
POWERED BY ROSIE 

Why Co-Branding Works 
for Online Grocery
In 1983, the Ford Motor Company partnered with casual outfitter Eddie  
Bauer to create the Eddie Bauer Edition Ford vehicles. A year later, the  
first Eddie Bauer Edition Ford debuted: a limited-edition Eddie Bauer  
Bronco. The partnership continued for more than 20 years1, with Eddie  
Bauer Edition Ford Explorers rolling off the line well into the 2000s. 

While not the first execution of co-branding, the Eddie Bauer and Ford  
partnership has become an iconic, successful, and natural example of this  
popular marketing technique. The partnership was new, unexpected, and  
created a value that resonated with consumers that neither company was  
able to accomplish on its own.

Today, co-brands have gained popularity in the consumer packaged goods 
industry, where the philosophy behind combining brands is that one plus  
one is actually greater than two. Procter & Gamble is the master of this— 
having developed partnerships including Crest plus Scope (combining the 
best of cavity fighting with the best of breath freshening), Dawn plus Cascade  
(combining the best of grease fighting with that of glass cleaning), and Tide 
plus Febreze (combining the best of clothes cleaning with miraculous freshen-
ing power).2 Another example is when Procter & Gamble’s Gillette division  
and retailer The Art of Shaving together launched Gillette’s Fusion Chrome 
Collection, a premium assortment of shaving instruments “for the true shaving 
connoisseur” in 2007.3 In this partnership a well-established brand (Gillette 
was founded in 1901) and an innovative start-up (The Art of Shaving was  
founded in 1996) combined forces to offer a premium product delivered  
with premium service that was unlike anything else available in the market.   

Now think of your store, Powered by Rosie, combining a well-established, 
leading brick-and-mortar grocery retailer with an innovative software company 
focused on creating an exceptional online grocery shopping experience. Like 
the above examples, this partnership is powerful because customers are given  
access to the strengths of both brands, and your store stands to achieve 
strong gains from the combined offering.

I get groceries.
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Download the app and let Rosie get it.
rosieapp.com
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BENEFITS OF CO-BRANDING
With traditionally low margins and increasing competition, independent 
grocers need to stand out and differentiate to succeed. Co-branding with a 
leading online provider makes this possible, as grocery retailers are able to 
offer a uniquely new value to consumers that augments their existing value 
propositions of fresh, local, service, and quality. 

CO-BRANDING CAN:

➜  Create appeal for retailers by ATTRACTING NEW  
CONSUMERS who are not currently served by the business

➜  Maximize the reach of marketing dollars by LEVERAGING  
A POWERFUL ONLINE BRAND

➜  Make new retailer offerings, such as online shopping,  
STAND OUT AND GAIN ATTENTION

CO-BRANDING VS WHITE LABELING
Traditionally, retailers have attempted to use white-labeled software for  
online grocery orders and delivery. Market results show however that  
these services rarely generate positive ROI for brick-and-mortar retailers. 
Consumer psychology suggests that customers do not view e-commerce 
services created by physical retailers as comparable to their digital-only 
counterparts. One explanation for this trend is that digital consumers  
must be engaged differently than the in-store shopper, and there is an 
entirely new set of values in the digital space that propel them along their 
path to purchase. Retailers who white-label their online shopping service 
are at a disadvantage because they must rapidly learn to meet these online 
needs on their own or risk having the service fail. Additionally, white-labeled 
services place a higher burden on retailers to manage their online inventory  
(including product data and images), pricing, website infrastructure, and 
more. This adds significant expense while reducing the retailer’s flexibility to 
adapt to constantly changing consumer trends in the online/mobile space.  

Co-branding with Rosie gives 
retailers leading-edge online  
capabilities while maintaining  
a local flavor.

Download the app and let Rosie get it.
rosieapp.com
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BRAND DILUTION
Another reason that white labeling typically generates lower results than 
co-branding is due to brand dilution. Brands that focus on being everything  
to someone succeed over those who try to offer something for everyone.  
The same is true for physical grocery stores trying to offer online shopping  
as a white-labeled service—their brand becomes diluted as they move away 
from their specialized offering. 

