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- New All-in-One technology:

Dehydrating, cooking and baking
by forced convection

- Acceleration of Innovation:

Allows to develop new foods
and treats for pets

- Great Versatility:

Possibility to dry & cook & bake
any type of product and format

- Process Optimization:

Continuous system, with superior
performance and lower energy consumption

- Full Connectivity 4.0:

Full control of the process
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CRAFTED WITH REAL MEAT, WHOLESOME GRAINS AND
NUTRIENT-RICH SUPERFOODS, BRONCO'S GENTLY OVEN-BAKED
FORMULA IS PACKED WITH NATURAL GOODNESS AND COMPLETELY
FREE FROM FILLERS. TS DESIGNED TO SUPPORT YOUR DOGS
HEALTH FROM THE INSIDE OUT — JUST AS NATURE INTENDED.
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Next stop: Istanbul

In 2026, we are gathering together once again for very pessimistic about how 2026 will impact their

a new edition of the GlobalPETS Forum. This time businesses.

we are traveling to Istanbul, a city that bridges East

and West. With such strong con dence in the coming year,
attention naturally turns to the opportunities ahead.

Turkey is emerging as a strategic market for the Innovation, alternative pet foods and small animals

pet industry, where growing demand and evolving stand out as promising segments for the new year

consumer habits are opening new business —and we look in more depth at these in this issue.

opportunities. In 2022, sales of dog and cat food

reached $127 million (€109M), and the Turkish Wishing you an inspiring read, and | look forward to

Statistical Institute expects the market to exceed greeting you in person in ‘the city on two continents’.

$300 million (€258M) by the end of 2027.

Optimism is always present among pet industry

leaders. Our recent newsletter poll about 2026

expectations, answered by more than 1,000 readers,

revealed that 62% are either very or somewhat

optimistic about what this new year will bring for David Palacios Rubio
the industry. However, just 25% feel somewhat or Editor-in-Chief

‘ ‘ | never dreamed about success. | worked for it. ’ ’
ESTEE LAUDER, AMERICAN BUSINESSWOMAN
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PET INDUSTRY HIGHLIGHTS

Pet players growing globally

Pet businesses are ramping up production across the world
with a raft of notable developments.

British pet food manufacturer Burgess Pet Care has
completed a ve-year overhaul to boost production capacity,
e ciency and sustainability at its plant in the northern
county of Yorkshire. The rm has injected £3.36 million
($4.37M/€3.86M) into the revamp.

Also in the UK, pet food maker Inspired Pet Nutrition

has unveiled a new distribution center in Yorkshire as part
of a £6 million ($7.7M/€7.1M) investment to support the
company’s infrastructure and long-term growth.

In mainland Europe, German pet food company Josera
opened its latest dry food factory in Nowy Tomy |, Poland.
The 40,000 sg m facility will make products under the agship
Josera brand as well as Josi, Green Petfood and Bavaro.

Indian agri-business Godrej Agrovet is set to develop its
food processing and manufacturing facilities in the country,
alongside a R&D center. A total investment of 0960 crore
($108.3M/€93.8M) will fund ve facilities.

In the US, Georgia-based pet treat manufacturer Big Creek
Foods has announced a major expansion of its production
capabilities at its Gainesville factory, which is expected to
boost output capacity by six times.

European ingredient player DSM-Firmenich opened a new

pet-only premix facility in the US state of Kansas in October.

This launch marks the second facility in the company’s pet
food portfolio, following the opening of its European site in
Haag, Austria, in 2025.
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Don’'t miss out on key updates
In the dynamic pet industry!

Subscribe to our newsletter at globalpetindustry.com
or just scan this QR code for an easy sign-up process.

Snellman makes rst foray outside the Nordics

Finland’s Snellman Petfood has acquired UK-based raw dog
food maker Beny t Natural to grow its presence in Europe.
The move marks the company’s rst acquisition outside of
the Nordic region.

Magnus Pettersson, Director of Snellman Petfood, says
Beny t Natural o ers a “scalable platform” with strong brand
equity, digital capabilities and operational infrastructure.

“It enables cross-branding opportunities with Snellman’s
existing portfolio, including MUSH and Raw for Paw, and
supports growth in both direct-to-consumer and retail
channels,” he adds.

Fressnapf | Maxi Zoo bolsters urban strategy

European pet retailer Fressnapf | Maxi Zoo has unveiled

a new city store format in Paris and Copenhagen as part
of its growing omnichannel strategy. With retail spaces of
approximately 100-200 sq m, the stores are designed for
city life and o er snacks, grab-and-go items and everyday
essentials for cats and dogs.

The new urban store format, which is modular and more
compact than its traditional shops, was conceived by the
Fressnapf Store Design Team and piloted in Copenhagen
last year.

In addition, the Fressnapf Group has announced the
creation of Fressnapf Asia Limited in Hong Kong.
The business will also open an Asia Sourcing O ce
in the special administrative region of China.
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PET INDUSTRY HIGHLIGHTS

Ratings in the pet sector: upgrades and new entries

2025 has seen a reshu ing of credit ratings across the pet industry.
One of the big three credit rating agencies, S&P Global, upgraded
two companies and gave a positive inaugural rating to another.

The most recent movement was the upgrade of the American
pharmaceutical company Elanco from BB- to BB in October. This
follows another positive movement from Zoetis, the New Jersey-
headquartered animal health company, which was upgraded from
BBB to BBB+ in April.

The German ingredient manufacturer Symrise completed the positives,
having received its inaugural rating in September, a BBB+ on the
investment-grade level in S&P’s scale.

According to the ratings team, the recent moves suggest a mixed
scenario for the pet segment. On the one hand, there’s the expectation
of a sustained and long-term increase in spending on pets as well as
“consumers’ willingness to pay” that will back innovation in pet health.

But, while spending helps the segment, “economic uncertainty has
contributed to declines in vet visits, declines in pet adoption rates and
resulted in negative credit rating actions in 2025”, the team says.

Aquael expands retail presence with Pla ek

Polish aquarium equipment manufacturer and pet retail
chain operator Aquael has entered into an agreement with
Pla ek Group, the leading pet retail group in Central and
Eastern Europe.

The 82 stores under the Kakadu banner in Poland — acquired
by Pla ek Group in 2014 — will be transferred to Aquael.

The partnership will strengthen the existing Aquael Zoo

retail network, which operates around 40 stores in Poland.
Aquael will now manage a total of 120 locations nationwide,
becoming the largest pet retailer in the country.

“The strategic agreement will also allow us to strengthen our
leading brands (Aquael and Comfy Appetit) in the Czech and
Slovak markets,” says Aquael owner Janusz Jankiewicz.

PETSINTERNATIONAL |

UK pet parents balance nancial pressures
with responsible care

The RSPCA's 2025 Animal Kindness Index, based on surveys
conducted by YouGov, reported that 61% of pet owners
continue to view veterinarians as their top source of advice
on pet care.

However, social media has reached an all-time high as
a source of advice (14%), particularly among adults aged
18-24 (28%) and 25-34 (29%).

Among those aged 45-54, nearly half (47%) rely on
the internet more broadly, underscoring generational
di erences.

Pet parents are increasingly worried about a ording vet bills
(52%) and pet insurance (33%) compared to the previous
year. 60% of those aged 45-54 cite a ording vet bills as
their main nancial worry as pet owners, consistent with
previous years.

Meanwhile, those aged 18-24 are most concerned about
covering essential welfare needs (34%) and additional
requirements (40%) for their pets.

Other speci c pet care costs that UK pet owners expressed
concern about included bedding and grooming (20%), food
(19%) and training (23%), but the RSPCA notes that these
gures indicate a lessening of concern in these segments.
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PET INDUSTRY HIGHLIGHTS

Regulators worldwide move to open
restaurant doors to pets

More dining establishments than ever are opening their
doors to pets as the trend of pet humanization continues
to drive spending.

In 2025, Hong Kong announced that pet dogs will soon

be allowed inside restaurants under a new pet licensing
scheme, while South Korea’s Ministry of Food and Drug
Safety proposed permitting restaurants to allow pets under
strict hygiene and safety standards.

The US city of Chicago proposed an ordinance to the city
council that would allow dogs inside restaurants at a rate
of one dog per table. The Canadian province of Quebec,
meanwhile, moved in March to allow pet dogs on terraces
or outdoor public service areas.

In Italy, a recent survey by Reporter Gourmet shows that
nearly 40% of Italians bring their dogs or cats to restaurants.
The ndings highlight a split in public opinion — while many
owners view dining with their pets as an extension of family
life, others are concerned about hygiene and the comfort of
other patrons.

Quick delivery becoming the norm for busy
pet owners

Across the UK, Germany and Canada, 54% of consumers
expressed interest in on-demand delivery for pet care
products, according to a white paper by quick delivery player
Just Eat Takeaway.

In the past 12 months, Just Eat Takeaway delivered

1.8 million pet care orders, re ecting growing use of
on-demand services among busy pet owners. The category
is the third most popular in the app. The company’s research
also reveals that 65% of pet owners say they've felt guilty
when they've run out of their pet’s favorite food or treats.

The survey, conducted among over 3,000 consumers
across the UK, Germany and Canada, found that three
in ve respondents admit feeling busy.
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Pet businesses: sustainability updates

The pet food industry is increasingly aligning growth with
sustainability, taking steps to reduce greenhouse gas
emissions, adopt renewable energy and minimize waste
across global supply chains.

American pet food giant Mars reported a 16.4% reduction

in greenhouse gas (GHG) emissions in 2024 across its full
value chain from its 2015 baseline, while Canadian pet

food manufacturer Petcurean ended 2024 with a 42%
absolute reduction in Scope 1 and Scope 2 GHG emissions,
compared to its baseline year in 2022.

