MARKET FOCUS PET OWNERS

It’s Raining
Cat and Dog Lovers

o matter who you're mar

keting to, you're maore

than likely to meach a pet
owner Afrer all, 63 percent of L1
households—more than 71 million
homes—have one or more pots,
acoording fo the 20072008 Nagiomal
Pet Oamers Survey, conducted by the
Amegican Pet Prodiscts Manisfacmurers
Association. Bur while the pet owner
miarker might encompass more than
half the country, not all per owners
are created equal.

Bountiful Litter

Diogs and cans are the most frequenily
oamed pets, acooeding o the APFMA,
with dogs in #4.8 million households
i cats in 384 million; freshwater fish
are the next most commonly owned
pet 114.2 million homes), folbowed
by birds {64 mallion), small anumals
like hamsters or ferrets (& million),
reptiles (4.8 millon ), and equines (4.3
million). In tenms of overnll mbers,
freshwaiter fish cutnumber everything
ebe with 142 million i homes. Can
coune mext with 353 millon, then dogs
with 743 mallicn.

Pet imdustry expendlitures tomaled
£56.5 hillion in 2006 Per fiood accom-
&d for the bulk of the spending at $15.4
bullicn, followed by roughly equal num.
bers for supplies and over-the-counter
medicine ($9.3 hillion), and vet care
{$9.2 billion ). Roundmg out the cot-
Eory are pet services wich s prooming
and boardang (32,7 billion) and live
animal purchases (519 ballion).

The Truth

About Cats and Dogs

Pet owners are of all ages and gen-
ders, though women may dominate
the market. Jo Sullivan, senior vice
president of development and com:-
munications with the ASPCA, sy
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that while the nonprofit’s donos base
is B0 percent female with an averape
ape of more than 33, its initial experi-
ences in retadl have revealad a different
market. “We lunched a licensed pet
line this year 1o reach the pet paren:
audience, and we've found there's not
a clear demographic—nio age range or
male-to-female mtioc—that tends o
dominate,” she saye

Ceoff Motr, president of
PetCiadgets.com, on the other hand,

| says B0 percent of the site’s l!i.l'r'ﬂi are
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er due to the sdults being chikdless or
o the children having moved away
from home—tend to spend mone on
their pets than households whese chil-
dren are present.
Manufscrurers thar have rradinion-
ally served ondy humans have launched
pet produces lines, Paul Mirchell, for
example, has a line of shampoos and
conditioners for pes, while the upscale
oy product compamy Origins hossrs
a high-end silky coar dog shampoo.,
The online meat delivery company
7 Omahs Sreaks
sells seeak treats.
eV Harley-Davidson
sells collars, bowls,
caps and faux
beather dog jack:

ASPCAY donor base is predominantly clder fermales, but
hmdumpﬂﬂhd&pn:hrﬂuw

womern. “Cur prﬂkxninmt-rndﬁﬂ'np
i5 female,” agrees Lisa Evans, circula-
tion director for Belvosr Media, which
publishes Whoks Dz o, Diog Whech
and Cat Wech. “More women malke
purchasing decisions for the pets than
men, and when we've done testing,
wonmeen respond better o the lists.”

Produot Crosshreeding
While people often joke about treat-
ing their pets as children, sabes figures
show this statement to be tue. Ellen
Blumenkrantz, an independent list
broker who works with one of the

kargest pet mailers in the industry, says
households without children—wheth-

ets, all bearing the
Harley-Davidson
koo, “Babaes have
MOnIOCng sy
fems, and people
owe choing that with
ehizar fumy friends,”
il says Motr, thanks
o devices that let
YOI MOmIee your
pet remotely, “Eye
drops, the sniore stop, massage beds,
stoir assistance=—there are tons of
human products being adapted for
pets,” he describes.

Such developments result from
increased discretionary income along
with chomges: in pet gamier perception
as to what's appropriate for cheir
amimal companions, Dog owners
used 1o leave cheir animals cutside
with no protection, for example,
whereas today'’s standards require a
dog house—perhaps even one that’s
iresuilaned—aned thar's hardly the limit
to what's possible as is demonstrared
by the climare-controlled per carriers
jrangmed on poge $5
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coming onto the marker. "Would you
buy a home or car that doesn’ have
heat™ asks Robert Inello, president
and CEQ of Komfort Pets.

Admittedly many people would
have laughed at this type of problem
a e years a0, s Mott. “"Saome Web
sites e vo mock pet tech gadpets, but
now they report on them.”

