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SLIDE 1 – Packaging and Marketing to the New Age of Pet Parents.
Hello, I am Jim Morris.  Before we get started with our presentation I’d like to give you a little background on who we are and what we do.  I own and operate several packaging companies, Morris Packaging, Pride Packaging as well as an ingredient and specialty chemical company – Heartland Supply.  I have been involved in the food and pet food packaging business for over 15 years now and have worked extensively in the pet food arena.  Our ingredients company has been operational now for 23 years.
We have 14 U.S. distribution warehouse locations that assist us in distribution of both Packaging and our food and pet food Ingredients.  We are primarily a food and pet food client base. Our emphasis is supplying Packaging products and food ingredients and food specialty chemicals to the human food processing companies and pet food companies.  We work in a consultative sales manner, working with the food scientist and vets on ingredients and formulations and with the various purchasing agents, production and marketing people regarding packaging.
Our headquarters are Fayetteville, Ark and Bloomington, IL.
With our unique integration of both packaging product and ingredients we are able to observe some unique trends and processes in the market and we learn some valuable insights with our customers.  Both markets are very competitive.  Pet Food Globally is approaching $50 Billion and the U.S market is around $17 Billion.  Both markets are the top of the retail chain and it is so interesting to see some of our client’s new innovations.  The marketing process is very interesting and dynamic  



About Us

14 US Distribution 
Warehouse Locations

Headquarters in 
•Fayetteville, AK
•Bloomington, IL
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SLIDE 2 -I own and operate several packaging companies, Morris Packaging, Pride Packaging as well as an ingredient and specialty chemical company – Heartland Supply.  I have been involved in the food and pet food packaging business for over 15 years now and have worked extensively in the pet food arena.  Our ingredients company has been operational now for 23 years.
We have 14 U.S. distribution warehouse locations that assist us in distribution of both Packaging and our food and pet food Ingredients.  We are primarily a food and pet food client base. Our emphasis is supplying Packaging products and food ingredients and food specialty chemicals to the human food processing companies and pet food companies.  We work in a consultative sales manner, working with the food scientist and vets on ingredients and formulations and with the various purchasing agents, production and marketing people regarding packaging.
Our headquarters are Fayetteville, Ark and Bloomington, IL.
With our unique integration of both packaging product and ingredients we are able to observe some unique trends and processes in the market and we learn some valuable insights with our customers.  Both markets are very competitive.  Pet Food Globally is approaching $50 Billion and the U.S market is around $17 Billion.  Both markets are the top of the retail chain and it is so interesting to see some of our client’s new innovations.  The marketing process is very interesting and dynamic  

 



Integration of Packaging Products 
& Ingredients
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SLIDE 3 –
With our unique integration of both packaging product and ingredients we are able to observe some unique trends and processes in the market and we learn some valuable insights with our customers.  Both markets are very competitive and at the top of the retail chain.  Pet food globally is approaching $50 Billion and the U.S market is around $17 Billion.  
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SLIDE 4:  Photo of Family – with Pets
For this presentation the powers that be at the Pet Food Forum asked if I would be able to provide a 30 to 40 minute presentation on the topic of PET PARENTS and the Unique Marketing Process to this evolving demographic term.
One of my associates who is a vendor and here today in the audience was present when the Pet Forum folks inquired about my ability to provide 30 to 40 minutes of presentation material and he quickly burs out with laughter and said, Oh my Gosh….the question should be do you think you can get him off the stage in 30 to 40 minutes 




Research and Analysis
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SLIDE 5:  Research & Analysis
When we started looking at the presentation material we had amassed for the topic of “Packaging and Marketing to the New Age of Pet Parents” we knew we had a considerable amount of data and knowledge on retailers and pet food companies to support a decent perspective for a presentation.  However, I really wanted to find more data on the PET PARENT.  Certainly there are numerous survey and data monitors in the market today, but I really wanted to have a “custom” model created for the term Pet Parent and have something specifically created for this 2009 Pet Food Forum.



Custom Survey Created …

To date almost 
4000 people have 
visited our site and 
filled out our 
market research 
survey online. 
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SLIDE 6 – CUSTOM SURVEY CREATED …
I have been so intrigued by the term Pet Parent and what is also being called the Humanization process we wanted to study the term more in-depth than typical study process, so we to the extent of creating our own ON-LINE SURVEY for the Pet Food Forum. 
To date our survey has almost 4000 acclaimed Pet Parents that are active consumers of products or like kind products that most of us in this room either produce or market.  Our intentions were to reach 10,000 acclaimed Pet Parents and I expect to have all of the survey data complete by this summer.  
This was a pretty large task.  As it was a healthy bit of work.  But I feel like it was well worth it.