Brand dilution also occurs when retailers hand over complete control of their 
shopping service by outsourcing to a third party. Retailers that outsource  
their e-commerce infrastructure risk delegating the customer relationships  
and management to a third party. This applies to both management of the 
quality of the service and access to data about their customers.4 Co-branding 
is different than outsourcing, as the retailer is still empowered and in control  
of all aspects of the customer experience. Thus the co-branding is an  
effective method of increasing customer loyalty due to leveraging  
the strengths of each partner in a way that is easily communicated to and 
understood by customers.

POWERED BY ROSIE
The Powered by Rosie platform empowers grocery retailers to stay focused on 
their strengths, while satisfying rapidly growing and changing customer needs 
for a best-in-class online, mobile, and in-store grocery shopping experience. 

For customers, Rosie’s mission is to “create moments that deliver delight” by 
offering a personalized, fast, easy-to-use, and trustworthy shopping platform, 
transforming grocery shopping from a required chore to a positive experience. 
For retailers, Rosie offers the full complement of needed services to success-
fully acquire new customers, increase wallet share, and grow revenue. This 
includes online/mobile e-commerce, integrated data analytics, planning  
tools to build engagement both online and in-store, mobile apps, delivery 
logistics, and more. 

Rosie partners with 

retailers to offer a 

unique and seamless 

omnichannel bridge 

between online and 

offline experiences that 

delights customers.

Download the app and let Rosie get it.
rosieapp.com
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This unique dual value proposition enables retailers that are “Powered  
by Rosie” to differentiate themselves in the marketplace, offer more overall  
value to customers, and outcompete both national chains and new entrants 
that seek to white label or outsource their e-commerce programs. 

At the National Grocers Association Show in 2015, Dan Shanahan, president 
and CEO of Buehler’s Fresh Foods, said, “I think our industry always needs  
a big boogeyman that is up above and is going to kill our business. And I  
think online delivery is now that boogeyman.”  

In this context, the boogeyman is third-party shopping companies who  
do not partner with retailers but instead disintermediate them from end  
customers. This prevents access to highly valuable shopper data and  
consumer insights while also dramatically reducing the loyalty the shopper  
has to the retailer providing the groceries. 

In stark contrast, Rosie’s personalized online/mobile shopping experience  
is deeply integrated with the branding, service, and values of the retailer,  
creating a powerful partnership that achieves mutual success. 

Rather than replacing the offline retailer, Rosie enhances  
their overall appeal by offering a complementary service to  
the traditional in-store experience. 

The Powered by Rosie platform is further distinguished by its flexibility:  
retailers can customize almost all aspects of the customer experience  
including branding, pickup/delivery logistics, item pricing and fees, and  
more. These benefits are enjoyed without the added cost and maintenance  
of a white-labeled solution, and without the risk of disintermediation from  
a third-party platform.

Contact us to get started today!
Join the growing list of leading retailers who are choosing Rosie to aquire  
new customers, increase wallet share, and grow revenue.

info@rosieapp.com | 855-ROSIE-NOW (767-4366) | meet.rosieapp.com

1 www.bloomberg.com/ss/09/07/0710_cobranded/12.htm
2  www.inc.com/michelle-greenwald/innovative-co-branding-and-creative-partnerships.html 
3  www.mediapost.com/publications/article/65034/gillette-the-art-of-shaving-co-brand- 
premium-razo.html 

4  www.brickmeetsclick.com/instacart-s-pricing-pivot-raises-3-questions
5 supermarketnews.com/online-retail/independents-get-creative-online-delivery-services
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* Sample increase in revenue  
at retailer in suburban area of  
major city (population 500,000+).  
Retailers see a 4x increase in  
their online revenue, not their  
overall revenue. This growth is  
accelerated by leveraging Rosie’s  
provided software, marketing  
campaigns, and customer  
engagement tools.  

Rosie partner retailers 

grow their online  

revenue by 4x within  

3 months of launching 

the service.*
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