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PROTECTION PERFECTED

Private label feminine-care products continue to enjoy strong growth by staying
current with national brand convenience- and comfort-minded innovations.

feminine care category has
been in “slim-down mode” for
a number of years now. Gone
are the bulky pads and the
awkward tampon applicators. In
their place? Dow nsized versions
that are much more convenient and
comfortable than previous
incarnations
Moresver, the national brands
aren’t the only ones sporting new
designs. Private label manufacturers
are coming up with some
impressive-looking items that are

dollar sales gains for the private
label sanitary napkins/ liners and
tampons subcalegories, naspechvely,
during the 52 weeks ending Feb. 24,
2008, with unit sales up 04 percent
and 19 percent. In conbrast, the
overall sanitary napkins/Hiners and
temipons subcalegonies realized
vnly 08 percent and (14 percent
dinlliar sales gaine, respectively,
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while unit sales actually fell 5.2
percent and 4.1 percent.
“Private lnbel feminine hygiene
products have closed the gap in
technalogy with the branded
leaders,” stresses Hill Hemann,
president of Highland Heights,
Ohio-based Hospital Specialty Co.
“As such, our retail partners ane able
to provide national-brand-equivilent
or better products to match each of
the branded product offerings. We
have seen significant growth with
some of our retailer pariners.
especially in thie mass and dollar
channels which serve the mone
value-conscious consumer.”

SLIMMER, SLEEKER — AND
MORE
The move toward shimmer and
shewher §s expected to continueg, with
Tampax and Playtex both puashing
the loak while trying to appeal b a
vounger client base, notes [an
Saylor, nabional sales mana inr
Limcoln, Bl -based Bostam
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improved graphics and designe,” Tw
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says. “Notice the necent package
changes o Playtex and Tampax.”

Wimmen abso want Bnmporns thit
A easier o use — one neason why
peark-type tampons have become so
popular, says Retwaca Alvandi,
marketing and developrment
manager for Maxim Hygiene
Products, Roslyn Heights, N.Y.

Along with thinner, mone
absorbent products, the samtary
napkin category is now home i
renditions that come complete with
wet wipes, says Jean Fleury,
president and general manager of
Drummondville Quebss: -bused
Fempro Ine.

And size options continue n
expand in this arena as well,
Hemann notes. From scented and
unscented maxi, auper maxi and
mini options o winged and exin-
bomg, pachs, the fist s aloost
enl s,

Bt such SKL proliferation s not
necessarily a good thing, Hemann
wayn, o mme pooxducts ewd up
cothectiing dimt i th shelyis,
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i share of the “mature” external
feminine hygiee marked, Hemann
SUTSPE.

Here, advances such as larger
winggs provide § more secure fitand
betier leakage protection, he says,
while super-absorbent polymers
ensure greater absocbency, dryness
and odor protection. And “dual-use”
products for incontinence and
nwwtruation have growth potential,
particularly in the ovemnight maxi
wrvd wltra=thin formats.

At the sme Hime, however, the
wnwvinsmental movernent thostens
10 thwart the growth of some of the
Tuslimd-growing product types in
busth e natianal brand and private

plasnic i
wouldn®t be surprised if we start
s, soame dhectine in their
popubarity because of the amount of
attention being placed on waste
manangement and soo-friendiy
alternatives,” Advandi says.
“Feminine hygiene products am
hiige waske offendes.”

PRIVATE LABEL'S APPEAL
Consumers today ane less likely fhan
thiose in years past o be influenesd
by comimercial advertising and
“large marketing agendas” when |
comes b0 purchasing decisions,
Alvandi says, paving the way for
strong growth in private label
Femimine care.
“Consumars are lookimg for
ansthenticity, quality, promise and
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loyalty, and realize that big brands
aren'| always the most reliable,” she
sips. “Hig brands have become so
marketing ocused Hat ey forgel
abinit e actual product they are
marketing and bow it nelates to thesr
Annclies

"Private label fosters a mone
localiesd sense of brand loyalty,”
Aldvandi continues, “because it isn't
mass-rarketing focused; rather, it i
product focusesd. 1t s lrim]:'rlv giving

For its part. Hospital Specialty Co
hues adopied most of the significant
national brand feature changes,
Hemann says, while maimtaining the
competitive cost structure that's
revessary for private label
customers. The company has
expanded its manufacturing
operations into China, and supports
thiem hrough a robust quality
asgsurance program thal involves an-

inclhudes applicator and nom-
applicator tampons and pantiliners,
contains 10 percent certified organic
cotton and is bleachixd with
hydrogen peroxdde instead of
chlorire o avald the el of
dioxin. Both fines featune e ose of
naturml cotton fluff, an eco-friendly
alternative 1o cellulose uff pulp or
synthetic materials typloally used 1o
fill the sanitary pad’s inner layers.

the consamer what ey reed
withaout all the marketing
gimmmicks.”

And maost after, what
corsumers need s reliable good
ittty — at an atfordable price.