Survey Objective …

“Obtain better 
insight on the Pet 
Parent consumer 
habits and trends”
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SLIDE 7 – SURVEY OBJECTIVE
Our objective with the PET PARENT survey and the future distribution of the data is simply to provide a better insight on the Pet Parent consumer habits and trends.  It’s truly a “fresh” – “today” and “now” data collection.  We asked questions specifically oriented to today’s economic times within the last two months and certainly ongoing.
The method was a (2) two-phase survey.  We produced two versions of 60 some odd questions. 




To participate in the survey …

Go to 

www.petparentadvisor.com
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SLIDE 8 – TO PARTICIPATE IN THE SURVEY
If any of you would like to participate in the survey and you feel that you are a Pet Parent, vs. the term Pet Owner – please go to www.petparentadvisor.com or www.petparentforum.com and take the survey for us.  We will potentially be making some revisions to the questionnaires in the various categories we targeted, but it covers a decent range of topics in order to locate some trend analysis.

http://www.petparentadvisor.com/


Wide Variety of Pet Parents of …

So far we have had 
respondents that 
were pet parents of …

•Dogs
•Cats
•Parrots
•Fish
•Rabbits
•Frogs
•Monkeys
•Pot Belly Pigs
•Horses
•Iguanas
•Ferrets
•Snakes
•Spiders

and so on …
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SLIDE 9 – WIDE VARIETY OF PET PARENTS OF …
The questionnaire was for “all” pet parents.  We did not specifically try to dial into simply dog or cat.  We had a wide range of participant pet parents from dogs, cats, fish, monkeys, to horses, reptiles so on and we have begun the process of segmenting the responses accordingly.



Demographics of Results

Currently findings are 
limited to US only

Future data reporting 
will include;

•US by regions 
•Canada
•Mexico
•other countries
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SLIDE 10 – U.S. DEMOGRAPHICS
We attempted to include all demographic regions of the United States, including Alaska, a truly national sample, but we did somehow manage to start receiving data from abroad and that will eventually be tabulated and we will also be breaking down the data by United States Regions.
For the sake of this presentation all data is reported via U.S. findings and does not include any information regarding Canada or Mexico at this time.
We outlined in the survey the types of retail stores when asking specific questions regarding buying locations or preferences.

 




Respondent Profile

Respondent Data 
Profile Section has 
questions related to 
areas like;

•Zip
•Gender
•Race
•Health Status
•Marital Status
•Child Status

All helping to build a 
demographic model of 
a typical Pet Parent.
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SLIDE 11 – SLIDE OF GENDER QUESTION entire page displayed from survey
We broke the respondents down to race, gender, age, health status, marital status, child status, and so on.  I could go on an on regarding some of the data issues, but I’d like to begin the prepared presentation.  And let’s start by the simple task of trying to understand the term PET PARENT.



What is a “Pet Parent”?
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SLIDE 12 – WHAT IS A PET PARENT 
You know it’s interesting, and it’s really no secret today amongst some of the expert marketers in this room, but the term Pet Parent is simply another way to complete the humanization aspect of pets.  It’s all around us in a lot of ways.  It is truly a psychographic trend where pets are increasingly being treated like members of the family. Especially among aging baby boomers, empty nesters, DINKs, and singles, this trend is fueling consumer demand for premium products and services, and those offering time-saving convenience fit the bill perfectly. 




Definition:

A feel good term for pet owners 
that indicates a relationship 
between them and their animals 
that is at a higher level than just 
“pet owner”.
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What is a Pet Parent?

SLIDE 13 - DEFINITION

A feel good term for pet owners that supposedly elevates the relationship between a human and their animals to a higher level
A human who begets, nurtures, raises, bring up, raises the family, rearing
A managing or possessory , conservator or guardian
 




Pet Parent Rules

A pet is a member of the 
family
Responsible for their pet's 
health and well being
Set rules of behavior for 
their pets
Socialize with their pets
Needs of the pet are met
Love their pets 
unconditionally.
Experience intense grief 
over the loss of a pet
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SLIDE 14
What are the rules of a Pet Parent?
A pet is a member of the family
A Pet Parent is completely responsible for the pets health and well being
There are set rules of behavior for the pets
Pet Parents Socialize with their pets
All needs of the pet are met
Pet Parents love their pets unconditionally
Pet Parents experience intense grief over the loss of a pet



Targets: 
Baby Boomers, Empty Nesters, Dinks and Singles

Advertising Themes 
of:

•Life Time Pet Care
•Increased Interaction
•Intimacy
•Pet Health Needs
•Longer Life Spans
•Deeper Emotional 
Attachments
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SLIDE 15
Supporting the term Pet Parents and the trend that pets are family, is heavy targeted advertising that helps encourage the deep attachment Americans feel for their pets.   Positioning on themes like life-time pet care and increased interaction and intimacy between humans and pets.  Greater attention to pet health leads, in turn, to longer life spans for companion animals and even deeper emotional attachments.
 
