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Retail Koko von Knebel

Haute couture for dogs

f it’s haute couture and top class
accessories that customers want, Koko
von Knebel is one of Europe’s foremost

suppliers.

Exclusive “Puppia” brand clothing.

When Friederike de Jong von
Knebel established her store
chain four years ago in Ger-
many, it was to have “fun from
pleasure” more fhan anything
else. She now runs five “lifestyle”
boufiques selling exclusive ca-
nine accessories in up-market

Exclusive dog bar in
various colours.

city centre locations in Hamburg,
Berlin, Dusseldorf, Kiel and on
the island of Sylt. In Berlin, her
dog boutique is directly opposite
Udo Walz's hair studio, which
numbers many celebrities among
its admirers, and Walz himself
offen pops over fo Koko von
Knebel with his dog Oscar to
have a look af what's on offer. In
Hamburg and Dusseldorf, the
shops look out onto Chanel
stores.

“Every dog is a star... and for
that your faithful companion has
earned a liffle luxury too,” is the
company’s philosophy in a nut-
shell on the Internet. Hand-made
liver sausage crackers from
Hamburg pastry shop Weber be-
long in the luxury category as
much as high-quality dog beds
with hypoallergenic matiress in-
teriors and elegant design-

er bowls made of fop class ma-
terials. Friederike de Jong von
Knebel has been mad about
dogs since she was a child, and
at the Villa Marfius in Kiel, where
the company is based foo,
twelve (1) dogs live as if in para-
dise. Because she is very animal-
orienfed, she aftaches parficular
importance to selling only prod-
ucts that are not harmful fo ani-
mals.

Right from the outsef, Koko
von Knebel has also marketed
dog accessories via an online
shop - albeit “without any great
passion, actually,” Friederike de
Jong von Knebel concedes. It's
far more important fo her that
dog owners seeking something
special for their four-legged
friends become acquainted with
the special shopping experience
that her stores offer and fake ad-
vantage of the expert advice
available there.

High export quota

—

Never-
theless, the
online shop

has dramatically raised the
profile of the company at home
and abroad in just a short time,
as have its frequent appear-
ances in the media. The compa-
ny now sells products in all Euro-
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Friederike de Jong von Knebel
is mad about dogs.
Photo: Paul Schmitz/VOX.

pean countries and even to
America, Israel, Dubai and Sau-
di Arabia. The share of overall
sales accounted for by exporfs
has long since passed the 70
per cent mark. “Demand for our
products is exfremely high. For
many cusfomers from abroad,
our stores are rather like
Neuschwanstein Castle — one of
the ‘must-see’ sights on a visit fo
Germany,” explains of-
fice manager Sabine
Thomaschefski.

The full range at
Koko von Knebel cur-
renfly comprises over
10 000 products. The high num-
ber of items results from the
many different colours and sizes
that have fo be provided for dog
clothing and also for leads and
collars if customers’ wishes are
to be satisfied in full. In the online
shop and in the stores, however,
only a portion of these are of-
fered for sale.

The Koko von Knebel service
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The “Fringe” model from the “Chrome Bones” collection retails at € 1 199
for the bag and € 199 for the matching feeder.

also includes offering products
that can be obtained in the con-
ventional speciality frade too. But
the focal point of the collection is
formed by exquisite fashion
brands from all over the world,
many of which are distribufed ex-
clusively by Koko von Knebel.

Koko von Knebel also supp-
lies other dog boutiques - indi-
vidual specialist advice is a pre-
requisite — and exclusive depart-
mentf stores with high-class luxu-
ry dog items via a separately run
wholesale business. The compa-
ny refuses fo supply businesses
that do not come up to the quali-
ty standards if sefs, or those in a
city where there are already
enough distribufors for Koko von
Knebel products.

“Always a step ahead
of the competition”

As the number of dog own-
ers wanting to buy beautiful
products for their four-legged
friends has increased, so has the
number of online shops and dog
boutiques that sometimes merci-
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lessly copy the Koko von Knebel
concept. Friederike de Jong von
Knebel appears unperturbed by
this development. “If a business
idea goes down well, one has fo
live with the fact that people will
imitate it. That always provides
confirmation that one has done
something right,” says the enfre-
preneur. The imporfant thing for
her company is not to stand stil
when it comes fo development,
and to consolidate its lead over
competitors. In this regard she
backs quality and the swift reali-
sation of current fashion frends
in the first instance.

In the hunt for new market
niches, Koko von Knebel even
dares to tread a new path and is
now producing fan merchandise
for well-known football feams as
well as cerfain custom-made ac-
cessory products for television
stations. The firm also perceives
growth potential in many Euro-
pean countries, such as Spain
for example, where the market
for dog products is growing
strongly at present. &
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Cleaner water

The new formula has positive effects on
the water values.

1. Reduction of nitrate content by up to T6%
2. Reduction of phosphate content by up to T0%

(Source: Tetra feeding test)

Clearer water

Waste production is reduced as mare nutrients
are used by the fish. As a result less nitrate and
phosphate are produced leading to less algae and

clearer water.
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* When used as directed, new TetraMin significantly improves food utilisation =

and minimises fish waste compared with former TetraMin — guaranteed. ™ -,':-‘.l:
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Enre mare information: www.tetra.net