Hungarian pet food maker Partner in Pet Food (PPF)
reported a 5% reduction in total Scope 1 (direct GHG
emissions), 2 (from the use of purchased energy) and

3 (indirect emissions in the value chain) GHG emissions
in 2024, compared with its 2021 baseline.

Belgian pet retailer Tom&Co released its rst ever
sustainability report in October. It reported emissions

of 111,533.9 tCO in 2023 and set a goal to have a 100%
electric vehicle (EV) eet by 2029.

For the scal year (FY) 2024-2025, UK pet retailer Pets at
Home achieved a 44% reduction in absolute location-based
Scope 1 and 2 emissions since 2016.

Brazil's largest pet retailer Petz, however, presented mixed
emissions results. While the company’s Scope 1 emissions
were reduced between 2023 and 2024, total emissions
increased.
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PET INDUSTRY FACT FILE

NEW APPOINTMENTS TOP 3 INVESTMENTS

Dutch insect ingredients producer
P r0t|X named Maiko van der Meer as the
new company CEO.

We”ness Pet Rik Hannes takes over as Managing

Director for EMEA and Latin America,

Com pany following Wim Petermans’ 10-year tenure.

The Australian fresh dog food brand .
|_ ka has appointed Cameron Luby as its brand Marleybones has raised
y PP y £2.5 million ($3.3M/€2.8M)

new Chief Marketing O cer. . ) .
9 in new funding to scale its D2C

and retail business.

British premium dog food

DATA INSIGHT

$201.2 billion

The market size of the pet care industry worldwide forecasted for 2026,

according to Euromonitor — a gure that represents a 6% increase.
nextProtein has raised

€18 million ($20.8M) in
Series B funding to ramp
up production of
insect-based protein.

Romanian pet therapeutics
player The Cat Health
Company has secured

$1.2 million (€1M)
to advance its work in
feline aging.

TOP WEB NEWS
General Mills investor day LATEST

The US corporation is eyeing a larger share of the fresh pet food market. NEWS
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Pet food iInnovations
lead the consumer pack

Despite in ationary pressures and supply-chain challenges, thousands of
new o erings still launch in the sector each year. And their ability to stay the
course rests on whether they can respond to evolving customer needs.

Egle Tekutyte
Senior Consultant for Innovation
Euromonitor International

In a year marked by economic uncertainty and
changing consumer priorities, pet food stood out as
a resilient and innovation-rich category within the
fast-moving consumer goods (FMCG) landscape.
Producers continue to invest in new product
development — focusing less on creating brands
and more on enhancing existing portfolios.

Meeting the needs of today’s pet

The global pet food market is projected to grow at a
CAGR of 3.5% (constant 2025 prices) between 2025
and 2030, reaching $181 billion (€155B) by the end of
the decade. To drive growth and sustain long-term
momentum, brands should use innovation to deliver
targeted, personalized solutions that meet pets’ needs
across life stages, adapt to demographic shifts and
balance premiumization with a ordability.

Despite economic headwinds and competitive
pressures, innovation in pet food remains robust. Rising
volumes of new product launches, and their increasing
share in total category assortments on e-commerce,
signal a competitive and attractive category, drawing
both established players and new entrants.

New brands vs sub-brands

Euromonitor de nes new brands as entirely new
entrants to the category, while sub-brands include

extensions of existing portfolios, such as new
formulations, avors or formats introduced under
established brand umbrellas. The rising share of

new products within the total category assortment

on e-commerce re ects the growing proportion of
recently launched items — whether new brands or
sub-brands — across the online retail landscape tracked
by Euromonitor’s Innovation system.

Although consumer demand remains resilient, rising
costs and supply-chain challenges have prompted
manufacturers to strengthen existing brands rather
than build new ones. E orts are now centered on
enhancing formulations, adding functional bene ts
and introducing new formats that align with evolving
pet owner expectations while minimizing nancial and
operational risk.

This is re ected in a consistent increase in the number
of new sub-brands between 2022 and 2024 (around 9%
per year), while the number of completely new brands
launched in that period shows what you could call
spikes and troughs — up by nearly 23% between 2022
and 2023 and down by the same percentage in the
following year.

P SEENEXT PAGE

Mid-priced products are being upgraded
with more targeted claims, advanced
formulations, functional ingredients and
premium-style packaging.
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Country and regional di erences

The US, Germany and France ranked as the top three
markets for new product introductions throughout
2024 and into the rst half of 2025. Germany
maintained a steady volume of launches compared to
2023, while the US and France posted increases of 5%
and 6% respectively. This underscores the continued
appetite for innovation in mature markets, though
growth is attening due to market saturation and rising
pet ownership costs.

In contrast, emerging markets such as Thailand,
Saudi Arabia and India are poised for strong
expansion, supported by low market saturation

and evolving attitudes toward pet ownership. In
e-commerce channels, these markets still represent
largely untapped opportunities, having recorded
comparatively lower volumes of new product launches
in recent years than established markets in North
America and Western Europe.

New product launches
across FMCG categories *

Pet food

3,007 988

Sweet biscuits

1,315 502

Ice cream

1,167 562

Chocolate confectionery

1,232 406

Salty snacks

1,107 426

B 2024 H1 2025

Source: Euromonitor International
*Based on daily tracking of in-scope online retailers across
the 32 markets, marketplaces excluded.

Positioning around wellbeing remains at
the core of pet food launches with product
claims highlighting weight management,
the immune system and gut health.

Taking innovation online

At the same time, digital channels are becoming
increasingly critical for product introductions. In

2024, pet food brand launches declined by 23% on
e-commerce, while the volume of new sub-brands
grew by 10% year on year. E-commerce now accounts
for a third of global pet care sales, fueled by younger,
digitally native pet owners, social media in uence and
brand investment in online engagement.

Retailers are expanding digital capacity, while brands
leverage platforms to connect, build loyalty and drive
conversion. To capture this growth, pet care players
must pair innovation with a strong digital strategy,
one that ensures discovery, convenience and variety,
while establishing a scalable online distribution base.

Staying power

Even though rising cost pressures and shifting pet
preferences have limited volume growth, pet food did
remain one of the most dynamic FMCG categories for
innovation in 2024 and early 2025.

Increasing numbers of new product launches, and
their growing share within the pet food assortment
on e-commerce, have underscored the segment’s
competitiveness and continued appeal for brands.

Another important metric is product longevity, which
indicates whether new launches truly resonate with
consumers and sustain demand beyond the initial
launch phase. Pet food is a strong performer in this
regard, as 74% of launches from 2023-2024 were still
available on e-commerce by mid-2025.

By comparison, other leading packaged food
categories recorded much lower longevity rates,
constrained by shifting preferences, competition and
regulatory hurdles. This highlights the strategic weight
of pet food within FMCG portfolios — an arena where
innovation delivers returns and successful launches
can enjoy longer life cycles and sustained demand.
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Why new products may fail

In recent years, the failure rate of new pet food product launches
has risen slightly, underscoring the increasing di culty of maintaining
new market entries. This shift suggests that heightened consumer
expectations and intensifying competition are raising the bar for
successful innovation.

Pet owners are becoming more discerning, prioritizing higher-quality
ingredients, functional bene ts and transparent brand values, while
a ordability concerns continue to in uence purchasing decisions.

Rising competition from regional brands and private labels has
further fragmented market share, and brand extension and
premiumization strategies from established players have narrowed
the window of opportunity for newcomers.

Shifting pet landscapes

Cats now represent 47% of the combined global cat and dog
population, re ecting a more balanced distribution between the
two types of pet. At the same time, small dogs are emerging as the
fastest-growing segment, with 2% growth projected for between
2025 and 2030.

This shift is particularly evident in traditionally dog-centric regions

like North America, Western Europe and Latin America, where the
share of large dogs is declining — from 32% in 2020 to a projected

27% by 2030 — while the proportion of small dogs is expected to

grow from 42% to 46%. » SEENEXT PAGE




Market performance further underscores the shifting
landscape. Dog food still holds the largest share in
global retail value, yet cat food is driving growth.

From 2020 to 2025, cat food volumes grew at a CAGR
of 3.4%, outpacing dog food at 1.6%. In value terms,
cat food rose by 6% CAGR (constant 2025 prices),
compared to 3.8% for dog food.

Innovation re ects demographic shifts as well as
ownership patterns and living environments, with new
product development increasingly focused on products
tailored to smaller sized pets. In 2024, launches
targeting small pets rose by 4%, in contrast to double-
digit declines in new products for medium and large
pets. This momentum has carried into early 2025, with

small pet food maintaining a 47% share of new launches.

Largest launch segments

Between 2022 and 2024, dog food continued to
dominate new product activity, accounting for 65%

of launches. But innovation is catching up with

the growing demand for cat food, with 30% of the
launches, while the remaining share comprised other
pet food categories, including products for birds, sh,
reptiles and other small pets.

Dog food launches rose by 11% year on year in 2024,
while cat food launches accelerated from 1% volume

growth in 2023 to 7% in 2024. Niche segments such as
food for rodents, including guinea pigs, hamsters and
chinchillas, also saw growth in new product launches,
although only from a relatively small base.

Like cats and dogs, other pet food categories are seeing
innovation around functionality. In the US, you nd
claims like ‘foraging blend’ for small pets or ‘parasite
and disease free’ for sh foods. Functional treats are
also emerging, targeting very speci c needs such as
odor reduction for ferrets.

In the UK, bird food sales are being challenged by

a growing preference for homemade mixes and a
shift toward feeding wild birds instead of keeping pet
birds. This is resulting in category innovation that is
increasingly focused on wildlife.

Functional pet foods

Pet humanization, accelerated by demographic shifts
such as declining birth rates, is still fueling demand

for high-quality products, even at premium prices.

