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A Dog’s Doggy Bag

Products for on-the-go feeding and
watering center on convenience.

By Wendy Bedwell-Wilson
hether on a long hike in
Wthe woods, a three-day
weekend at the beach or a
cross-country road trip, a dog has
to eat and drink. A growing cate-
gory of products designed for
dishing out food and water on the
go makes the job easy and con-
venient for pet owners—and pres-
ents retailers with a chance to help
customers solve problems they
didn’t even know they had.
“Sometimes, the first thing
retailers have to do is help con-
sumers understand that they have
a problem before they can start
throwing solutions at them,” said
Tibor Siklosi, head of product
development for Bergan LLC in
Monkey Island, Okla. “A well-
organized travel category will
scream solutions to very real prob-
lems. If the problems are not self-
evident and intuitively recognized
in the category, consumers are
going to walk right by it all day
and never put the two together.
“Not all people will need trav-

el feeding and watering,” he con-
tinued. “But retailers have an
opportunity to point out the
options to putting food in a zip-
per-close bag, for instance, because
sometimes dog owners don’t nec-
essarily have eyes for travel-relat-
ed solutions.”

After customers realize they
can pack 10 pounds of food in a
reusable and transportable con-
tainer rather than schlep a 33-
pound bag of food for a weekend
trip, or after they discover they
can offer their pet food or water
wherever and whenever thanks to
portable dishes, they’ll stock up,
said Gordon Spater, president of
Kurgo in Salisbury, Mass.

“Whether it’s a long trip or
just an errand around town, more
people are bringing their dogs
with them more places,” he said.
“Now is the time for retailers to
make sure they’re addressing
those needs.”

Those needs vary depending
on the demographic, said Ted Ell-
wood, owner of Petacular in Lon-

don, Ontario, Canada. Although
demand for on-the-go travel prod-
ucts is low, he said he stocks items
his customers may need.

“There’s not a huge demand,
but if our customers are going to
be traveling across country, we
point them to a travel bowl and
water dish,” Ellwood said.

Cross-country expeditions,
however, aren’t the only occasion
for travel bowls. Mary Lee With-
ers, a clerk at PC’s Pantry for Dogs
and Cats Inc. in Boulder, Colo.,
said she routinely sells collapsible
dishes to customers who simply
enjoy outings with their four-
legged friends.

“The collapsible bowls are a
best bet for walks or hikes because
dog owners can carry them in
their pocket or coat,” she said.
“We also sell spill-proof bowls
and the Gulpy Pet Water Dis-
penser, which looks like a water
bottle with a plastic tray that folds
down. It can be hooked to your
belt. That's popular with people
with medium to small dogs.”

Regardless of where they’re
traveling, dog owners want to
make sure their pets enjoy the
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Some Unexpected

Competition

As experts in all things pet, retailers who
specialize in products for four-legged
friends might think they have the mar-
ket covered, but some unexpected
competition may lurk, especially when
it comes to travel and outdoor prod-
uets, Some automotive and sporting-
goods stores have added a pet product
aisle, said Jerry Warner, president of
Max Pet Industries in Brunswick, Ohio.
“| get multiple reorders from back-
pack stores on the East Coast!” he said.
“For a product designer, it's interesting
because you don't think about where
the product is going to be successful.
You think you create a dog bowl and
it's going to sell really well in a dog
store. And then you find out that differ-
ent channels are interested and they're
the ones that might self the most”
Gayle Brooks, president of Peak-
Waggers Inc. in Nederland, Colo., said
she's actively trying to get her prod-
ucts into backpacking stores and dis-
play them alongside human trail food.
The crossover makes sense, said
Tibor Siklosi, head of product devel-
opment for Bergan LLC in Monkey
Island, Okla., but pet specialty retail-
ers ought to rethink their strategy.
“Maybe they were too focused on

Retailers can stay ahead of their non-
pet-speciality competition by becom-
ing the go-to source for pet travel.

consumables, but pet specialty has.
missed organizing their hard goods to
react to consumer travel needs; he
said. “It's interesting that you can now
g0 to automotive stores that have pet
solutions that some pet specialty
stores haven't gotten yet. !
“Pet specialty should be leading
the charge ahead of the trend; Sik-
losi continued. “There’s an opportu-
nity for retailers to reposition them-
selves as the leader in pet and
understanding pet problems when it
comes to traveling on the go —WBW.