When you do a study on a relatively new term or evolving matter such as Pet Parents –for this Psychographic Trend we tried to capture the criteria for segmenting this specific consumer by lifestyle, attitudes, beliefs, values, personality, buy motives and the extent of their product knowledge.  We are trying to build the profile of the Pet Parent in how the Pet Parent consumer views himself or herself in relation to the rest of the world and their income characteristics. 




Why is it important to understand 
Pet Parenting?

Pet Parents = 
Humanization of 

Pets

Pet Parents Targeted 
Marketing 

= Increased Sales 
of Pet Food
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One specific way that I want to point out and discuss again later in the presentation is the fact that the Pet Parent term and the Humanization of the pet, is actually a good thing for the marketing aspects of pet food.
 
Why?  Well…your consumers understand what they buy for themselves.  They understand or a large movement of consumers is starting to understand the ingredient aspects of human food.
 
Today Pets are not commonly kept outside by many families.  They are kept inside, 
65% of our respondents have their dogs sleep with them.  51% of the cats sleep with them.
The reality is it is way past the days of table scraps.




Poker Dogs

Common beliefs from 
the other side:

Pets are companion 
animals not humans or 
human like and to treat 
them as such is wrong.

Pet ownership does not 
equal  parenthood.

Pets are not human 
beings and do not have 
the same human rights 
as people but should be 
treated humanely. 

We should not be 
caring more for animals 
than we do children and 
people all over the 
world.
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SLIDE 17
So if consumers are comfortable buying “Human Food”, and as marketers continue with the process of humanizing pet food in packaging and advertisements…we essentially make it easier for the consumer to understand the products they want to buy.
  
Versus….in the previous days….consumers had to distinguish the different ingredient elements or health benefits of pet food, versus what humans eat.
 
I know there are blogs out there on the internet that certainly are anti-humanization of the pet.  To some there is a degrading element of a family of four humans and they cherish the level of human life via a religious belief, a cultural belief, social, you name it. 
 
But there is now proof that the efforts to humanize pets, especially in the dog, cat food product arena demonstrate that it is becoming easier to market to the consumer due to this humanization process that extends to foods and products for our pets. 
 
Our focus is on this trend – The Psychographic Trend of Pet Parent and coupled with the Humanization aspect of pets and pet foods and other pet products.  
 
The data and understanding we tried to tap into with Pet Parents and our Pet Parent Survey really indicated that there is a dramatic impact on advertising – copy, media, but also packaging, such as sizes, travel portions, convenience and the various channels of distribution to these consumers, super markets, super stores, specialty, internet and etc.



IMPROVEMENTS AND MIRRORING 
OF FOOD & PET FOOD PACKAGING

Pet Food Human Food
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Our firm is certainly not a media expert by any means, and our focus is our core products.  

So, I’m much more comfortable being able to outline some of the findings we discovered and address specifically packaging and there are some media examples within the packaging equation.  

But the fact remains that in the last 5 to 10 years, we’ve made more innovations and technological improvements in pet food, in ingredients and packaging processes, materials and machinery than we have in most human food categories.



Similar Products and Labels

Pet Parents are 
looking for products 
that are;

•Low Fat
•Low Sodium
•No Additives
•No Preservatives
•Organically Grown
•Low Allergen
•Functional Digestive

For both their own 
food and their pet’s 
food
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SLIDE 19

If we look at the last 3- to -5 years, the packaging graphics of so many products in the pet food arena….look similar and certainly mirror a graphic of human prepared food and ingredients.  We see pictures of fresh vegetables, ready prepared meats that look ready for the grill and so on.






New Rules, New Opportunities and 
New Regulations
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SLIDE 20

Unfortunately due to some of this process there is some negativity.  For example there was a class action lawsuit filed by an attorney Jeffrey Maltzman.  Rather inflammatory accusation, stating that labels, packaging graphics mislead consumers. 
 
We had another lawsuit filed by the PSSMA against the importing of the woven poly propylene bags coming in from China, now Vietnam, now India, not Thailand.
 
