sale of these prod-
ucts go right back imo product developmem
amd marketing to further benefit our deal-
&,

Hiome has offersd exclusive private label
prodducts to its dealers almost since its
beginnings in 1964, In has o vanigty of house
brands developed by product managers who
work with vendors.

anufacturers want to sell
their products, with or
without their name on the

*1 think labeling) is bene-
ficial for umyhndy. including the
consumer,” ur Marina Kovrig, vice-
president of development and
external affairs at Recochem Inc.
“For a manufacturer to establish a
national brand in Canada would
cost a lot of money. The retailer can
use the store name as the brand and
advertise in flyers it already puts
out. The cost of promoting the prod-
ucts is less and we can mp the
prices down for

Manufacturers Benefit From
Private Labels Too

have the consumers’ confidence.
That way the consumer who doesn't
know us feels assured that she is
ting a good product and the ber
doesn‘t have to worry about legal
compliance or anything else.”
Kovrig doesn't mind not having
the Hnmdmh nm;:‘m all products.
“As a5 we ‘t regquests:
o
it starts to be known as |
or poor quality, there is no downside
to the consumer. It means we don't
get consumer recognition, but that
doesn’t matier because the con-
sumer isn't our customer anyway -
the retailer is.*

spores, The product has to appeal o con- For private la mnkau;  In some cases, retailers will use

suriers when promoted and lend tsell s a Euuhmnﬁlnwh'ﬂhhidm:. Recochem’s products as the national

private label product. paint thinners, mtmthnmhnu. brand, with its house brand as the dis-
Own-lnbels can alw offer higher mor- | | and paint sundry solvents, count. “Sometimes consumers find

gins, "The strulegy is o boy it ab o better "We offer the formulation, the | outand think thisis

price than a nationally branded product so | | research, and all the regulatory com- nfmmnn'smmqum

there is an opportunity W cam o betier mar- pliance, " says Kovrig. “Then we offer that is speci-

gin." savs Monon. these products under the house ﬂlrd by 'I:"I-'I rut r, and whatever
Home Hardware Stores Limited ook the | | brand the retailers already | claims are on the label, are met.” o

mistsomn of private labsels ane step fenher, “We
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