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Sales of pet dietary supplements have enjoyed strong growth in recent years, piquing the interest of pet food 
manufacturers like Procter & Gamble and such retailers as PetSmart. 
 
Increased demand for pet healthcare a major growth driver 
 
Global value sales of pet dietary supplements enjoyed healthy growth over the 2005-2010 period with a CAGR of 
4.3%. As a result, annual value sales in this category were worth just over US$1 billion for the first time in 2010. 
Although the annual rate of sales growth declined somewhat over this period (from a peak of 5.6% in 2007 to 3.3% 
in 2009, before recovering to 3.6% in 2010), pet dietary supplements performed relatively well in a turbulent 
economic environment. Even though demand for pet dietary supplements is booming in such emerging markets as 
China (with a CAGR of 15.3% between 2005 and 2010), North America remains the mainstay of the market, 
accounting for close to 60% of global value sales (US$587 million) in 2010. 
 
Pet obesity and ageing are key 
 
The main driver of this growth has been increased consumer interest in pet healthcare, combined with a growing 
population of older cats and dogs. Another factor is the rise in pet obesity, which is leading to an increase in the 
prevalence of such conditions as diabetes, osteoarthritis, tears to the anterior cruciate ligaments, heart and respiratory 
disease and pancreatitis. According to a national survey of vets conducted by the American Society for the 
Prevention of Cruelty to Animals in 2010, 58% of cats and 45% of dogs in the US are overweight. 
 
MRI scans and joint replacement becoming increasingly commonplace 
 
With many affluent pet owners (particularly in the US) increasingly willing to spend US$5,000, US$10,000 or even 
US$20,000 or more on pet healthcare, the health preservation and preventative benefits of pet dietary supplements 
are becoming more appealing to them. For example, a growing number of veterinary surgeons in the US now replace 
canine hip and knee joints (at a cost of around US$5,000, exclusive of post-operative physical therapy). Moreover, 
some veterinary hospitals now offer a full range of high-end diagnostic procedures like CT and MRI scans, usually 
costing between US$1,000-1,500. 
 
Elizabeth Strand, Director of Veterinary Social Work Services at the University of Tennessee's Veterinary Medical 
Center, says she has seen clients with high levels of disposable income spend as much as US$18,000 on their pet. 
She adds that a second category of less affluent people will spend up to US$6,000 and use Care Credit, a payment 
plan system. With many owners prepared to spend so lavishly on pet healthcare, it is unsurprising that they will 
spend a much smaller amount of money on what they perceive as preventative measures. 
 
Affordability an additional selling point 
 
The affordability of many of these products is also a source of their appeal. For example, a 30-day supply of sachets 
of Heartland Pet Care LLC's Pro Active Balance (a daily pet food supplement) has an RRP of US$6.99-7.99, which 
works out at around US$0.25 a day. As a result, some owners may perceive them as a form of health insurance by 
helping to prevent illness and disease. 
 
Fragmented market appears ripe for new entrants 
 
The pet dietary supplements market is extremely fragmented, with Hartz Mountain Corp the only player with a value 
share of more than 10% (11.1% in 2009). Indeed, the only other incumbent of any note is Spectrum Brands, which 
had a market share of 2.1% the same year. Moreover, private label products are conspicuous by the absence, with a 
value share of less than 1% in 2009. All of this would suggest that this market could offer significant growth 
potential for an ambitious entrant. 
 
However, one hurdle large pet food manufacturers may face in attempting to build a presence in pet supplements is 
the battering their brand equity took in the wake of the 2007 pet food recall. Anecdotal evidence suggests that many 
owners who buy supplements also purchase “alternative” pet food (such as raw, holistic, human-grade and 
biodynamic offerings) from niche manufacturers and may have little faith in products produced by mainstream 
companies like Procter & Gamble and Nestlé, which they perceive as containing inferior-quality ingredients. As a 
result, they may not be particularly inclined to purchase supplements marketed under the same brand. 
 
On the other hand, established brands could help to increase the trust of consumers in a market segment where 
quality can be difficult to gauge. During 2010, trade body the National Animal Supplement Council (NASC) issued 
a warning to the public to be on the lookout for misleading quality assurance claims for animal health supplements. 
NASC said it issued the warning in response to both the growing popularity of pet health supplements and recent 



confusion in the marketplace regarding marketing-geared quality seals. According to NASC, manufacturers should 
adhere to proper labelling guidelines, including warnings and caution statements suggested by the Food and Drug 
Administration, Center for Veterinary Medicine and other bodies. 
 
PetSmart partners health food retailer 
 
This has piqued the interest of pet food manufacturers and pet superstore chains in this segment. Some are seeking 
out partnerships with manufacturers of human supplements. In May 2010, retailer PetSmart Inc unveiled a 
partnership with health food shop General Nutrition Centers Inc (GNC) to launch a new line of dietary supplements 
for dogs and cats. This new line of dietary supplements was launched in the autumn of 2010 and is exclusively 
available at PetSmart stores and via its website. Offerings include GNC Ultra Mega Hip & Joint Health for Adult 
Dogs, GNC Ultra Mega Relax for All Dogs and GNC Pets Ultra Mega Hip & Joint Health for All Cats. Such 
partnerships are attempting to utilise the brand equity that each company has within its own core market to establish 
their credibility and the efficacy of their products in the minds of consumers. 
 
Iams launches Premium Protection brand 
 
Also in May 2010, Procter & Gamble's The Iams Co introduced a new line of dietary supplements called Iams 
Premium Protection for cats and dogs. There are three varieties for each respective pet: a multivitamin, a vitamin for 
joint health and a vitamin for skin and coat. Iams Premium Protection dietary supplements are made in conjunction 
with Nutramax Laboratories Inc, a leading developer of pet nutrition products. The initial plan is to introduce the 
products to specific Target Corp stores in selected American cities, with a view to expanding its distribution at a later 
date. As of January 2011, this brand was available in 11 states in the East and Midwest. This trend is not confined to 
North America. In China, leading pet food producer Chengdu Care Pet Food Co Ltd launched a series of dietary 
supplements for Tibetan Mastiffs (a popular breed of dog in China) in 2009. 
 
M&A an option for some, while others will stick to fortified treats 
 
Euromonitor International predicts that value sales of pet dietary supplements will exhibit a real CAGR of 3.3% over 
2010-2015 and will be worth US$1.2 billion by the end of this period. This could tempt such pet food manufacturers 
as Mars and Colgate-Palmolive's Hill's Pet Nutrition to make forays into the pet dietary supplements space. Rather 
than going down the joint venture or partnership route, these companies might consider an acquisition. 
 
However, for Hill's, any expansion into supplements could be problematic as it tends to market its pet food offerings 
as being “complete” and not requiring any supplementation. For example, on more than one occasion, its website 
states that “For maximum benefit, this product must be fed as the only food. Use of supplements or mixing with any 
other food is not recommended”. 
 
For many owners, supplements presented as a fortified/functional treat or mixer will likely have continued 
preference over and against dietary supplements due to convenience. Having acquired pet treat maker Waggin' Train 
during 2010, Nestlé is well placed to exploit this trend by expanding the latter's product range into the 
fortified/functional treat niche. 
 
For further insight, please contact Emily Woon, Head of Pet Care Research at Euromonitor International on 
emily.woon@euromonitor.com 
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