We will see other lawsuits emerge on the WPP and or local municipalities getting into the act of banning those types of products to the landfills or charging a use type tax, like what we are seeing cities like LA and New York do with plastic, non-recyclable shopping bags.
 
I bring this up not to create controversy but to simply point out that despite all of our good intentions in graphic reproduction, improved press capabilities, better, healthier ingredient solutions, added science and technology, formulations, clearer and easier communications on the label, fantastic marketing, improved bag structures and packaging……we will always have a segment of the market that will disagree to some extent the marketing efforts and processes.  And in fact we may have legal issues to hurdle.
 
For example, with all the pet travel indicated in our survey and a host of others, which suggest that 69% of pet owners will travel with their pets this year.  Over 85% of dog owners travel with their pets and only 17% of those surveyed use a restraint for the dog.  Airlines are now required to report pet injuries or accidents while on airplanes. We can expect states to step in and start legislation on pet travel procedures in our vehicles and other travel means.  We can see more state laws and regulations governing pet evacuations in periods of distress, fires, floods, tornadoes.



New Pet Parent Marketing 
Philosophy & Concept

When it comes to the 
health and nutrition of 
the people in your 
family you don’t 
compromise. Why 
should it be any 
different for your pet?
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SLIDE 21

As marketers and companies continue to progress towards the “Humanization” element of Pet Parents – with that process comes some potentially new sets of rules that we may have to play by.  I think the process needs to be thought through a tad bit more.   Suzy Welch, famously the newest wife of Jack Welch the former CEO of GE, just recently released a book titled 10 – 10 -10…with the concept being aimed at decision making, and to paraphrase the entire book, it’s about making decisions and understand what they mean in 10 minutes from now, 10 months and 10 years.  With this process of Pet Parent – Humanization of pets, I truly wonder where some of our decisions will lead us in 10 years from now.   Right now the 10 minute mark we feel good about being a Pet Parent…probably will in 10 months as well, but where will this process lead us in 10-years from now?
 
As we get closer to mirroring human food with “pet food” in  marketing and labeling process for pet food, it does make it easier for the consumer to buy products like a “low fat”  or “low sodium” or no additives, or vitamin and mineral fortified, low or no reduced allergen, or a functional digestive product. The consumer can relate to it.  In some instances they are shopping for the same type product for themselves.




Legal – Lawsuits – Damages - Liabilities
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SLIDE 22

But as this process continues to evolve….we will see other trends that come about that will be negative.  Legal, lawsuits, damages, liabilities.  Right now the law is pretty specific about liability issues with pets.  I question what happens as the evolution of “Pet Parent” movement continues in areas such as liability.  We also have certain packaging materials that are going to be more heavily scrutinized such as the woven poly propylene package which already has a major bulls-eye.  I expect more attention on that package from states, municipalities, like what we see with shopping bags.  That’s some of my concerns for 10 years from now with the continued targeting of this process via marketing.  That’s something I really ask us all to evaluate.

Our survey for example found that 98% of respondents are aware that pets died recently due to tainted pet food.  However, 100% of dog owners knew this and 100% of cat owners knew this.  Furthermore, 95% of dog owners felt the pet parent family should be compensated by the company that produced or manufactures the pet food, and 98% of cat owners felt that pet parents should be compensated by the manufacturing company.



A Good Mix
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SLIDE 23

Pet Parents believe that children and pets are a great mix.
They are right
Less Child Obesity and Adult Obesity reported with Pet Parents and families with pets, overall.
It’s reported that dog ownership can decrease the chances of children being obese by as much as 50%
Pets help produce more active children
One study via Published in the Cancer Epidemiology Biomarkers and Prevention stated that pet owners in general have 35% less possibility of common cancer of the immune system, non-Hodgkin’s lymphoma due to pet ownership and the various allergens some pets produce, dogs, cats, birds, horses.
Stanford University for example found that regular exposure to some pet allergens can actually boost immune systems
The University of Minnesota reported that cat owners were 40% less likely to suffer a fatal heart attack than people who did not have a cat in the home.
5000 studied in Australia found that those that kept a pet had lower blood pressure, lower cholesterol than non pet keepers

Pet Parents believe children and pets are a good mix.
They are right:
Less Obesity reported
More active children
Dog ownership can decrease the chances of children being obese by as much as 50%. (Jo Salmon from Deakin University in Victoria)
1/3 less possibility of common cancer of the immune system, non-Hodgkins lymphoma (Published in Cancer Epidemiology Biomarkers and Prevention)



