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Many of the more interesting product launches in the fortified/functional space over the past couple of years have 
narrowed their focus to increasingly specialist niches, such as pet size, life stage and specific health issues. More 
generalised fortified/functional offerings are finding success in emerging markets as they become more westernised 
and affluent. 
 
Unicharm finds success targeting the needs of small  dogs in Japan 
 
In the most developed pet food markets, fortified/functional products have become increasingly segmented by age, 
size and breed, particularly in dog food. Small dogs have become increasingly popular over the past decade or so, 
partly due to a celebrity demonstration effect (Paris Hilton's Chihuahua etc), accelerating consumer lifestyles 
(making the care needs of larger animals more difficult to meet for many) and smaller living spaces as societies 
become increasingly urbanised. 
 
This is particularly the case in Japan. According to Takehiko Kariya, a professor specialising in the sociology of 
Japanese society at Oxford University, such factors as “individualisation and urbanisation” have led to the loss of a 
sense of community among the Japanese. He argues that “Pets can be a medium to connect people. So an ageing 
society is certainly an important factor in the increasing number of households which have pets, especially among 
older citizens”. The recent revelation that there are now more pets than children in Japan has only added weight to 
this view. 
 
In Japan, Unicharm exploited this trend with the September 2008 launch of Aiken Genki Best Balance, which is 
formulated to meet the specific dietary needs of small dogs that are usually kept indoors. In addition to a product 
aimed at Chihuahuas, there are offerings for Toy Poodles, Shih Tzus and Miniature Dachshunds. Although these 
products are priced at a premium of 10-20% above conventional offerings, they have found a ready market among 
Japanese consumers, who are at the leading edge of the global trend towards pet anthropomorphism. Indeed, 
Unicharm credited a significant jump in its sales and profitability in 2009 to the launch of such products as Genki 
Best Balance. 
 
Nestlé targets older dogs in Germany 
 
Similarly, in Germany, Nestlé's Beneful Glückliche Jahre 7+ has found success by addressing the specific nutritional 
requirements of older dogs since its April 2008 launch. Heavily marketed through television and print, in addition to 
point-of-sale and online activity, and backed by a strong incumbent brand, it claims to contain ingredients that can 
improve the health (particularly the eyesight) of dogs. In spite of costing a relatively high EUR4.79 (US$6.24) for a 
1.5kg pack, this dry dog food has successfully tapped into the growing interest of German pet owners in age-specific 
pet food, even during difficult economic times (although the German economy has fared better than most during the 
global downturn).  
 
Pet obesity offers significant room for growth 
 
Pet obesity is a healthcare issue that is receiving a growing amount of attention from both consumers themselves and 
the media. Nestlé attempted to exploit this with the launch of Friskies Life Plus Nutrition in Greece in July 2009, 
which is priced at EUR3.48 (US$4.52). In its marketing of the product, Nestlé utilised a 14-year in-house study 
which found that dogs fed from an early age and throughout their lifetime to achieve an ideal body mass enjoyed an 
additional two years of healthy life expectancy. Building on a strong existing brand and aided by this powerful 
message (the product uses the formula tested in the study, which includes 25% more vitamin B than Friskies Balance 
to help maintain energy levels), Friskies Life Plus Nutrition is also likely to find success in such markets as the US 
and the UK, where this problem is particularly acute.  
 
A critical mass of emerging market consumers are no w ready for 
fortified/functional offerings 
 
With many owners in emerging markets becoming increasingly affluent and anthropomorphic, they are now taking a 
much greater interest in the healthiness of the food their give their pets. One of the first companies to take advantage 
of this trend in the Chinese market was Chengdu Care Pet Food Co, which launched Cambery Top Grade Puppy 
Food in late 2008. Sold through pet shops, pet superstores and veterinary clinics, it is fortified with calcium and 
phosphorus, as well as D-xylose to aid calcium absorption. Whereas most domestic pet food brands in China 
continue to focus on “taste” or “ingredients”, Cambery is the first domestic brand to concentrate on health. 
 
