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Many recession-hit American consumers are spending less on cat litter, but value-added products that are 
environmentally- friendly or eliminate odours are finding favour in Western Europe and Japan, while urbanisation is 
driving strong growth in such emerging markets as Russia.  
 
Annual rate of sales growth slows to 2% 
 
Global value sales of cat litter stood at US$4.2 billion in 2010, having exhibited a compound annual growth rate 
(CAGR) of 4.1% over 2005-2010 (the review period). However, having peaked at 5.7% in 2006, the annual rate of 
global growth slowed progressively in subsequent years, to 2.2% in 2010. 
 
North America dominates global sales of cat litter, posting value sales of US$2.2 billion in 2010. However, the so-
called “great recession” has hammered consumer confidence in this region (particularly in the US, as the rate of 
unemployment has soared and housing values have crashed). As a result, the annual rate of growth in the region 
decelerated from 7% in 2007 to just 0.5% in 2010. 
 
Western Europe and Japan are the other two key markets for cat litter, with value sales of US$1.28 billion and 
US$247 million, respectively, in 2010. However, both of these markets have proven robust in the face of the 
economic downturn, with value sales growth slowing only modestly, to 2.2% and 3.5%, respectively, in 2010. 
 
Recession hammers value sales growth in North America 
 
In the US, recession significantly slowed growth in the country's cat population in 2009. In 2008, it expanded by 
over a million, but in 2009 barely grew by 50,000. However, in 2010, it rebounded strongly, increasing by more than 
700,000. The surge in the number of housing repossessions arising from the subprime crisis had a significant impact 
as many cat owners have been forced to give up their pets as they moved from owner-occupied to rented 
accommodation. 
 
Another factor in the slowdown in North American growth has been the wider availability of products that facilitate 
small spot cleaning, rather than a complete overhaul of the entire litter tray. This has had a negative impact on 
demand for cat litter. Some manufacturers of cat litter have increased their unit pricing in an effort to compensate for 
volume decline. However, price sensitivity due to the difficult economic conditions and the expanding share of 
private label (reaching 18.8% in 2010) has limited their pricing power. 
 
Private label weighs on growth in Germany 
 
Germany is the second largest national market for cat litter, with value sales of US$326 million in 2010 and 
accounting for around a quarter of the Western European market. However, value sales growth in this market has 
been quite modest in recent years (peaking at 1.4% in 2010). This is largely due to the strength of private label, 
which accounted for 51% of sales in 2009, up from 34.8% in 2005. 
 
This trend towards private label has been prevalent across the German fmcg industry for at least a decade as a 
combination of strong retail brands and consumer price sensitivity has resulted in German consumers being less 
prepared to pay a premium for branded offerings. This trend is now well established as recent improvements in 
German consumer sentiment would appear to have done little to dent it. 
 
Moreover, some German cat owners have been moving to private label litter in a bid to save money so they can 
spend more on pet health products and healthier foods. As a result, category leaders H Von Gimborn GmbH and 
Mars Deutschland GmbH have both lost significant market share.  
 
 
 
On the other hand, value growth has been supported by a move within cat litter towards products which are more 
hygienic and offer odour control. In this context, manufacturers continued to offer consumers pleasantly scented 
products, such as Biokat's fresh mit Frühlingsduft (spring scented) or Quality First Ultra Katzen-Klumpstreu mit 
Pinienduft (pine scented). 
 
Consumers go green 
 
There are also clear signs of a shift towards natural, organic and sustainable litter in Germany and other Western 
European markets. Examples of this type of product include the Bio Plus, Cat's Best ÖkoPlus and Natusan Premium 
brands. These products all claim to be organic or natural in various ways, and these claims are supported by 
independent consumer tests in some cases. Other types of organic cat litter available on the German market are 



wood-based cat litter brands like MultiFit Natur-Holzstreu. However, this type of product has been less successful 
due to its weaker absorption. Nonetheless, it has developed a small but quite ardent following among “ultra green” 
consumers. 
 