A Good Mix

Presenter
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5000 Studied in Australia found that those who kept a pet had lower blood pressure and lower cholesterol than non-pet keepers.
University of Minnesota reported that cat owners were 40% less likely to suffer a fatal heart attack than people who didn’t have a cat
Pets boost human immune system (Stanford University) found that regular exposure to cat or dog allergens could actually boost immune systems





A Good Mix
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Dogs can help act as health warnings
Dogs can be trained to detect bladder cancer in urine samples
Dogs also trained to detect early breast and lung cancer between 88% and 97% of the time by sniffing a persons breath.
Dogs can warn owners of Type 1 diabetes of an impending hypoglacaemic or low blood sugar episode
Pets in general produce a higher self worth to keepers and they are less likely to suffer loneliness and depression
Pets can be a social catalyst for humans
We can cry in front of our pets.




A Good Mix
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Today, pets are an integral part of the family and deserve the same high-quality, safe products that we demand for our children. 




Some Interesting Statistics
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Not that we need any further convincing about the Pet Parent and Humanization story, but lets take a quick trip through Google .  This is the worlds largest search engine.  According to internetworldstats.com as of March 31, 2009 - in the North America alone we have 251.3 million registered internet users and a world total of approximately 1.6 billion users.




Google

Pet Parenting = 7,860,000
Child Parenting = 1,540,000
Raising Children = 3,300,000
Raising Pets = 3,560,000
Raising Healthy Children = 383,000
Raising Healthy Dogs = 2,100,000
Pet Safety = 19,600,000
Child Safety = 16,000,000
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Pet Parenting = 7,860,000
Child Parenting = 1,540,000
Raising Children = 3,300,000
Raising Pets = 3,560,000
Raising Healthy Children = 383,000
Raising Healthy Dogs = 2,100,000
Pet Safety = 19,600,000
Child Safety = 16,000,000




Google

Pet Safety Products = 891,000
Child Safety Products = 463,000

Raising Healthy Infants = 224,000
Raising Healthy Cats = 188,000
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Pet Safety Products = 891,000
Child Safety Products = 463,000
 
Raising Healthy Infants = 224,000
Raising Healthy Cats = 188,000



SPENDING HABITS  OF TODAYS 
PET PARENT

•Day Care
•Play Dates
•Yoga
•Potty Training
•Cute Outfits
•Strollers
•Warming Mats
•Special Diets
•Professional Portraits
•Spycams
•Vacations
•Psychiatry
•Cosmetic Surgery
•Insurance Coverage
•Custody Issues
•Tax Breaks
•Foundations
•Beneficiaries in Will
•Blogs - Websites
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Spending has gone well beyond high-end dog food or cat food to goods and services akin to what parents buy for children, such as day care, play dates. In some cases a pet replaces a child.

People waiting to marry – having more discretionary dollars
Having fewer or no children – again, more discretionary spending dollars available



SPENDING HABITS  OF TODAYS 
PET PARENT
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Pet Insurance is being purchased at growth paces
Pet Carols – i.e. Critter Carols e-cards can be purchased
Pet Donations – i.e. Pedigree Foundation
Books are being purchased
Special Nutritional Diets 
Pet Deli Snacks
Toys
Warming Mats
Self Cleaning Litter Boxes




Pet Evolutions
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We are witnessing a cultural shift as viewed by over 65% of the 3000 people surveyed.

We all know how social networking has changed the face of communicating, reconnecting and making new contacts. Well they aren’t. 

Another indicator that the human/pet relationship is evolving is the rapid growth of social networking sites for pets. 

The sites let people created profiles for their pets that include photographs, hobbies, tricks, etc. They also have friend features like the social networks for people do.




Pet Parents = Higher Income
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Pet Parents tend be higher income consumers. This demographic shift is perhaps nowhere more apparent than in statistics showing that households earning $70,000 or more almost tripled their share of the aggregate pet food expenditure from 1994 to 2004, from 15% to 44%, while going from 21% to 43% in the “pet purchase/supplies/medicine” category, according to Packaged Facts estimates based on Bureau of Labor Statistics Consumer Expenditure Survey (CES) data.  While some of this growth is the result of an increase in the number of upper income households, it also signifies the success of marketers in tapping into pet owners’ desire to pamper their pets by providing them with the best products available, in line with what Packaged Facts dubbed the most important pet market trend of 2006—“functional pampering”—which by all measures is still going strong. 