In mature markets, in particular, producers are seeking
growth by focusing on functionality and health bene ts
to elevate product value. The premium segment has
remained resilient due to relative price inelasticity, with
new pet food products carrying a ‘premium’ claim
rising 40% year on year in 2024.

Top food and beverage categories by
product launch and survival rates
Product launches in 2023-2024 still available by mid-2025*

2

Pet food Salty snacks

14% 59%

Ice cream Sweet biscuits

4 5

Chocolate
confectionery

58% 53% 40%

Source: Euromonitor International
*Based on daily tracking of in-scope online retailers across the 32 markets, marketplaces excluded.
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Leading pet food markets for innovation, such as the
US, Germany and France, all recorded growth in the
share of products positioned as premium. Within this
segment, di erentiation is driven by single-source and
novel proteins, including insects, kangaroo, deer, bison
and cultivated meat, alongside minimal-ingredient
formulations that emphasize transparency and purity.

The use of scienti cally backed and wellness-focused
ingredients that mirror human health trends further
enhances credibility and consumer trust.

Frozen ready meals

Innovation is further expanding with the rise of fresh,
frozen-style meals, re ecting growing consumer
demand for natural, less-processed pet nutrition.
Recent launches of these meals for dogs by major
players signal the mainstreaming of a format once led
by niche startups.

Sold frozen and then thawed before serving — much
like human ready-to-eat frozen meals — the products
are positioned as a premium yet convenient alternative
to traditional kibble and canned foods. They mark a
strategic evolution in pet food formats.

A ordability concerns

At the opposite end of the scale, a ordability concerns
are reshaping the market. Elevated price levels are
putting pressure on pet owner budgets. As a result,
mid-priced products are being upgraded with more
targeted claims, advanced formulations, functional
ingredients and premium-style packaging.

Meanwhile, private label players are gaining traction
with their competitive, health-oriented alternatives
at considerably lower price points. These are often
multifunctional products, such as treats that deliver
speci ¢ health bene ts, which further re ect this
balance between value, function and innovation.

Promoting wellbeing

Positioning around physical and physiological wellbeing
remains at the core of pet food launches. Frequently,
product claims highlight weight management, plus
immune system and gut health support. Other products
promote their protein content, vitamin forti cation and
‘natural’ or ‘free from’ positioning.

These claims often stress the use of natural, organic
and responsibly sourced ingredients, aiming to reduce
exposure to arti cial additives and preservatives while
promoting overall pet health.

Health-focused claims are expected to expand further
by addressing speci ¢ needs across di erent life stages,
breeds and pet sizes. Emotional and mental wellbeing
is gaining importance too, with stress relief, behavior
support and enrichment activities becoming important
components of holistic pet care.

Looking ahead, functionality and health bene ts are

set to remain key drivers of innovation. Deeper insights
into pet needs, both physical and emotional, will enable
more specialized bene ts and greater personalization.
Demand for a ordable yet premium o erings will
continue to fuel growth, while technologies such as

Al could unlock hyper-customization — shaping the

next frontier of premiumization in pet food. X

The US, Germany and France
recorded growth in the share of
products positioned as premium.
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The segment is outpacing the broader dog food category, as major retailers and
brands launch new lines to meet rising consumer demand.

Thais Matos
Senior Business Reporter
GlobalPETS

Fresh pet food is no longer niche. As more pet
owners seek high-quality, minimally processed meals,
the market is responding with innovative solutions,
positioning the segment as a key driver of revenue
and di erentiation in a competitive landscape.

A rapidly expanding area

In the US, NielsenlQ data shows double-digit growth
for refrigerated and frozen food for dogs — up

$208 million (€181M) in the past year. Research rm
Technavio estimates a $3.2 billion (€2.8B) market
expansion from 2025 to 2029, a compound annual
growth rate of 21.2%.

Chewy, the largest online pet retailer in the US, launched
its own fresh dog food brand in September 2025. This
new private label — Get Real — was presented as “a new
line of minimally processed fresh dog food”, with the
message being “real” and “healthy” food.

The retailer has taken this step with an eye on the
segment’s positive outlook. “Consumer demand for
fresh dog food has never been higher; in fact, the fresh
segment’s growth is outpacing all other companion pet
food categories,” Chewy said in a statement at the time.
The brand o ers both full meals and meal toppers,

and has already been integrated into Chewy’s existing
operations.

In a similar vein, General Mills wants to satisfy pet
owners’ new interest in fresh food
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Growth rates across
dog food segments
(sales value in the US)
13.‘4%

Total dog food
Dry food

Wet food
Fresh food

N
\
-0.2% -0.5% -3.2%

Source: NielsenlQ, August 2025

with its entry in the segment: the Love Made Fresh
line as part of its Blue Bu alo brand. “Blue Bu alo will
meet a growing trend of pet parents looking for fresh
pet food, as well as a preference for mixing fresh with
kibble and other formats,” the company says.

The new line was expected to be on the market by
the second half of 2025 and General Mills has strong
expectations for its national debut. In the release of
its rst quarter of scal 2026 in mid-September 2025,
Chairman and CEO Je Harmening put fresh pet food
at the center of the company'’s strategy to restore
organic sales growth.

Harmening says: “We will continue to drive further
improvement this year behind disciplined execution
of our price investments, new advertising campaigns,
stronger in-store events and exciting innovation like
Blue Bu alo’s launch into fresh pet food, that is just
now starting to ship to customers.”

New perspective on nutritional health

Mars launched Royal Canin Fresh Health Nutrition in
June 2025, presenting it as a “science-based approach
and fresh perspective on health through nutrition”

and its rst product of this kind. In line with the other

players expanding into the fresh segment, the company
is addressing dog owners’ requirements with three
fresh food lines: puppy, adult and senior.

“The launch marks a signi cant innovation as our rst
gently cooked food tailored to unique health needs

at each life stage,” says Stanley Browning, General
Manager of the Pet Specialty Retail and Omnichannel
Business Unit for Royal Canin North America.

Mix-and-match solutions

Los Angeles dog food brand Jinx launched Jinx Fresh
in August 2025, consisting of a line of refrigerated dog
food available exclusively at Walmart in the US. The
company uses labels like “cage-free” and “farm-raised”
to advertise its turkey, salmon and chicken products,
available as rolls and meals.

“As more pet parents embrace hybrid feeding — a mix
of fresh food and kibble — Jinx saw a clear opportunity
to create versatile, mix-and-match solutions,” the
company says. “Jinx Fresh was inspired by the brand’s
core customers, who started adding fresh food to their
dogs’ meals.”

Sustainable packaging advances

Some brands are innovating in packaging to
accommodate this growing market, drawing inspiration
from fresh food for human consumption. One example

is the partnership the US manufacturer United Premium
Foods (UPF) entered into with Tosca, a global provider
of reusable plastic packaging, in October 2025. UPF will
rely on Tosca's reusable containers and its management
of the complete pooling cycle, while it invests in scaling
its fresh food production.

The Grateful Pet is another company focusing on
innovation. This Singaporean fresh food producer has
invested in “advanced skin-pack technology”, making
it a pioneer in the country. According to co-founder
Sandee Goh, this move will bring a new level of
freshness, safety and convenience for pet owners.

Some brands are innovating in packaging
to accommodate this growing market,
drawing inspiration from fresh food for

human consumption.

16 PETSINTERNATIONAL | NOVEMBER 2025



The skin-packed meals were introduced in September
2025. They are sealed in recyclable and Bisphenol
A-free trays, which both preserves nutritional value
and prolongs shelf life, the company says. “It's a rst-
of-its-kind innovation in Singapore’s pet food industry,
and a lifestyle shift that highlights how far the bond
between people and their pets has come,” Goh says.

Freshpet teams up with PFX

The US pet food company Freshpet has entered into
a distribution partnership with Pet Food Experts (PFX)
to bring its refrigerated food for dogs and cats across
North America.

Under the partnership, Freshpet products will be
stocked in all PFX warehouses, but purchasing access
will be limited to approved retailers to align with
Freshpet’'s merchandising and storage standards.
PFX has over 10,000 pet retail locations nationwide.

Fueling deals and performance

The fresh food segment was an important driver of
mergers and acquisitions throughout 2025, as PETS
International reported in its October issue. One of the
biggest moves happened right at the beginning of the
year, when Hill’s Pet Nutrition acquired the Australian
fresh pet food brand Prime100, which o ers both
refrigerated and shelf-stable products.

In the announcement of this acquisition by its pet
division, Colgate-Palmolive praised the segment’s

Despite a general slowdown in pet food
sales in 2025, Nestlé’s CFO reports growth
in fresh pet food.

performance, saying that this was its opportunity

to enter “the fast-growing fresh pet food category”.
According to the company, the acquisition increased
Hill’s volume sales by about 1% in Q2.

In terms of performance, it's interesting to look at
Nestlé. While the pet food segment faced a general
decline in 2025, the company’s CFO Anna Manz said
at a conference in September that fresh pet food was
actually growing in all its di erent forms, whether
frozen, chilled or ambient.

Manz also said that the company was still a bit
uncertain about pro tability in the segment, so was
making “smaller scale investments” and studying
innovations in the category before moving further.
“We've had a stake in the fresh food producer
JustFoodforDogs for a couple of years now to really
explore the space.”

Pricing challenges

Even though pet owners recognize the value of the
segment, they still struggle with the price. According

to NielsenlQ, only 50% of the 500 owners the market
research company recently surveyed have already
purchased fresh food, and only 44% of them are willing
to buy it again. Consumers point to cost as the main
factor, as these options are generally more expensive.

But there is still room for growth. “As pet parents
demand more from what goes in the bowl, we're
entering a new era of personalized, functional and
wellness-driven nutrition,” says Yemi Owolewa,
Pet Vertical Leader at NielsenlQ.