In the past six months, says Mott,
“people have been gravitating rowands
hiomse tests where they can test an
animal’s breed or check for inherent
diseases, [f you know thar your dog
is part Husky, for example, then you
can watch for ailments sssociated with
that breed.”

Pet funerals, per hospice and
designated cemetery space nest
to the human owner are other
developments in the tend roward
humanizing pets. “Sometimes these
announcements seem weird, but it
usually doesn't take more than s year
or rwo before they becosme standard,”
says Mate, “ think we're quite early
with the pet market and what people
are demanding."”

Cleaming prodisces are synempstic
with pet-related items since fur and
ncseprings make their way o every
part of o pet owners home. “Coe of
the ASPUAS corporte partners i
Prosctor & Gamble, and ve did o cross
promotson with Swiffer, Bounce and
[arma that targeted the pet suchence,”
Sullivan mentions.

Lists to Test

Animal Attraction:
Making the Sale

Blumenkrantz says she compiles lists
in bits and pieces from cooperative
. catalog databases. “A Jot of files don't
have a |:_|1'g'¢ arrwy al pet prh.'ﬂ.!l..ﬂ.'l!.
but because they track things on
@ SKL level, vou can know which
people have bought, say, the collect-
ible dog and cat plates,” she savs. “We
find that people who purchase o pet
product are much more responsive
than people who just own a pet, and
if the product is something for the
pet to use, such as a coar or collar,
that's better than just a produce with

a pet theme."

Mutt says e-miail is often the best
way to reach pet owners. “We have
short messages with & promotion
or product news, and no images,”

hie says

As for messaging, Evans suggeus
sticking o & positive approsch, Mo
[pet owmers| are booking for informi-
tion i solve problems,” she saye. “My
it % Acting weidrd; my l:hﬂ has this
itchiness." Even with the pet food
recalls, which we're talking about in
our marketing material, we're pre-
domimantly posative, talking abou

what to feed your dog or cat.™

Belvoir MMedin hat conducted cuver
ervelope testing with pictures mnging
from cute puppaes toolder dogs with
prthrites and hae foumd mised resales.
“We dosomething like a puppy, and
sodmetimies it works and sommetimes

it doesn't,” says Evans. “It has to do
with where the pet owner & in the
life cycle of the pet.”

To find points of commonality
Bmong pet owers that you can capi-
talize on in your messaging, you need
fo focus on the types of animals they
oan. “Dog ownems tend o be house
owreers, savs Blumenkrniz. “They'ne
miore lkely to do things outdoors and
have 3 fenced-in backyord so they can
put up 3 dog nerser.” Bird owniers tend
o have an interest in gardening; cat
owners tend 1o be concentrated in
urban areas simce cars make beter
pets in aparements. Cat owners often
are stereotyped as linde old Eadies, and
Blumenkrantz says there's somie tuth
behind it “People with cas tend o
b it needbepoine and knitting. Mot
every cat owner doss crafts, especially
people in their 20s and s, but as
they get older, you'll find that o be
the case.”

Fet owrvers are a large, diverse group
willing to spend money on their “fur
babies.” If you have a product or ser
vice that can help humans spoil their
pets, and you ke positive messging
tos markeet i, you'll fend it manimg cats,
dogs—and sales. n

Linda Formichelli snd W. Eric Marrin
see freelance writers based In Mew
Hampshire. Formichelli wrote about
marketing (o Il'l”‘l"rl. in lasr month's
issue, and Martin mokled pLURLs for
the Ociober 2007 Bswe.

The following isa ssmple of lists available to reach this market.

ASPCA: 358,774 donars whose gifts
support education and animal welfare
programs as well as cane for abandoned
and injured animals. Price: $65/M.
Call: Aslantic List Company, (703)
5267461,

Belvoir Media Group Pet Masterfile:
154.639 nctive subscribers to ane of
S100/M. Call: RMI Direct Marketing,
(203) 798-0448.
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Doctors Foster & Smith Package
Insert Program: 1.5 million inserts
annually in shipments of pet care prod-
ucts for doges, caes and other domesticat-
ed animals. Price: $65/M. Call: Walter
Karl Midwest, (847) 273-5300.

Humane Society of the United States -
Conventional Files |36 million donoes
to the mation's kargest humane organi-
stion dedicated to both domestic and
wild animals. Price: $75M. Call: List
America, (202) 298-9206..
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