Pet Parent Trends
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Pet Insurance tops over $250,000,000
Hotel Welcome Signs for Pets
Big Box Expands
Vertical and Horizontal Integration from Pet-related Giants
Pet Blogs Increase




Pet Parent Trends
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Prepared Organic Meals
Growth in Unique Pet Goods
Pet Deli Snacks
Pet Services grow to over $3billion according to APPMA
Super Premium Foods – Hyper premium products – human grade ingredients
Massage & Spas
Behavioral Therapies
MRI’s
On-line Pet Pharmaceuticals - Pet Scripts




Pet Parent Trends

Presenter
Presentation Notes
Safety – Safety Tips – i.e. Christmas Decorating
Safety is major concern
Pet Parents want peace of mind
Gifts
Pictures
Cards – Websites specialize in pet-cards
More Functional Designs in Packaging
Essential to sales success
Safe
Durable
User Friendly
Tailored to parents busy lifestyles
Style Points Count – Women buyers look for the style points



Pet Parent Trends
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More Pet Friendly Parks to Emerge
Furkids – FeatherKids – Pawkids – 
Pet Clothing – per Dogster.com
Pet Cremation, Pet Funerals
Pet Photography
Edible Vaccines




Pets on the Go
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Pet owner surveys conducted by the American Animal Hospital Association indicate that over two-thirds (69%) of pet owners travel with their pet, while 43% have taken their dogs to work, 44% have traveled out of state with their pets, 40% take their pets on errands, and 37% bring their pets to work once a month.  According to the Travel Industry Association of America (TIA), approximately 30 to 40 million Americans will travel 50 miles or more w/pet. 

MyPetTravel.com





Now What? 
What Cannot be Ignored

3000 Polled to date
What Are They 
Saying?
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Polled 3000 to date – there is tons of data available, and certainly of the above trends, we can see some areas of niche marketing completely wide opened.
Here is what the survey is telling us today in real time as the top focus areas for marketers and producers that truly can not be ignored if you want to have the best chance for success with your products.  
These are some of the strategies that either need to be incorporated or need to be re-communicated.




Pet Food Requirements for Pet Parents

Pet Food needs to 
have: 

•Natural  Look
•Superior nutrition
•Gourmet Taste
•Flavor Variety
•Organic Ingredients
•Clear Labeling
•Enhanced Packaging
•Be Eco-Friendly
•Promote  
Sustainability
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It is easy to see what the pet food requirements are for a typical pet parent. From the rapid growth of the "fresh natural" format, exemplified by Whole Foods, Trader Joe's and Wild Oats, to the mainstreaming of organic and natural products in conventional supermarkets, it's clear that healthy eating has hit the big time.�
So it goes in the pet food , as well. Consumers are increasingly seeking a healthy way of living, and are projecting these aspirations onto their pets. With the list here we see a response to a convergence of trends: the pet parent’s desire for a healthy, balanced life coupled with a tendency to "humanize" their pets. Remember trends in human products often translate into similar demands in pet products – especially food. That goes for gourmet flavors, functional packaging, high nutrition demands and the desire for natural and organic foods.




Go Green
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More and more consumers are embracing green initiatives
 
• Perceptions of environmental, ethical, and social stewardship are the fastest growing contributors to consumer brand value
• Over the past 5 years the sales of organic and all natural products have increased 18% to 25% year over year. 
• 30% of American consumers are willing to pay up to a 20% premium on clean, green products over non-sustainable alternatives...and that number grows each year.

As today's consumers grow more educated and concerned about the fate of their planet, they're demanding more responsibility from their brands. We need to be listening. We need to go green.



Pet Parents 85% more 
likely to be GREEN
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Polled 3000 – those who identified themselves as Pet Parents were 85% more likely to be Green
Pet Parents respond to ecology minded companies.
They identified that Sustainability Programs are important.
Minimize the natural resources, energy and disposal effects of packaging
SPC – Sustainable Packaging Coalition (SPC) has an (8)-point definition that describes the absolutes of sustainable packaging



Packaging Waste
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93% were willing to give up whole package for greener options
92% responded that stores that use recyclable bags and packaging are very important to deciding what location for food and pet food they shop
Packaging waste in particular is the enfant terrible – the primary embarrassment 
Fastest growing environmental issue




Simple rules regarding Go Green

Go Green means –

•Reduce
•Re-Use
•Renew
•Think Lightweight
•Efficient
•Reduce Energy 
Consumption
•Minimize Waste 
Generation
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Be green – must have a sustainability program.  Must have a green story.  Company web, or other media release.

Be Green
Reduce
Reuse
Renew – cradle to cradle approach
Think Lightweight
Redesign a material to provide improved processability and increased manufacturing
Providers must be more efficient
Share best practices for reduction of energy consumption and minimization of waste generation




68% of Pet Parents Recycle
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66% of our survey indicated they would give up on a package that provided convenience for the purpose of benefiting the environment.
Only 2% of respondents to date replied that they would not give up any aspect of the package for the benefit of the environment.
68% of Pet Parents surveyed recycle.