Fresh leads the way

There is a bright future ahead for the fresh food
segment. While dog food experiences year-on-year
declines, fresh products are the ones driving all growth
in the category. NielsenlQ's Owolewa believes that the
next wave of growth will come from brands that can
combine superior nutrition, trust and value — o ering
not just meals but meaningful health outcomes

for pets. X
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A comprehensive survey
across six countries reveals
the feeding behavior of
today’s pet parents and
what factors are driving
their choices.

David Palacios Rubio
Editor-in-Chief
GlobalPETS

From fresh and dehydrated to raw and frozen,
alternative diets for pets are attracting growing interest
from consumers worldwide. Yet price, taste and habits
continue to shape the speed at which users adopt these
new types of food next to traditional dry and

wet products.

The preferred option: fresh

A new survey from Yummypets, powered by Loop, and
PETS International found that most respondents who
bought alternative pet food between May and October
2025 fed their pets with fresh food (70%) — an increase
of 18 percentage points compared to ndings from a
similar survey in 2023.

The 1,200 pet parents surveyed in 2025 were from
France, the UK, the US, Canada, Brazil and Mexico,
compared to 634 from France, Belgium, the UK, the US
and Canada in 2023.

Dehydrated pet food (made by gently cooking real-food
ingredients at low temperatures to remove moisture
while retaining nutritional bene ts and enzymes) is the
second most popular option, at 58% (55% in 2023).

The use of raw pet food has increased from 25%

in 2023 to 33% in 2025, the second highest rise in
alternative food use after fresh. More than two out of
10 (25%) respondents fed their pets with frozen food,
an increase of 11 percentage points.

Country overview

Dehydrated pet food is the most popular feeding
alternative for pets in France, with 70% of the
respondents saying this is currently their preferred
option. In the Americas, fresh food leads the way,
favored by 83% of pet parents in Brazil and 82% in
Mexico. In the UK, the US and Canada, fresh food
is also the preferred alternative diet.

Despite the overall increase in frozen pet food,
penetration is still lower compared with other options.
Only 18% of Brazilian consumers, 20% of French and
Mexican owners and 21% of the Canadian respondents
say they use this type of diet for their pets. In the UK
(36%) and the US (34%), the level of acceptance is
higher.

Raw food shows a similar pattern to frozen in France
and Canada, where penetration remains low, at 22%
and 25% respectively. It is more popular in Brazil,
where more than four in 10 pet parents include it in

their pet’s diet. » SEENEXT PAGE
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Assessing the bene ts

Opinions of pet parents on the bene ts of alternative
diets vary per country. For example, more than half of
the respondents (54%) agree that homemade pet food
is healthier for their pets than commercial options,
down from 60% in the 2023 survey. It's a view that is
most common in the US (65%), the UK (62%), France
(60%) and Canada (57%). Fewer consumers in Mexico
(44%) and Brazil (35%) share this opinion.

Regarding raw food, 45% of the respondents believe

it provides all the nutrients a dog or cat needs, a level
largely unchanged from 2023, when it was 46%.
Agreement is the highest in the US (50%) and the lowest
in Mexico (39%).

Alternative vs traditional

The Yummypets-PETS International survey con rms
that wet and dry food are still the most widely accepted
ways to feed cats and dogs. The participants were
also asked which type of diet they believe is best at
providing certain bene ts.

When it comes to immunity, most respondents (70%)
believe that processed dry and wet food are the best
options. Around three in 10 respondents think that
alternative diets are the best, with the US (36%), plus
Canada and Brazil (33%) showing the highest support
for this statement.

French pet parents are even more conservative, with
just 20% supporting alternative diets as a good solution

Over half of the respondents (54%) purchase
alternative pet food once or more times a
month, led by Brazil where this is 65%.

for immunity. Overall, support for alternative diets in
this respect has decreased by eight percentage points
since 2023, when 39% of respondents to the survey
endorsed them.

On joint care, the trend is similar, with 31% of the
respondents turning to alternative diets for this purpose.
The strongest support is in Brazil (34%), Mexico (33%)
and the US (32%). In 2023, 34% of pet parents considered
alternative diets bene cial for joint health.

Alternative pet food is chosen by 24% of respondents
for their pet's digestion or for skin and coat health, by
25% for weight management and by 26% to support
energy and vigor. Interest in alternative diets for these
bene ts has slipped since 2023, with skin and coat
health plus digestion experiencing the same remarkable
drop of nine percentage points.

Purchasing frequency

In Mexico, signi cantly more pet owners than in the
other ve countries buy alternative pet food weekly.
This is almost one-third (32%), while the gures in the
UK (17%) and Canada (10%) are particularly low when
compared to the other countries.

Over half of the respondents (54%) purchase alternative
pet food once or more times a month, led by Brazil
where this is 65%. A further 32% shop several times

Types of alternative diets fed
to pets in the previous six months *

Fresh

(in %)

2023 2025

2023 2025
Homemade

2023 2025 2023 2025
Dehydrated Raw

2023 2025
Frozen

Source: Yummypets-PETS International, 2023 and 2025

*Multiple responses allowed
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No purchases in past six months

Several Once a week
times
ayear
Once Several times
a month a month

Source: Yummypets-PETS International, 2025

a month, while 22% purchase these products once a
month. According to the survey, 14% of the respondents
didn’t buy alternative pet foods at all in the past six
months. This gure was even higher in Canada (21%)
and the UK (20%).

Retail preferences

Specialist pet stores remain the preferred channel

for purchasing alternative pet foods (62%). The highest
market penetration is seen among Brazilians (75%)
plus Canadians and Brits (66% each), closely followed
by North Americans (65%), while just 39% of the
French respondents buy alternative pet food from
specialist retailers.

Other preferred channels to purchase this type of pet
food are hypermarkets and supermarkets (47%) and
online (30%). E-commerce penetration is the highest
among North Americans, with more than half of them
purchasing alternative pet food online. In contrast, just
20% of the French pet owners do so, with Mexican and
Canadian respondents only buying these products
slightly more online. » SEENEXT PAGE
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Nearly two in 10 respondents prefer to buy their
alternative pet food at convenience stores, with the
highest numbers reported for Mexico, the US and the
UK. Discounters (8%) and garden centers (5%) follow
at the lower end.

Price is the main barrier

The majority of the survey respondents (70%) spent
between $25 (€22) and $100 (€87) per month on
alternative pet food in 2025. Those spending between
$100 (€87) and $150 (€130) represent 13% of the pet
owners surveyed.

Price remains the main reason why many owners are
still hesitant about including alternative food in their
pets’ diets, with more than four in 10 citing that as

the key barrier. This is as high as 64% among owners
in the US.

Sticking to existing feeding habits is also a reason given
for not adopting alternative diets, mentioned by three

in 10 respondents to the 2025 survey. Taste is another
concern — 21% of the pet owners believe their pets
wouldn't enjoy alternative food. Others point to a lack

of knowledge of this kind of product (35%) and limited
availability in stores (16%) as additional obstacles.

Half of the respondents say they’ve bought more
alternative pet food than last year. This was particularly
the case in Brazil (63%), Mexico (53%) and the US (52%).
The gures among French and Canadian pet owners
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are below average — 37% and 39% respectively. Nearly
two out of 10 owners report purchasing less of these
foods than in the previous year, mainly because they're
too expensive.

The outlook for 2026 seems positive for the category,
with 45% of pet parents expecting to purchase more
alternative pet foods. An additional 38% say they are
planning to spend the same amount.

But among those who don't currently feed their pets
alternative diets, few seem open to change. In fact,
76% say they do not intend to purchase any alternative
pet food within the next 12 months.

Carving out a niche

The survey suggests that average expenditure on
alternative pet food will decrease in 2026, with half

of the respondents (53%) willing to spend between

$25 (€22) and $100 (€87) on alternative pet food per
month — 17 percentage points less than in 2025, but the
same as in 2024. 18% of the pet owners plan to spend
between $100 (€87) and $150 (€130) in 2026 — slightly
more than in 2024 and 2025.

While traditional foods remain dominant, alternative
diets are carving out their space in the market. With
increasing awareness and continued interest from
pet owners, these fresh, frozen, dehydrated and raw
options are set to play a bigger role in shaping the
future of pet nutrition globally. X
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Smarter proteins
for a sustainable
wet pet food future

How you can cut the carbon
footprint of wet pet food, without
compromising nutrition or quality.

Esther Prevo, PhD

R&D Manager

Darling Ingredients International
darlingii.com

Meat remains the foundation of most pet food
formulations, valued for its nutritional pro le, taste

and functionality. Yet, it's resource-intensive, and
manufacturers are increasingly seeking ways to

lower the environmental footprint of their products.
Achieving that balance is not straightforward: any
ingredient replacing part of the meat content must
maintain the texture, juiciness and palatability that pets
and owners expect. Advances in processing technology
are bridging this gap. By converting animal byproducts
into high-value ingredients, producers can reduce
waste while maintaining performance.

These so-called functional proteins are engineered

to behave like meat, o ering similar structure, water-
binding ability and color — essential attributes in wet
pet food manufacturing. One example is Protein Fiber,
commercially known as QExtend. First created for
human food products, it now demonstrates how this
technology has transitioned into proven application in
pet nutrition.

The functional protein

Protein Fiber is a brated protein derived from pork
or beef plasma byproducts using a patented process.
Originally developed for use in processed meat
products for human consumption, it is now being
explored for wet pet food.

Delivered as frozen blocks for easy handling, it can
replace part of the meat content in formulations while

maintaining protein levels, moisture and product
appearance. With a substantially lower carbon footprint
than meat, it provides a practical way to improve
sustainability without sacri cing quality.

