
In consumer electronics, technologies lead and 
accessories follow. But to succeed as an acces-
sories supplier in 2012, you need to be more 
than merely a quick study on the just-released 

newest gizmo. It takes a combination of pro-active 
design, an instinct for where consumers’ style sense 
is headed, and smart partnerships with high-profile 
brands. It also doesn’t hurt to have had some retailing 
experience under your belt.

Albert Mizrahi, president and CEO of Mizco 
International, believes all of the above have con-
tributed to his company’s 40 percent growth over 
the last two years. They are also why he is bullish 
about doubling his company’s sales by 2017. 

“We understand what drives our business, 
and we continue to stay a little bit ahead of the 
market,” he said. “We focus on the technologies 
and then create, through our R&D process, all 
the accessories for them.”  

Mizrahi founded Mizco as a photo and 
video accessories wholesaler and importer in 
1990—after spending 15 years running Brothers 
Cameras and Electronics in New York City—in a 
6,000-square-foot Brooklyn warehouse. The com-
pany now owns a 100,000-square-foot warehouse 
in Avenel, N.J., from where it ships more than 
1,000 products in multiple brands, operating as 
a one-stop shop for a diverse dealer base that 
includes national accounts, regional drugstores, 
CE and automotive chains, and CE specialists. 

“Clearly, our market growth is a direct result of 
the success of our multi-brand strategy,” Mizrahi 

said. “We don’t look at the market as a single 
consumer market, but as a series of potentially 
huge segments that can be individually matched 
with designs tailored to each. In effect, Mizco is 
many companies in one, and each of our brands 

can stand for one company,” 
Mizco’s lines target varied demograph-

ics, including Apple and Android enthusi-
asts, working professionals, baby boomers, 
road warriors, urban youth and, at times, a 
combination of the above. The company’s 
iEssentials brand, for example, focuses on 
stands, cases and car and chargers for Apple 
iPhones, iPads and iPods. Its DigiPower label 
started out with digital camera accessories 
but now includes portable power needs with 
the JumpStart line. The Cellular Innovations 
line offers hundreds of SKUs, including cases, 
Bluetooth devices and car chargers; its new 

roster of professional-grade mobile phone acces-
sories were issued under the Tough Tested label. 

Mizco’s strategic partnership with Travelocity 
spawned a line of travel accessories, including 
“What’s Your Flavor” Neoprene tablet cases. The 
Ecko Unltd. line, in partnership with apparel com-
pany Marc Ecko, uses designs from the clothing 
line for earbuds and headphones. 

While fashion trends drive most of Mizco’s 
product designs today, the company plans to 
implement more eco-conscious elements, such as 
the use of recycled materials, into future lines.  

Another emphasis is on developing “omni-
device” accessories, such as cases that fit many 
different tablets, and universal micro connectors. 
“Those types of products maximize the impact 
for the dealer,” he said. “It’s easier for them to 
sell an accessory that can be used on a variety of 
products.”

There are also some unmet needs in the mar-
ket that Mizco calls “interactive accessories.” To 
meet those needs, the company is planning to 
develop another label that uses apps in concert 
with accessories, such as headphones that can 
monitor blood pressure and other vital signs 
via an app while the music listener is working 
out. Although release dates for that line have 
not been set, Mizco might announce it at 2013 
International CES, where the company will have 
its largest booth to date, Mizrahi said. 

“At this point, we pretty much cover the mar-
ket and its requirements,” he said. “But there’s 
always a new phone or a new camera or tablet 
coming into the market, and our intention is to 
be there first with the accessory for it. We are 
in position for a tremendous amount of growth 
going forward.” DS
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Getting There First
Mizco fuels accessories market with multiple brands.
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