Example of Go Green Ad

Presenter
Presentation Notes
THOUGHT – Don’t’ wait for backlash – be proactive
THOUGHT – 1.5 billion pounds of stretch film used annually – ends up in landfill – not recycled.
SIDE NOTE: - @ the Pack EXPO this year the #1 trade show trend exhibited was the theme of sustainability.  



Think Treats for Profits
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Treats vs. regular pet food – 2.5% vs. 3.75% Growth
$1.00 up to $30.00 per lb. in treat expenditures
Treats can serve as oral delivery system for medications, vaccines, vitamins, etc.
Probiotic treats are here and evolving
Think Humanized treats in forms we relate to, potato chips, - popcorn, cookies, frozen treats 
New herbal products – sea weed, algae
Focus on Functional ingredients for Treats and Food
Lifestage, weight loss, breed specific, therapeutic



Bring the Human Element
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Think Human Mind-Set – as humans contemplate how the product works for themselves prior to the pet.  
The purpose of marketing is to look and feel like human food.
We see sushi, pasta, pizza and we buy it
Humanization and Pet Parent element is not going away




Bring the Human Element
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Pamper – means premium
Pet Parents gravitate towards foods they would serve for themselves
Humans buy purity – they buy functional foods – we buy fortified – 
The human / pet bond is very potent




Bring the Human Element
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Think Seasonal Tie Ins – Holidays, Halloween snacks, winter and summer feeds




Communicate
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Presentation Notes
Don’t confuse them.  
67% surveyed are not certain about probiotics, glucosamine or Omega 3s.
Consumers don’t understand that much.  
Marketers must help consumers understand the function of a product before they will give it to their pets.
Be very simplified and very clear.
Boost consumer confidence
Use great imagery to back up formulations
Demonstrate human like processing in advertisements
Be clear – simple message in ads and package and labels
Communicate the benefits in the ads packaging and labels




Communicate
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Where you originate from  
92% voted very important
Ingredient Provenance is important – NO CHINESE INGREDIENTS for example
Wild Pacific Salmon
Range Bison




Digestibility of Product
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Digestibility should not be overlooked.
Flavor variations.  Alternative Flavors so animals won’t tire of flavors.



Consumer Role
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Consumers show a strong willingness to pay for sophisticated packaging and products
I’ll pay more to enhance my relationship with my pet




Convenience
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Convenience
87% of our survey suggested that they buy a product due to convenience of item, time savings, preservation of quality
Convenience is a must for future
70% voted very important
Pet Parents have on the go lifestyle. They gravitate to products that give them more freedom.
Convenience Products – automation is a huge area for continued sales.





Convenience

“Convenience 
relates to higher 
end perceived 

valuation of the 
product “

Portability – Easy to 
Carry
Easy Open and 
Pouring
Laser Score Openings
No sharp corners or 
edges
Safe for Children
Reclose - Reseal

Presenter
Presentation Notes
Convenience relates to higher end perceived valuation of the product – 
Portability – easy to carry
easy open and pouring
Laser score openings
Safety – no sharp corners or edges
Safe for Children to use
Reclose - Reseal



Convenience
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Another amazing aspect – even in human food both high and low end products, convenience is a given – except in pet food where perception is higher value and the consumer is willing to pay more.

Why..newness to pet food market
In pet food – still means premium – unlike human food where convenience is now an expected requirement, not necessarily a premium product feature

THOUGHT:  Take steps to create ease




Differentiate

Differentiate 
with your …

•Packaging
•Message
•Clarity
•Ingredient base and 
formulations

Presenter
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Differentiate – Don’t get caught in the middle of the hour glass
Differentiate with your packaging
Differentiate with your message
Differentiate with your clarity
Differentiate with your ingredient base and formulations
Differentiate with your benefits


We see the high end markets expanding.  The mid-marketers contracting and the low cost producers expanding – creating the hour glass.
 





Safety
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Pet Parent Consumers are -

78% more reluctant to trade off a package if it provides safety, clean, untouched by others type product

73% are reluctant to give it up if it keeps product fresher or lasts longer

89% would not want to see the labeling and nutritional info disappear from their packaging.