Proven performance

Extensive trials have shown that Protein Fiber can
replace up to 20-25% of fresh meat in loaf-style wet pet
food without a ecting texture, hardness or gel strength.
It also enhances homogeneity and color consistency,
important factors in both production and consumer
appeal. The ingredient’s strong water-binding capacity
further contributes to stable product structure.

Palatability and acceptance

Palatability studies con rmed that cats accepted
formulations containing Protein Fiber as readily as
those made with 100% meat. Pet owners reported no
signi cant di erences in rstimpression or enjoyment,
showing that the functional protein can deliver
sustainability bene ts without compromising eating
experience. X

Palatability trials
50
40
30
20

First sni First bite Preference for

. 20% replacement Reference Neither

Source: Pet Panel
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The drawbacks of home-prepared pet food

Findings from the Dog Aging Project support previous research that most
homemade meals for dogs lack dietary balance.

Janice O’Brien

Department of Population Health Sciences
Virginia-Maryland College of Veterinary
Medicine

An ongoing project in which owners self-report the
ingredients they use when making food for their dogs
at home is providing more detailed insights into the
nutritional pro le of such diets than have been available
to date.

Existing research

The Dog Aging Project (DAP) is a US-based cohort
study that collects information via online surveys.

While examining DAP diet data, researchers have
discovered a way to investigate the nutritional adequacy
and diversity of home-cooked diets for dogs, using
information provided by DAP owners.

Meat and vegetables were the most common
ingredients, followed by o al products,
fruit and non-meat-based proteins.

Home-prepared diets for dogs are classi ed as any diet
that is made at home by the owner. These diets can be
made from any group of food ingredients and cover

a diverse range: they can have raw or cooked meat
ingredients, be vegetarian or vegan.

Previous research on home-prepared diets has found
that these diets can often be incomplete, and some
individual dogs have had adverse health consequences
from long-term feeding of home-prepared diets.

When researchers from the University of California,
Davis, in work published in the Journal of the
American Veterinary Medical Association (JAVMA)
in 2013, evaluated recipes found both online and in
books, they discovered that 95% of recipes intended
for maintenance diets for healthy dogs did not meet
nutritional recommendations.

A 2012 study published in the same journal, also from
the team at the University of California, Davis, found
that no recipes designed for dogs with kidney disease
were appropriate for the condition. A further study from
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Boston’s Tufts University, published in JAVMA in 2012 found that
no recipes intended for dogs with cancer were appropriate.

However, the question remained: what percentage of owners were <
using the appropriate recipes and feeding a nutritionally complete i S
diet, versus what percentage were using the inadequate recipes? o ? o
Indeed, the ratio of recipes available may skew towards the

incomplete recipes, but perhaps dog owners are well informed

and most select the appropriate ones.

DAP data: nutritional adequacy O%Q
As part of the DAP study, owners answer a diet survey every year. (Nf\j
Owners who identi ed as feeding a home-prepared diet to their

dog were given a free-text entry to tell the researchers as much or
as little information about the home-prepared diet as they chose.
Falling into this category were 1,765 diet responses.

Few owners gave exact recipes or amounts, but most gave detailed
lists of ingredients. Researchers determined it was possible to answer

the question: “Given these listed ingredients, can a complete diet
be formulated from them?”

The individual ingredient lists were input into a commercial software
designed for the purpose of helping owners design maintenance
recipes for pet dogs using any set of food ingredients (Balance It).

Each entry was evaluated on whether it was complete (no

de ciencies), partially de cient (fewer than 10 de ciencies),

incomplete (greater than 10 de ciencies), or cannot code (if not

enough information was present to decide). Overall, only 6.2% of

diets were determined to be complete. » SEENEXT PAGE
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Dietary completeness of
home-prepared diets

19.8%

30.5%

43.5%

Source: Dog Aging Project survey (n=1,765). Jan-Dec 2023

DAP data: diversity

Beyond the completeness of the diet, the individual
food ingredients, any listed preparation methods and
common adjectives used to describe the diet were
also evaluated.

The mean number of ingredients contained in this
group of diets was 8.9 with a standard deviation of
5.5. Meat and vegetables were the most common
ingredients, followed by o al products, fruit and
non-meat-based proteins.

While the most common meat sources were chicken,
beef and turkey, dogs in this dataset were also fed
pork, lamb, venison, rabbit, duck, bu alo/bison and
elk, and fewer than 10 dogs were fed alpaca, antelope,
beaver, camel, emu, goose, guinea hen, kangaroo,
moose, ostrich, pheasant and quail. This was true for
the other ingredient categories as well; while there
were clear food ingredients that were most common

in each category, the individual ingredient lists within
each category were long.

Owners also reported feeding non-food items or food
items that are known to potentially be harmful, such

as diatomaceous earth, garlic, teas, clay and whole
bones. Common adjectives used to describe food
ingredients included: fresh, organic, local, grass-fed/
pasture-raised/wild-caught, human-grade, quality, and
gently or lightly cooked. Among owners who speci ed
a preparation method, most chose raw meat or cooked
meat, but not both.

Impact and future areas of study

This study is the rst to demonstrate that home-
prepared diets — as described by owners — are most
likely not meeting nutritional recommendations for
dogs. While the research question was rather broad,
if anything the results should over-estimate the actual
completeness of the diets. The website determined if
a complete diet could be made using the ingredients
listed. However, it was not possible to determine
whether owners were feeding the exact amounts of
those ingredients in the identi ed recipe.

Beyond the very low likelihood of being complete,
these diets are di cult to treat as being all the same,
given that the individual ingredients contained in

them could be very varied and, on average, these diets
contained around nine ingredients. Owners are not just
feeding chicken and rice.

There is certainly more work to be done in this area of
research. Testing large numbers of diets as prepared by
owners would allow researchers to ask more detailed
questions — such as, what are the most common

de ciencies or nutrients above the recommended

levels in this group of diets?

Conducting longitudinal studies could also determine
if certain health conditions are more or less common in
adult dogs fed a home-prepared diet over a long time.
Answering these kinds of points will help researchers,
veterinary health care teams and pet owners to provide
the best nutrition and care to pet dogs as possible. X

This study was the rst to demonstrate that
home-prepared diets — as described by
owners — are most likely not meeting
nutritional recommendations for dogs.
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Holistic treatments such as acupuncture, hydrotherapy and laser therapy are

rede ning how veterinary care is delivered.

Jen Setolongo
Contributor
PETS International

Many pet health insurance policies now cover not
only standard treatments but also less conventional
therapies. This means openings for pet healthcare
professionals and forward-thinking vet practices
who are willing to expand into more complementary
medicine for their patients.

Market momentum

Trends across the globe show that people increasingly
seek holistic care as part of their healthcare treatment.
In Germany, for example, over 50% of the population
regularly use complementary medicine. In Canada this
is 40% and in Japan 22.5%.

Part of the reason for the rise in demand can be
attributed to internet access and social media, which
allows practitioners to reach larger audiences and treat
patients through telehealth technologies. Millennials

and Gen X, who represent a large demographic of pet
parents in many countries, often look to social media
for advice and solutions for everyday problems — for
their pets too.

Treating the whole being

Holistic healthcare is also known as complementary
medicine or integrative therapy. These terms stand for
treatment of the whole being, factoring in all in uences
on health — including physical and mental wellbeing
plus diet — instead of solely focusing on symptoms.
Treatments may include acupuncture, laser therapy
and hydrotherapy, and chiropractic care. Integrative
veterinary care uses the same kinds of therapies.

Pet insurance catches up

With increased demand for complementary medicine,
several major pet insurance providers now o er policies
that include alternative therapies. This removes the
primary nancial barrier that previously limited market
growth, creating signi cant opportunities for veterinary

practices to o er integrative services. » SEENEXT PAGE

PETSINTERNATIONAL | NOVEMBER 2025 27



The most commonly covered treatments for pets
include acupuncture, chiropractic care, hydrotherapy,

Mastermind for veterinarians. This teaches practitioners
how to implement more holistic approaches to cancer
massage and physiotherapy. But the range of alternative treatment, including acupuncture, food therapy,
therapies covered by insurance continues to expand herbal medicine and IV nutrient therapy.
and evolve with the increased demand for holistic care

among pet parents. The clinic also educates individuals through blog posts

While many pet insurance companies in di erent
countries cover alternative care, coverage varies

among the providers. MetLife Pet’s standard policy and

optional Preventive Care plan, for example, includes
a range of holistic treatments, provided they are
prescribed by a veterinarian.

In the US, Healthy Paws Pet Insurance o ers some

of the most inclusive coverage for complementary
treatments, including herbal therapy, massage and
hydrotherapy, as part of its standard coverage to treat
a new injury or illness. Embrace Pet Insurance also
includes complementary treatment coverage at no
additional cost for all of its plan o erings.

New revenue streams for vets

The increased pet insurance coverage for
complementary medicine presents a business
opportunity for veterinarians. Dr. Kendra Pope, a
veterinary oncologist at Prism Integrative Veterinary
Health in New Jersey, o ers a number of services to
pet owners and veterinarians seeking holistic care.

In addition to in-person visits, this includes veterinary
consultations for clients located further away from
the clinic.

“Veterinary practices can bene t tremendously from

adding integrative care,” says Dr. Pope. “We have seen
a large number of our patients extend their lives or have

an overall better quality of life with our treatments.”
She has also created two educational online courses,
for pet parents and for vets.

Professional and owner education

One course on o er covers a holistic approach to
cancer prevention for pet parents, explaining how
cancer forms and how to develop a plan to include
optimal diet, supplements and other holistic tools.

The second is the Integrative Veterinary Cancer Care
Practitioner (IVCCP) certi cation and Inner Circle

and podcasts, and o ers a vet-to-vet consultation
service where out-of-town practitioners can consult
with Prism veterinarians to inquire about di erent
treatments or supplements. “This has been a huge
help, because we're able to help clients all over the
country — even some who live outside the country,”
Dr. Pope explains. “Doing this also helps other vets
gain knowledge about what we do here.”