"The valus-ConsCIous cusiomer
his. alwiays besin the cone customers
fior private lobel, and this holds
tru for private fabel tampons as
well,” Saylor says. “Whilles this base
supports privale label, fhw growth
is coming from ‘mainhine’
cushmens looking for a better
vatline than e brands propose, Ina
revend pane! test we conducted, the
mumber-one [complaint] foom

branced users was about the high

e’ |I

On thwe tampon side, the growth
ks will continge o be the
higher-priced plasthe applicator
tampons, Savior savs.

“Privaie label tampons should
continue b see double-digit growth,
with leadiig retailers approaching 13
prercent io 14 percent penetration,”
I says.

Product differentiators
such as individually
wrapped liners can

make a huge difference

Younger consumerss (between 18
anl 24) also are moee inclined o buy
both privite labsel and ultra-thin
sanitary napkin products, Fleary
says. Overall privaie labed share will
increase significanthy with
preomicbons and new prodocts,
Pt alomig by consumers’
hekehiened econmmic sensitivity.

As for inmovation af privabe label,
manifsciuners have done their
hesmiework to stay on lop of trends.

Fempro works side by side with
its ehienids 1o be the first o market the
national brands” rends, Fleary notes.
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site quality control, independent
third-party inspection and a working
relationship with STR Co. (Shusher
Labs) in China

“We also have melaunched our
Maxithins brand for the small- to
miid=tier retailers that might not

warrant a private label, but siill
want o provide a state-of-the-
arl procduct line at privale labe|
retail pricing,” Hemann adds
"W are also developing ral
s and combo packs o
tricrsase trial and drive privake
lanbnee] sl grrowwthy.”

Ax for Rostam US, the
company lnunched its " Comparne o
Pearl™ miultipack last vear with s
light tampon.

“This item s fueling our growih,”
Saylor says. "It is quickly following
the brandded path, becoming tw
muimiber-twio e in Hwe mix, both
uriscenend and scented plastc
apphicator tampons.”

And Musam Hygiene Prodocis is
o b of the environmental
responsibility trend, Alvandi stressis,
with the development of its “green”
organic and “wiite” natural Hines,
The chesmical-friee orgamic B, which

"Because both Tines ane chemical-
free, primarnily composed of cotton
versLs rvyon visoose and other
irritants like superabsorbents, they
ane also hypoallengende,” Alvandi
says, “making them e softest
alternative for all women —
especially those who suifer from
rritation when using traditional
fermimine hygiene products.”

MOVING RIGHT ALDNG

O ooarse, retailers nesd (o scrutinize
mch mone than foday's trends (o
fired sucowss within the stome brand
femininecane cotegory. But the right
proclucts in the rght packaging — in
conjunction with sobd
merchandising and promotion —
can o i long way o grab oonsumees
aention.

Wastavileerss just yerting startisd on
the diweloprsnt of @ store brand
heninbie-cane prodiet or calegary
winiiled b il o it exdiicale
thasmselves on the category and it
ocustomers, Advandl says, aa wioll as
tor gt imvodved in the consumess
education process once e prodoct
is ready bo g

“Retailers need to be as educated

% the corsumers thal ane emerging
in the mackeet so they can address all
thes coneerns and vilues consumens
ane devedoping before they step into
the miarketplace.” she says.

Consurmer educabon can be
accomplished through samples and
{nestore demos, Alvandi says, both of
which also mike a trip o the
superrmarkeet mone of an experience.

“Clonsuimiens can'l see the
manuficlurers’ branding big brand
prociucts, but they can see and sense
Hwe restatber by being in the store,”
sl mcheds

Mational brands ane launching
miany mew products into the
categgory, Fleury notes, so retailers
e the flexibility o develiop and
adlapt o pew product innovations.

“Ristallers have a lob to take care
of,” Fleury adds, “so the |private
labeel| manufacturer must provide
Hhwsrm wekth all the marked
imforrmation nesded o make a
sound decision. The manufacturer
miust be able to help tvem inmoduce
new products other than national
brindd eguivalent bo give even more
strength Lo their brand ™

With national bramnd imnovations
coming fast and funous, retailers
] bo reecarmine their stome brand
limewip froem B Lo Hime b ensure it
is still national brand equivalent or
Istteer, Hermamn stresses, Product
differentintors such as individually
wrapped liners can make a huge
dliffeerenee bene.

Arvd T also recommends that
retailers actively menchandise and
prromote the feminine-cine calegory,
wiesther hat means bwo-for-one
promotions, bonus packs or display

“We know that if the woman
[tries] Hie procioct, she will
repriarchase, s merchandising that
incrivsis rial will build the nisiness
— wspecially as consumers of all
income levels ook o save money,”
Hismiann say=.

Finually, Saylor advises retailers (o
take & cuw from what the leading
privite labwel netadlers are doing well.

“Firr instance, CVS contimuss o
bl the wary with innovative
prosmotions and by being abead of
thee brandd,” he says. “Just ook at the
nww 72-count "Compare to Pearl”
multipack. Bven look o the brands
for inspiration, and ask yourself, “If
thie brands can do i, why can’t IT™"
PLB
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