Cross Over Companies
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Presentation Notes
Continued humanization across the board. Expect to see more cross over human food brand companies coming into pet food.  The Krafts, the Deans the Sara Lees, Bakeries, Wrigley, Coke…and why not. We are already seeing many enter the market in the convenience areas such as human household cleaning products, such as Bissell, now offers the Bissell Pet Odor Stain Removal Formula and let’s not forget Woolite Pet Stain and Odor Remover Carpet, or WD-40 has a Super Pet Carpet Fresh Variety, S.C. Johnson – Glade Fresh Sent for Pet Odors, 3M Lint roller for pets, Procter and Gamble with Febreze Pet Odor Eliminator.

Expect to see something like Nutri Systems, Jenny Craig, Slim Fast, Weight Watchers or South Beach Living for pets.  It’s coming.  And we may very well see some of the same companies enter the pet food market.  

THOUGHT: Could license agreements be made? Or new names.  PET SLIM, We have Chicken Soup for Dogs, why not Weight Watchers for Dogs





Nature Works
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Natural Design looks – organic and back to nature seem to be trending up with higher spending patterns allocated to these designs.

Organic is largest % jump in marketers claims




Premium Wave
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Omega 3 fatty acids
Heart healthy
Hydrolyzed Proteins for allergic and sensitive skins
No wheat, no corn, no soy
Immunity
Healthy coat and skin
Breath, teeth strengthen




Premium Wave

Presenter
Presentation Notes
Premium Products with Premium pet food ingredients remain the primary value growth driver in U.S. market – with higher quality ingredients fueling the premium wave.
You either ride the premium wave or lag




Allergens & Food Intolerance

40%-45% of Human 
Population suffering 
from some type of 
food intolerance

Rising number of pets 
allergens being 
diagnosed at almost 
10%
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Today we have 40%-45% of Human Population suffering from some type of food intolerance
We have a rising number of pets allergens being diagnosed at almost 10%




Cater to the Female

87% of survey 
response indicated 
women are the 
primary buyers or 
frequent buyer of pet 
products

Women’s emotional 
commitment to pets 
transfer more easily 
into spending more 
money on 
accessories, treats 
and toys for pets
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87% of survey response indicated women are the primary buyers or frequent buyer of pet products
American Pet Product Manufacturers Association claims 8 out of 10 woman our the primary pet products buyers…we see more woman in our survey today
Women’s emotional commitment to pets transfer more easily into spending more money on accessories, treats and toys for pets




Packaging to Women
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Packaging must meet the woman’s requirements and they know what appeals to them




Decisions influenced by Packaging

•Packaging Colors
•Shape
•Product Image
•Text

Presenter
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Buying decisions are influenced by packaging
Packaging colors – i.e. brown is the new black
Shape – is it ergonomic
Product Image with the graphics
Text – Investigate fonts – key wording




Senior Pet Population is Up
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Advances in veterinary care & medications/treatments is causing pets to live longer. 94% of Pet Parents take their pet to a vet for regular checkups and 27% are taking pets to a board-certified veterinary specialist for advanced care. The senior pet population is at an all-time high and growing at a record rate. According to APPMA’s 2005-2006 National Pet Owners Survey, the average age of pet dogs in the United States is 6.8 years for the first dog in the household and, in multiple pet households, 5.5 years for dog number two and 5.2 years for dog number three. For cats, the figures are 7.1 years for the first cat, 5.3 years for the second cat, and 4.2 years for the third. In its 2002 U.S. Pet Ownership & Demographics Sourcebook (the most recent since the survey is conducted every five years), the American Veterinary Medical Association (AVMA) reports that the percentage of the U.S. dog population age 6 or over increased from 42.4% in 1996 to 46.7% in 2001, while the percentage of cats age 6 or over increased from 37.4% to 42.5%. Trending these numbers forward puts almost half of all dogs and cats today in the age 6-plus range. 


Age Chart - American Veterinary Medical Association



Geriatric Pets

◦ cancer
◦ heart disease
◦ kidney/urinary 

tract disease
◦ liver disease
◦ diabetes
◦ joint or bone 

disease
◦ senility
◦ weakness
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Geriatric pets can develop many of the same problems seen in older people, such as
cancer
heart disease
kidney/urinary tract disease
liver disease
diabetes
joint or bone disease
senility
weakness



Science & Health

•Segmentation by age 
and lifestyle should be 
supported heavily by 
science
•Formulations by age, 
by breed
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Segmentation by age and lifestyle should be supported heavily by science
Formulations by age, by breed




Visit Our Site!
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Close – In closing, what we can all determine is Pet Parent is here to stay – Humanization of Pets is here to stay.  In the future it will be a world of innovators.  Those that understand for example this Psychographic Trend with Pet Parents, least we also understand the changing demographics.  
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