Greater acceptance

Shelley Doxey is a veterinary surgeon who practices
holistic veterinary care in the UK. Over the 20 years
that she has been working as a vet, she’s noticed an
increased demand for integrative veterinary care.
Her hope is to decrease the need for conventional
medications in the long term.

“I think general awareness of what options are
available has increased, but also acceptance of the
potential bene ts from the wider veterinary industry is

increasing,” she says. “Acupuncture and laser therapies

are the most popular therapies that | o er.” Doxey
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The range of alternative therapies covered by insurance
continues to expand and evolve with the increased
demand for holistic care among pet parents.

credits more research into laser and acupuncture therapies for '
increased awareness among pet owners, particularly in relation to I n +

musculoskeletal diseases.

Attitudes to acupuncture

A survey conducted among 104 veterinarians in Europe in 2024 by
the Department of Veterinary Medicine at the UK’s University of
Cambridge investigated the use of, and attitudes towards, veterinary
acupuncture —the rst study to provide a comprehensive overview
of current practices in the region.

The participants answered 22 questions covering di erent aspects
of the therapy: approaches, techniques, indications, treatment
protocols and perceptions on e cacy and safety.

The main ndings were that acupuncture is used primarily as a
complementary therapy to treat chronic pain in small pets — mostly
in dogs and cats — and that patient-speci c approaches and manual
acupuncture are preferred over standardized protocols and other
acupuncture techniques.

The proportion of participants using acupuncture for treating
gastrointestinal, respiratory and allergic conditions is higher among
veterinarians practicing traditional Chinese medicine (TCM) than

in those using the Western approach. TCM is the most practiced
acupuncture approach (37%), followed by Western acupuncture (31%)
and integrative acupuncture, a combination of both (30%).

Bespoke treatment plans
Doxey warns of the time investment involved in adding integrative
therapies to conventional veterinary care. @

“Integrative consultations, and the work involved in creating a
bespoke treatment plan for each patient, along with the amount MagDrive® DUAL TIME
of contact we have with clients, takes up a lot more time than TECHNOLOGY MODE

conventional work,” she says, adding that pricing this type of

customized work adequately to make a pro t can be a challenge. !

The holistic veterinary market presents compelling opportunities

for practice di erentiation and revenue growth. Success requires
strategic implementation, substantial investment in education and an
understanding of regional market trends. Early adopters that position
themselves advantageously have the potential to reap the rewards. X
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As pet food formulators seek ingredients that combine nutritional quality, sustainability

and consumer appeal, dried egg is emerging as a versatile solution.

Naturally adapted to nourish developing
chicks, eggs contain all the basic elements
for life: high-quality protein, valuable fat
and unique bioactive compounds. These
same properties make egg a valuable
ingredient for pet food, providing both
nutritional and functional bene ts.

Egg protein is highly digestible and o ers
an excellent amino acid pro le, essential
lipids and important vitamins. It also
delivers antibacterial, antioxidant and
anti-in ammatory compounds that help
support immunity, growth and overall
health.

Nuvin’s dried egg ingredients
Nuvin’s Ovalin™ whole egg and
OvaBind® egg-based binder concentrate
the bene ts of fresh egg and deliver
strong formulating and marketing
advantages, all in convenient, sustainable
label-friendly form.

Nuvin egg ingredients are sourced from
unused side streams of human food
manufacturing, contributing to a circular

food system that addresses protein
scarcity while avoiding competition with
human nutrition. Gentle spray drying
and pasteurization transform these raw
materials into high-quality, versatile
ingredients. The process retains all the
properties of fresh eggs while ensuring
standardization, stability and safety.

With protein levels up to 80% and fat
content exceeding 50%, Nuvin dried egg
o ers a valuable toolbox for formulators.
Its unique protein pro le helps balance
variability in other ingredients, serving as
a quality “insurance” protein.

High levels of essential amino acids
mean it can be used at lower dosages
than a formula’s main raw materials. Low
ash levels (below 6%) make inclusion
easy without exceeding calcium and
phosphorus limits, and its gentle nature
suits pets with sensitive digestion.

From a manufacturing standpoint,
Nuvin egg brings signi cant practical
advantages. Powdered, granulated or

PETSINTERNATIONAL | NOVEMBER2025

pelleted forms can be blended with

other dry ingredients without special
equipment. When handled properly, dried
egg has a shelf life of up to 24 months

— ideal for storage, transportation and
formulation e ciency.

Consumer perception

As pet owners become more ingredient-
conscious, expectations around

quality and sourcing are rising. Among
all alternatives to traditional protein
sources, dried egg stands out for its high
acceptance: surveys in North America
and Europe show that over 80% of dog
and cat owners would feed egg protein —
more than vegetable or insect proteins.

Highly nutritious, functional, easy to
use, sustainably sourced and trusted by
consumers — that's why Nuvin dried egg
is the ideal pet food ingredient. X

Symrise Pet Food
petfood.symrise.com
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Scientists are investigating how
dietary supplements may help
address the increase in negative
traits in dogs since the COVID years.

Sarah-Jane Molier
Veterinary Surgeon

Veterinary professionals are increasingly embracing a
holistic approach to animal care. A rise in behavioral
issues post-pandemic has therefore driven interest
among the vet community in the impact of nutrition on
behavior and the potential part it may have in treating
such issues in dogs.

The pandemic puppy e ect

The COVID-19 pandemic had a profound impact on
the behavior of many dogs, including the infamous
cohort of ‘pandemic puppies’ (puppies acquired during
lockdown). The sudden and drastic change in routine
coupled with a lack of socialization opportunities led to
behavioral issues in a great number of pet dogs.

A lack of exposure to everyday experiences has led
to a marked increase in separation anxiety and a fear
of new people, places or other dogs. This in turn has
led to an increase in behavioral problems, since these
dogs cope by either becoming fearful and withdrawn,
or reactive.

In 2020, the UK’s Royal Veterinary College conducted

looked at owner-reported behavioral problems.
Some 97% of owners reported their dog displayed at
least one of the behavioral problems listed and 31%
reported separation anxiety-related behaviors.

Linking nutrition and behavior

While further research is needed, recent literature
reviews of studies to date indicate diet could well
play an important role in the adjunctive treatment of
behavioral concerns in dogs.

L-tryptophan

Behavior is regulated by hormones and
neurotransmitters, such as serotonin (the ‘happy
hormone’). Serotonin helps to reduce aggression and
anxiety, and promotes positive behavioral responses.
L-tryptophan is the precursor to serotonin.

The composition of a diet, alongside bioavailability,
can a ect the availability of precursors such as
L-tryptophan in the brain. It follows that a diet that
facilitates healthy L-tryptophan levels could therefore
be bene cial for dogs with behavioral problems. In fact,
there are already products on the market with this as
their USP.

A study by researchers at Tufts University in Boston,

a study involving more than 1,000 dog owners. The
study, published in the journal Animals in March 2022,

and published in the Journal of the American Veterinary

Medical Association (JAVMA) in » SEENEXT PAGE
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Some 97% of owners reported their dog
displayed at least one of the behavioral
problems listed and 31% reported separation
anxiety-related behaviors.

2000, demonstrated that for dogs with dominance
aggression, the addition of tryptophan to high-
protein diets (or change to a low-protein diet) may
reduce aggression. Numerous other studies have
also demonstrated the role of these compounds in
in uencing animal behavior.

Polyunsaturated fatty acids (PUFAS)
PUFAs, in particular docosahexaenoic acid (DHA),
are important in brain development. Dietary
supplementation with PUFAs could modify certain
aspects of the serotonin pathways, therefore

in uencing both behavior and cognitive performance,
as has been observed in rodents.

One study from researchers at Italy’s University of Pavia,
published in Veterinary Research Communications in
2008, suggested that low omega-3 fatty acids may
negatively a ect behavior in dogs, making them more
prone to aggression. However, the authors stipulate

that further studies are needed to determine whether
supplementation could help reduce aggressive

behavior in dogs.

Dietary ber

Dogs that are motivated by the thought of their next
meal between feeding times can show increased
unwanted behaviors. Some dietary bers have been
shown to prolong satiety, thus reducing hunger
between meals. This may be bene cial for dogs with
hunger-driven behavioral issues.

Medium-chain triglycerides (MCTSs)

While the role of MCTs in dogs with behavioral
problems needs researching, we already know that
MCTs are bene cial to overall brain health. A diet rich
in MCTs can help dogs with cognitive dysfunction,
such as might come with aging.

This is possibly due to improvement in energy
metabolism in the nervous system. Dogs with cognitive
dysfunction syndrome (CDS) have impaired glucose
metabolism. A diet rich in MCTs causes ketone bodies
to reach the brain, where they are used as an alternative

energy source by neurons, improving their function.
Dietary MCTs can also increase the levels of n-3 fatty
acids in the brain, which are structurally important for
neurons.

Synergistic ingredients

One study from a joint Italian and American research
team looked at serotonin and dopamine as behavioral
markers, and cortisol and norepinephrine as stress
markers, in dogs with behavioral disorders.

The 45-day study, published in the Veterinary Record
in 2016, assessed the e ects of a diet containing
L-tryptophan and PUFAs alongside other ingredients,
such as green tea extract. In dogs who were fed the
diet, serotonin and dopamine signi cantly increased,
while cortisol and norepinephrine decreased.

In another study, published in the British Journal

of Nutrition in 2018, researchers from the US and
Canada supplemented elderly dogs with a ‘brain
protection blend’ consisting of sh oil, L-arginine,
antioxidants and B vitamins. The supplemented group
showed signi cantly better performance in speci ¢
learning tasks. The study concluded that long-term
supplementation with this blend of nutrients can
improve cognitive function.