Although Chengdu has overtaken both Colgate-Palmolive and Procter & Gamble to become the third-largest player 
in the Chinese dog and cat food market (growing its overall share from 1.5% to 3.5% between 2005 and 2009), it 
remains some distance behind leaders Mars and Nestlé (which enjoyed shares of 53.2% and 19.6%, respectively, in 



2009). Chengdu's strength lies primarily in the economy segment, where it accounted for 35.2% of value sales in 
2009, but this launch helped to consolidate its position in the premium segment, where its share stood at 4.8% in the 
same year.  
 
This product's distribution is currently confined to a few large urban centres, but this is not a problem as demand for 
this type of product is extremely thin on the ground in most other parts of the country, where few very pet owners 
can afford to pay RMB25 (US$3.75) for a 600g pack. Nonetheless, this price is quite competitive in comparison with 
such international brands as Royal Canin. Realising that it could not compete with the marketing muscle of Mars and 
Nestlé, Chengdu sacrificed advertising in favour of marketing the product in cooperation with retailers, providing 
advice and some free services to pet owners in the process. Other domestic manufacturers, such as Nory Pet, are 
likely to follow Chengdu's lead in this regard. 
 
Mid-priced fortified offering a hit in Thailand 
 
In Thailand, Bellotta Wet Dog Food from Thai Union Frozen Products has found success by fortifying a mid-priced 
product with vitamin C and L-Carnitine. Sold mainly through grocery retailers, pet shops and pet superstores in 
Bangkok, it is competitively priced at Bt30 (US$0.99) for a 185g can and Bt45 for 400g. Launched in January 2009 
and available in two flavours, its success has encouraged other manufacturers to follow suit. For example, 
SmartHeart Gold Fit & Firm Formula with added L-Carnitine was launched in the Thai market later the same year. 
Apart from appealing to aspirational consumers seeking to trade up from economy offerings, Bellotta also found a 
ready market among those who found their incomes squeezed during the global economic downturn and were forced 
to trade down from the premium segment. 
 
In such markets a relatively simple message may be the best, at least for the 
moment 
 
In spite of the success of these offerings, demand for fortified/functional products in emerging markets remains 
relatively underdeveloped. Whereas owners in the US, Japan and Western Europe are purchasing evermore 
segmented, targeted and nuanced offerings, very few Chinese consumers have yet reached such heights of 
sophistication or affluence. This accounts in part for the failure of Royal Canin EC26, which contains a functional 
ingredient aimed at dogs with heart problems. Costing RMB198 (US$29.73) for a 2kg pack, it is simply much too 
expensive for all but a tiny share of the most affluent Chinese consumers, severely limiting its sales prospects, 
particularly given its inherently niche appeal. 
 
Launched in early 2009, this product has received little attention from consumers in spite of being backed by a well-
known brand. The fact that the marketing of this product was largely confined to the internet (in stark contrast to 
Chengdu's in-store efforts) may also have been a factor. 
 
Can fortified/functional products ride the boom in raw pet food? 
 
Conventional wisdom would suggest that fortified/functional and raw pet food are mutually exclusive and that many 
consumers would reject raw offerings that include a functional/fortified play as “unnatural” or “adulterated”. 
However, there is evidence to suggest that this is not always the case. Sales of Dynamite Ultimate Dog Food, a 
grain-free, raw dog food that does not require refrigeration, grew 112% year-on-year during the first three quarters of 
2009, according to its maker, Meridian, Idaho-based Dynamite Marketing. Launched in 2007, this product is 
fortified with Showdown, a vitamin and mineral supplement. According to the company, “Every 25lb bag of 
Ultimate Dog Food (which retails at US$40.99 online) contains Showdown vitamins and minerals that normally sell 
for US$14”. 
 
Rather than being defensive about this addition to an “all natural” dog food, the company seeks to make a virtue of 
it, arguing that as natural dog food is uncooked and undergoes minimal processing, it is easier to maintain vitamins, 
enzymes and other heat-sensitive nutrients. Its sales figures would suggest that many consumers are comfortable 
with this juxtaposition, suggesting a strategy that other manufacturers of fortified/functional products could 
profitably adopt. 
 
For further insight, please contact Emily Woon, Head of Pet Care Research at Euromonitor International on 
emily.woon@euromonitor.com 
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