Strong innovation drives margin growth in Japan 
 
In Japan, strong product innovation continues to drive growth in value sales. In 2009, Lion Corp launched Pet Kirei 
Nioi Wo Toru Suna, a cat litter using the company's new component, ALM, which claims to prevent bacteria from 
breeding and thus eliminate odour. Similar products are available from companies such as Unicharm Pet Care, which 
has a strong presence in sanitary towels, disposable diapers and incontinence products and has a track record of 
leveraging technology developed for these categories in cat litter. For example, its Deo Toilet product only needs to 
be changed weekly due to its strong deodorising and hygienic properties. 
 
Thanks to such innovations, Unicharm more than doubled its value share in cat litter in Japan, to 21.5%, between 
2005 and 2009, significantly narrowing the gap on category leader Lion, the share of which fell by 30 basis points, to 
23.3%, over the same period. In general, the trend in Japan is towards products that require less maintenance and are 
easy to dispose of. These trends have helped to create significant barriers to entry, enabling the category leaders 
Unicharm and Lion to generate significant margins. The cumulative value share of small manufacturers fell from 
18.9% to 10.8% between 2005 and 2009, while that of private label offerings remained static at 7.3%. 
 
Urbanisation drives strong growth in some emerging markets 
 
In such emerging markets as Russia, cat litter continues to dominate sales of pet products, accounting for 86% of 
overall category value sales in 2010. Over the 2005-2010 period, value sales of cat litter in Russia almost doubled, 
expanding from US$116 million to US$225 million. This demand largely derives from cat owners in urban areas 
who are more likely to keep their pets indoors and therefore require products to make this more convenient and less 
unpleasant. 
 
The rising tide of urbanisation ensured that cat litter current value sales continued to grow at a healthy pace (12% in 
2009 and 12.5% in 2010) in spite of the economic downturn. For a growing number of Russian cat owners, cat litter 
is an essential product, making demand for it relatively inelastic. While Mars and Nestlé dominate this market (with 
respective value shares of 29.3% and 14.4% in 2010), a large number of small, indigenous manufacturers offer 
lower-cost alternatives for the more price-conscious. The share of these small players held steady at around 46% 
over the review period. Value sales of cat litter are also emerging rapidly in neighbouring Ukraine, with sales of 
US$7 million in 2010, up from US$2.8 million in 2005. 
 
Education key to unlocking the emerging market consumer 
 
In 2010, the percentage of Russians living in urban areas stood at 73%, compared with just 45.6% in China and 30% 
in India. Value sales of cat litter remain negligible in such Asian markets as India, Indonesia, Pakistan and Vietnam, 
as well as in Mexico, but are growing rapidly in China (albeit from quite a low base), increasing from US$37 million 
to US$57 million over the review period. 
 
Like Russia, the market for cat litter in China is quite fragmented. Many small-sized factories in North China 
produce cat litter, putting strong downward pressure on pricing. Partly as a result of this intense competition, Nestlé 
withdrew its Tidy Cats brand from the Chinese market in 2009. 
 
Turkey is another emerging market with excellent growth potential. With a booming economy, value sales of cat 
litter more than doubled (to US$4 million) over the review period. Similarly, in Brazil, value sales expanded from 
US$11 million to US$14 million over the review period. Poland also represents a good growth opportunity, with 
value sales expanding from US$17 million to nearly US$22 million over the review period. In all of these markets, 
many cat owners remain to be convinced of the necessity of using cat litter, so marketing aimed at educating 
consumers is likely to be key to increasing sales. 
 
Western Europe and North America will continue to constrain global growth 
 
In spite of the impact of recession, such long-run demographic and socio-economic trends as urbanisation, decreased 
household size and population ageing will continue to drive volume demand in developed economies, and, 
increasingly, in emerging markets. Russia is likely to remain a hot spot for growth, as are such markets as Vietnam, 
Turkey, Brazil and China (with CAGRs of 7%, 5.4%, 6.4% and 4.8%, respectively). However, relatively slow value 
sales growth in the key North American and Western European markets will drag down the global rate, which 
Euromonitor International forecasts will slow to a relatively modest real CAGR of 1.8% between 2010 and 2015. 



 
For further insight, please contact Emily Woon, Head of Pet Care Research at Euromonitor International on 
emily.woon@euromonitor.com 
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