Intriguing area of development

Every year, millions of dogs are rehomed, abandoned or
euthanized due to behavioral issues. There is emerging
interest within the veterinary community in the role
nutrition plays in behavioral issues in dogs — not only
focusing on how poor nutrition may contribute to
unwanted behaviors, but also the role nutrition can play
in the management of behavioral problems.

There are currently a very limited number of dog foods
available that are marketed to support brain health
and improve behavior, exposing a potential gap in the
market. Extensive further research in this exciting area
of nutrition is required to identify both optimal and safe
dietary inclusion levels, alongside further research on
the exact e ects on behavioral issues.

While, naturally, nutrition cannot replace behavioral
therapy from a quali ed, certi ed behaviorist, it may
well be bene cial alongside therapy. X
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Franco Garbelotto
Public A airs and Communications
Manager | FEDIAF

With revised climate mandates, emerging bioeconomy
frameworks and a growing push toward sustainable
circularity, the biofuel demand for animal fats more
than doubled between 2018 and 2023. As a result,
these raw materials — which are key for pet nutrition

— are under pressure. The question is not if Category
3 animal fats matter, but how we ensure they are
allocated where they deliver most value.

Pet food in a circular economy

Animals rely on essential fatty acids contained in
Category 3 sources — animal fats that are byproducts
of human food — which are nearly impossible to
substitute. Possible alternatives like imported soy or
palm oil have larger environmental footprints and a
di erent nutrient pro le. Category 3 animal fats often
represent the most sustainable option.

Pet food stands as an example of resource e ciency.
The use of Category 3 animal fats transforms
byproducts into nutritious, palatable pet food that

However, the numbers illustrate a widening fault

line. Pet ownership across Europe continues its
upward trajectory, with more households welcoming
companion animals and increasing demand for
high-quality pet food. Meanwhile, meat production

— the source of Category 3 animal fats — is plateauing
or declining, tightening raw material supplies.

At the same time, encouraged by increasingly generous
incentives within EU directives, biofuel demand for
animal fats has surged — more than doubling between
2018 and 2023.

As aresult, the bioeconomy is now in direct
competition with pet food production for this once-
secure feedstock. But burning these nutrients for fuel
squanders their value, replacing circular use with linear
consumption.

Key battlegrounds

FEDIAF, the trade body representing the European

pet food industry, raised the alarm about the looming
diversion of Category 3 animal fats into biofuel markets
back in 2023. Without targeted intervention, the
imbalance between supply and high-value use will

supports health and consumer trust. only deepen. » SEENEXT PAGE
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Encouraged by increasingly generous
incentives within EU directives, biofuel
demand for animal fats has surged — more
than doubling between 2018 and 2023.

A key and often overlooked battleground has been
national implementation of the EU’s Renewable Energy
Directive (RED). FEDIAF and partners have advocated
that national RED transposition laws explicitly uphold
the ‘cascading use’ principles of the EU’s food waste
hierarchy. This ensures that Category 3 animal fats are
rst channeled into pet food before being diverted to
energy recovery.

At ground level, some EU member states are heeding
this call to protect the cascading use principles.

These national safeguards demonstrate early progress
— proof that regulatory ne-tuning can be both
meaningful and politically achievable. Aligning diverse
national interpretations can o er a foundation for

future EU-level clarity.

Protecting Category 3

As we look ahead, the EU nds itself at a pivotal
crossroads. The nalized RED IIl framework maintains
that Category 3 animal fats are excluded from Annex IX
of the directive, a clause which outlines the feedstocks
eligible for use in biofuel production.

This exclusion is signi cant, because materials included
in Annex IX are not only eligible for renewable energy
incentives, but also often receive double-counting

bene ts toward national sustainability targets. Inclusion
of Category 3 animal fats would therefore tip the
balance further in favor of biofuels and away from food
and feed uses.

Nevertheless, implementation of Category 3 animal fats
across the aviation and maritime sectors continues to
put pressure on availability.

Twin opportunities

Meanwhile, 2025 brings dual momentum: a strategic
overhaul of the EU Bioeconomy Strategy and the
much-anticipated Circular Economy Act. These
legislative instruments present an opportunity

to enshrine cascading-use logic into law, reduce
ambiguity between what is classed as a byproduct and
what is classed as waste, and foster coherence across
energy, food and industrial policy.

Proper alignment could ensure that high-value uses
such as pet food are adequately prioritized without
undermining Europe’s decarbonization ambitions.

Smarter resource allocation

This is not a con ict between food and energy, but

a question of fair distribution. The EU’s food waste
hierarchy places pet food alongside higher value

uses, and well ahead of energy recovery. Protecting
that ordering requires thoughtful policy design:
strengthened cascading-use clauses, stricter de nitions
distinguishing byproducts from waste and coherence
across intersecting directives.

Policymakers should recognize that the pet food
industry operates as a pillar of Europe’s circular
bioeconomy and deserves regulatory safeguards
commensurate with its value.

The challenge ahead

Europe is entering a decisive juncture. Growing demand
for pet food, constrained raw materials supplies and
mounting climate commitments all converge into

a high-stakes resource debate. Thankfully, pathways
have emerged — from national RED safeguards to the
EU’s broader strategic recalibrations — to rebalance
priorities.

Ensuring Category 3 animal fats remain accessible to
pet food manufacturers will uphold circular ambitions
and spare pets from becoming collateral in the race to
decarbonize. The years ahead will determine whether
Europe can genuinely reconcile resource e ciency
with climate leadership. X
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Nature-based solutions can bring bene ts for businesses as well as for the planet,

people and their companion animals.

Sachin Bhoite
Director of Climate Resilience
C40 Cities

Creating shaded parks doesn't just create pleasant places
for people to walk their dogs. It also o ers numerous
advantages from a social, economic and climate
perspective. C40 Cities, a global network of nearly 100
cities, and Mars, Incorporated have teamed up to help

10 million people and pets gain access to green spaces
by 2030, starting with pilot programs around the world.

Nature's bene t

Evidence shows that equitable access to nature
provides signi cant and measurable bene ts to both
people and the environment, protects public health
and builds more inclusive economies. In fact, roughly
half of the world’s annual GDP ($44 trillion/€38 trillion)
depends on nature in some capacity.

According to the World Economic Forum, nature-based
investments could create 395 million jobs by 2030. For
example, Colombian capital Bogota’'s ‘Women Who
Re-Green’ program has employed over 60,000 people
in green jobs since 2021, focusing on women from
diverse backgrounds. That’s a real economic impact
with social bene ts.

Meanwhile, for municipalities, adding more green
spaces is a good investment too. Parks and tree
canopies form essential infrastructure that helps

protect communities from ooding and dangerous
heat, while cutting down on local governmental costs
for healthcare, storm damage repairs and energy bills.

Cities are leading the way

Despite nature’s enormous value, however, many
urban dwellers lack access to safe, green spaces.
That's why C40 Cities launched the Urban Nature
Accelerator in 2021.

Participating cities have committed to ambitious
targets: either increasing the amount of nature covering
built-up areas to 30-40% or ensuring 70% of residents
can reach green or blue (water) spaces within a
15-minute walk. Within two years, around half of those
cities had already hit their 2030 targets.

Making a measurable di erence

These commitments contain inspiring success stories:

¢ 21 cities have launched tree planting and biodiversity
programs with community involvement.

« 13 have built major new parks, green corridors and
biodiversity projects.

¢ 14 have updated their planning policies to prioritize
nature.

< Nine have created green job programs.

For example, Guadalajara in Mexico planted over 45,000
trees across its hottest, least green neighborhoods,
while adding 20 new green ‘corridors’ in two years.
Quezon City in the Philippines created 63 new parks

» SEENEXT PAGE
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between 2021 and 2023. Meanwhile, Mexico City
transformed the historic but underused Kiosko Morisco
park into a neighborhood favorite, adding dog-friendly
areas and hosting regular pet community events.

A guide for pet-friendly cities

Such initiatives represent new opportunities for
families and pets to enjoy healthier, more connected
urban living. They don’t only create vibrant new
community spaces where people can walk their dogs
just minutes from their homes. They also contribute
to neighborhoods with clean air and comfortable
temperatures — even in the summer.

C40 and Mars have gathered these and other
examples of pet-friendly interventions in the Urban
Nature Playbook for People, Pets and the Planet to
support the creation, improvement and increased
accessibility of more green spaces for the bene t of
people, pets and the planet. Featuring best practices
and 18 evidence-based recommendations, this
three-step guide is designed to inspire action in other
cities around the world.

Utilizing pet industry expertise

To take the next step in our work and expand our
audience to include pet owners, C40 has now
teamed up with Mars to support the Better Cities
for Pets Program to champion nature for all in
urban environments. By pooling expertise and
drawing inspiration from the success stories so far,
we are working with rst-mover cities to drive the
development of pet-friendly green spaces.

Our goal? By 2030, we want to help 10 million people
and pets have access to green spaces that strengthen
climate resilience, boost biodiversity and improve overall

quality of life. We aim to prove that designing with pets
in mind results in better cities for all residents — humans
and animals — and leads to sustainable growth.

Adopting solutions locally

Concrete examples of C40 and Mars’ work with cities,
businesses and communities around the world include
programs to support pilots in London, Los Angeles,
S&o Paulo, Bengaluru and Bangkok.

Speci cally, in the Watcharapirom Park project in
Bangkok, wasted space beneath highway yovers has
been transformed into a thriving community hub, with
shaded rest areas, pet play zones and natural cooling
features that make dense city living more comfortable.

C40 and Mars are helping other cities to adopt the
Urban Nature Playbook in other ways. This entails
testing solutions such as improving the outdoor
environment of a social housing complex, increasing
shading in parks, and implementing nature-based
solutions to boost access to urban green areas and
improve livability in local neighborhoods.

