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fter several big-box stores went public in the early
90s, a lot of independent retailers struggled to get
by. To set themselves apart from the big-box
stores, these independent retailers began open-
ing pet boutiques, differentiating themselves by

carrying upscale merchandise for dogs and cats. 
“Just going to the trade shows, it dawned on me that there

were lots of small suppliers and lots of small independent
retailers, and that the Internet was
a perfect place to connect
them,” says Bo Nelson, presi-
dent of Wholesalepet.com,
who had previously worked at
a manufacturing company. “We
thought it would be a good
idea to put the best vendors in
the industry on one website.”

Wholesalepet.com is not a
traditional pet product distrib-
utor. Instead, its business
model works more like an
online manufacturer represen-
tative. When retailers place an order, it goes through the site
directly to the manufacturer. The site now lists over 175 ven-
dors that sell directly to independent retailers, and has 12,000
registered customers. 

The Benefits
The idea behind Wholesalepet.com is to create something

that benefits both the retailer and the manufacturer. For retail-
ers, Wholesalepet.com works to maintain a list of the best ven-
dors in the industry. The company pre-screens suppliers, mak-
ing sure that they have been in the business for a while, that
they have good reputations and that their products sell
through in the marketplace. Manufacturers, in turn, benefit
from the additional orders that Wholesalepet.com brings in.

The greatest benefit for retailers is that the service is free.
There are no additional costs for membership or for extra fea-
tures.

“The prices on our site are exactly the same as when you
buy directly from the manufacturer. So, if the manufacturer has

a special, the special is on our site,” says Nelson. 
Wholesalepet.com also offers retailers a number of addi-

tional benefits. First, it maintains an order history for every
retail store, so a purchase record is electronically stored on the
site, cutting out paperwork. 

Second, it offers extensive customer service. If there is an
issue with an order, the store doesn’t have to call the manu-
facturer, or fill out a return-authorization form. Instead, they

can simply call Wholesalepet.com to let them know
whether replacement merchandise
or credit is preferred. The hassle is
handled for them. 

“We deal with the manufacturers
every day, so we can usually get
things done pretty quickly, and we
make it real easy on the customer,”
Nelson explains. 

The site also features a message
board, which works as a forum for
retailers to share ideas and opin-
ions, as well as barter products.
When retailers want a product in a

hurry and don’t want to buy it from the manufacturer, they can
buy it from another retailer. The board gets hundreds of posts
a day, and Nelson says it helps build site loyalty.

Now, Wholesalepet.com is developing site promotions for
their retailer customers. For example, in one successful pro-
gram, retailers can type in a code when placing their order to
receive a rebate check. 

A Helping Hand
Wholesalepet.com also supports its customers’ charitable

efforts. The company is often contacted when pet stores are
holding drives for local humane societies, fairs or fundraisers.

“We just try to help them out, either with samples or a mon-
etary donation to their cause,” says Nelson. In addition, the
company is involved with the Richmond SPCA, to which it
donates samples and extra merchandise from trade shows. On
occasion, it also helps out with larger projects. For example,
when hurricane Katrina hit, the company donated a week’s
worth of sales to various Louisiana humane societies.  PB

One-Stop Shopping
Wholesalepet.com benefits retailers by bringing all the best vendors to one address.  
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