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retailers
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merica is a nation of sports

fans, though the revenue

ecarmned is not only from
ticket sales in stadiums and arenas
around the country. A large porrion
of sales comes from fan support in
the form of team apparel merchan
dise worn at games as well as at
home, on the couch, in front of the
I'V. Due w0 the fact that we have
such a strong emotional connection
with our pets, this “alma mater” of
tect often includes the family dog
making team sports pet apparel an
equally lucrative niche market.

Collegiate Properties

Since 2008, the main business for
per appared manufacrurer All Sear
Dogs. Inc. in Marboro, New Jersey,

'I.I\ I'l'kl] ll\ cnsed \I\‘l(\ ‘ll(‘\’.l\ [s.

"With aver 5,000 colleges and
universities in all 50 states, there's a
team in nearly everyone's backyard,”
said Elan Ovadia, vice president of
sales for the company. “Overall, for
us, the collegiate properties are the
MOST POPUiar nationwide

"Over the last five vears, we have
acquired the licensing rights 1o over
200 new properties and several new
leagues, effectivdy  doubling  our
licensing program,” Ovadia said.
“Our retail foorprint is very strong
in the per specialty marker, bur it
has also grown tremendously in the
sporting goods and campus book-
store channels, too.

“Because our manufacturing s
U.S.-based, we are able to produce
licensed pet gear for not only the
Big 10 reams, such as Notre Dame,
Ohio State and Penn State, but also
reams and universities thar are on
the second and third tier of NCAA
divisions,” he added. “And, in facs,
we sell as much team apparel that
represents such weams like North
Dakota State, TCU and Baylor, t00.”

NASCAR and the NFL
With the closing of Hunter MFG, a
former competitor in the pet sports
apparel market, All Sear Dogs was
able 1o acquire the exclusive lioense
to manufacture NASCAR pet gear
as well

"We are always lnu'n.ing to add
new teams and licenses 1o our port-
folio,” Ovadia said. “Product inno-
vation is a top priority for us and we
like to keep things fresh by deburing
new designs constantly. Several new
deals are in the works and we plan
w ldd l:.)ul OF Me new pludu;b o
our lines during 2017.7

In 2012, Hip Doggie, 2 manu
facturer of high fashion for small
canines, formed a2 partnership with
Little Earth Productions to design
2 A'llllrl‘r;ul‘. of National Foorball
League (NFL) pet apparel and har
nesses in line with the sports lioense
that Little Earth Productions had

aquired

‘Little Earth approached us be-
cause it was looking to develop high
quality and unigue NFL produces
thar would differentiate it from whar
was currently being offered in the
marker,” explained Sue Kim, Hip
Doggie president and CEO, "Our
parmership also extends to distribu-
tion of the merchandise

“Our NFL pulfer vest is our top
seller.,” she said. "The line also in
cludes a hoodie, which can be worn
year-round, as well as a harness vest
that s often purchased in conjunc-
tion with our NFL retractable leash.”

There is also a kniteed ski hat that
has a built-in streech scarf thar al-
lows the hat to stay on withour fuss,
Its available in three sizes, making it
suitable for dogs both big and small,

Growing Portfolio

Pets First, based in New Jersey, orig
ially started in 2004 by manufac-
turing character licenses, such as

SpongeBob and Disney favorites,

“This acquisition made us the
:|

before adding abour 60 NBA sporrs
country’s  largest  sporws-li-

4 ccnsed per product compa
y ny, osaid Mark Sok, national
sales manager for Pers Firse

/ Company

Pets Firste currently boasts a

licenses as well as some colleges o
their portfolio,
Then, in 2014, the
company boughe
Sporty K9, a

company well es-

X vast library of ofhcally hicensed
tablished in the : Hhewes

)P;\I'L" -|'|Ij Products thar are s vld
pet retail space '

with NFL and
MLB (Major

league Base-

through pet retailers and specialey
gift shops. This includes licenses
with nearly 50 of the wp colleges
in the country, including lowa,
Michigan Seare, Ohio Seare Uni
versity and the University of

ball) licens
es for pet

wear. g
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Big Breeds
“Currently, jerseys and collars
are our most popular items,
followed by T-shirrs, bandanas
and leashes,” Sok noted. “In the
past couple of years, we've scen a
dramatic shift in size purchases.
When we produced merchan-
dise ranging from X-small to
large, medium-sized apparcl
w uwd o l\: OuUr maoss P"P“

w lar size. However, retailers

started lobbying for even bigger siz
¢s, so we added XL jerseys and then
last vear we extended our lines to in
clude XXL sizes, oo, And we will be
adding more XXL sizes starting with
our MLB apparel this spring.”

Owvadia concurred with Sok, en-
dorsing a growing market for sports
apparel for bigger dogs

"There's no question thar pet
owners are as likely w goar up their
mastiff as they are their beagle,” Ova
dia said. “You'd be amazed how many
photographs we ger of 200-pound
dogs wearing our apparel.”

The “alma marer facror” extends
beyond dogs joining family mem-
h('\ on fh( (ulllh at home Now pu
owners can ocassionally attend spe
cial spores days for dogs in stadiums
across the country, which means the
market for canine sports apparcl
{and accessories such as collars and
leashes) continues to expand

‘Dressing your dog in a ream jer
sev—whether you are at home or at
a tailgating party—is another grear
way of enhancing the human-animal

bond,” Ovadia said. 23
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