Opportunity for the pet sector

Pet owners are frequent users of urban green spaces
— every day, in all weather — contributing to what
makes these spaces come alive. When businesses
engage pet owners in the planning and design of
pet-friendly spaces, positive change follows: parks get
more use, communities take ownership and spaces
become safer and more accessible for everyone.

Therefore, the opportunity is compelling for businesses
in the pet sector. By supporting green spaces, pet
companies have a chance to create lasting value by
strengthening communities, deepening customer trust
and making cities more livable for everyone.

The vision is clear and the path is open. Now is the
moment for pet owners, advocates and businesses to
help create the green, inclusive cities we all rely on. X

Pet owners are frequent users of urban
green spaces — every day, in all weather —
contributing to what makes these spaces

come alive.
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Birds and hamsters: small pets, big opportunities

With the European market for smaller companion animals evolving, industry
leaders weigh in on how businesses can capitalize on emerging trends.

Fabio Turco
Contributor
PETS International

While dogs and cats continue to dominate ownership
statistics, the market for smaller, low-maintenance

pets has been steadily expanding across the continent.
Looking at the past ve years, we talk to experts

about how the market has evolved and what future
developments can be expected.

The importance of good advice

For the Germany-based Wagner Pet Products Group,
a producer of food and other supplies for birds,

cats, dogs and small pets, the segment has recently
undergone a “structural” change. “During the pandemic
years, we saw a signi cant increase in demand for

both hamsters and birds, mainly driven by families

and rst-time pet owners. Since then, the market has
normalized, but on a clearly higher-quality level,”

COO Markus Wagner tells PETS International.

According to Wagner, consumers have become more
conscious about animal welfare and the longevity
of products. “We've noticed that our aviaries and

cages, which are designed for proper ight space
with stainless steel feeding systems and natural wood
perches, have maintained stable sales.”

Wagner regrets that many brick-and-mortar pet stores
have drastically reduced their cage assortments.
“Customers are increasingly forced to buy such
products online, where advice and product experience
are lost,” he explains. “This shift is unfortunate, because
proper housing requires guidance and professional
recommendation — something the specialized retail
trade once did exceptionally well.”

Emphasis on quality
Stefan Versele, Sales Manager at Versele-Laga, a Belgian
company specializing in pet nutrition and care, has a

di erent opinion on the status of the market: “The pet
birds category is decreasing, but there is good news
too: quality prevails. The trend is going toward more
expensive, nicer, harder-to-breed birds. There is also a
decrease in the small mammals segment, but still | see
the same quality trend there.”

According to Versele-Laga, there are two main reasons
for the decline in the small pet and bird markets: a lack
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of belief among business people and pet shop owners
in these categories, and a tendency to focus only on
the costs of keeping live animals in stores rather than
recognizing the advantages, such as attracting more
customer tra ¢ and increasing overall shop experience
and spending.

“We live in an insecure world, and our business is

more insecure than it used to be,” says Versele, who
nonetheless strikes a note of optimism. “It's not the
moment to cut down on lines. We should realize that if
we add value to the pets, the pet business will also add
value to the world. So not putting birds in a small cage,
but in a fantastic wide cage so people can admire them.”

Growth in hamster numbers

Small pets continue to show a positive population
trend, although not at the same level as dogs and cats.
For hamsters, there is no solid aggregated data at the
European level, as the species is typically grouped with
other small pets, but national data can be analyzed.

According to the global data platform Statista,
hamster ownership in the UK — approximately
600,000 hamsters — rose from 1.5% to 2.1% of
households between 2022 and 2024, while in Italy
hamsters represent approximately 3.4% of household
pet ownership.

“The hamster population peaked during the pandemic
and has since settled at a level slightly above 2019.
Growth was particularly strong in Central and

Eastern Europe, where space constraints and family
demographics make small pets popular,” says Wagner.

Stable bird populations

For the bird segment, the trend has been more stable.
The latest data from the European Pet Food Industry
Federation (FEDIAF) shows a total gure of 48.2 million
ornamental birds in Europe, with Italy as country leader
with 12.9 million birds.

Wagner says that “moderate growth” has been seen in
Southern Europe, in countries such as Spain, Portugal
and Italy, and “renewed enthusiasm” in markets like
Poland and Romania. “The DACH region remains
mature, but focused on quality and long-term keeping,”
he adds.

PETSINTERNATIONAL |
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Small pet owner pro les

The demographics of the niche segment of hamster
and pet bird owners is very di erent to that of owners
of more common pets. German pet business Vitakraft
specializes in the production and distribution of
species-speci c food, snacks, toys and accessories.

Sarina Hamann, its Head of International Marketing,
explains that small mammals are particularly popular
in families with children. “They are often considered
starter pets, helping children gain their rst experience
in responsibly caring for living beings.”

For pet birds, there is a greater variation of owners,
largely in uenced by regional factors. “It is especially
older individuals who appreciate birds as companions,
but younger audiences also choose to have pet birds
on a regular basis,” Hamann says.
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Wagner agrees about the di erent demographics of
bird owners who range “from young hobbyists keeping
budgerigars to experienced parrot owners with a deep
emotional bond and strong willingness to invest in
quality and enrichment”.

Speaking about hamsters, Peter Lancaster, Head of
Marketing at UK manufacturer Burgess Pet Care, says:
“While traditionally seen as children’s starter pets, we're
increasingly seeing hamsters being purchased by adults
who have a greater understanding of their welfare
needs and are more likely to invest in suitable housing,
enrichment and nutrition to support healthy, happy
pets.”

He believes that this trend may partly be driven by the
return to work following the pandemic. At the time,
many people recognized that their lifestyles, as well
as their homes, were less suited to having other pets.

Challenges and opportunities

The market today is facing challenges across the board.
“A key issue is the declining market size,” says Hamann.
“At the same time, the demand for product quality and
functionality is increasing. Opportunities arise through
targeted innovations, such as functional snacks or new
packaging concepts.”

Hamann emphasizes the need to respond to the
customer: “We need to stay close to the shopper and
the pet, understand their needs as best as possible, and
o er tailored, varied products.”

Lancaster sees that the di culties also represent the
greatest opportunity. “The biggest challenge — both
historically and currently — is the low perceived value
of hamsters due to their relatively low purchase cost.
This can lead to owners being unwilling to invest

in proper care, resulting in a short or disappointing
pet-owning experience and reduced likelihood of
purchasing other pets.”

He believes that by making hamster ownership a
positive experience, supporting natural behaviors and
promoting longer, healthier lives, you can drive repeat
purchases and encourage further pet ownership. “In
this scenario, hamsters bene t, owners bene t and the
pet trade bene ts.”

Wagner points to the need for education: “That's the
main challenge. Too many entry-level products still

fail to meet the species’ actual needs. Retail space for
larger enclosures is disappearing, and online-only sales
can't fully replace personal consultation.”

On the other hand, he sees immense opportunities —
especially for brands that combine design, education
and animal welfare. “The next generation of consumers
is better informed, more responsible and willing to
invest in quality. The hamster category will likely
remain cyclical, but at a higher-value level.” For pet
birds, Wagner expects stable to moderate growth, with
innovation in enrichment, lighting and housing design
as the key drivers.

What will the future bring?

PETS International asked the four small pet and bird
segment experts we spoke to for this article to give
their thoughts on the development of this niche market
and their own plans for the future.

Hamann states that the small mammal and pet bird
segments remain very important to Vitakraft. “We are
market leaders in these segments and manufacture
our products in our own facilities in Germany. We're
expanding into new markets and introducing new
variations.”

Wagner from the Wagner Pet Products Group,
meanwhile, says: “Long term, | believe that sustainability,
design and welfare will de ne the future of this market.
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There is a tendency to focus only on the
costs of keeping live animals in stores rather
than recognizing the advantages, such as

attracting more customer tra c.

We're proud to contribute to that evolution through our
brands such as Montana Cages and HappyBird.”

Lancaster says that Burgess Pet Care’s triple-bene t
philosophy makes the company optimistic about the
future for all pet species — but especially for smaller
animals such as hamsters. “As a business, we know we
can make a signi cant di erence to their welfare and
help these pets bring joy to their owners.”

Versele and Versele-Laga are convinced that success
for stores selling supplies for small pets rests on the
expertise of the sta working there. “If you have live
animals in a shop, you need employees who know all
about them. And with knowledgeable sta who are
enthusiastic about something, you will automatically
sell more.” X

Market size projections

Market Report Analytics states that the European
hamster products market represents a substantial
segment within the broader pet industry.

The global pet hamster products market is
estimated at $500 million (€435.6M) in 2025

and is projected to grow at a Compound Annual
Growth Rate (CAGR) of 5% from 2025 to 2033.

This growth aligns with data from Market Data
Forecast for the overall European pet market,
which is expected to reach $12.7 billion (€11.1B)
by 2033 from an estimated $6.74 billion (€5.87B)
in 2025, growing at a CAGR of 8.24%.

The growth of the European bird food market
segment is more moderate. According to
Cognitive Market Research, in 2024 Europe
accounted for a market share of over 30%

of the global revenue with a market size of
$705.4 million (€614.5M), with an expected
CAGR of 2.5% by 2033.

Coveris AUSTRIA

Clean and protective pet food packaging —
Coveris goes PFAS free

Supporting the PPWR, this new product range is designed for dry
pet food.

The recyclable premade quadroseal and at bottom bags — available
in sizes from 1.5 to 20kg — o er high-barrier protection, strong shelf
appeal and functionality.

Fully in line with Coveris’ No Waste commitment, the new MonoFlex
range combines monomaterial design to deliver recyclable
packaging with no PFAS added and no compromise on quality or

e ciency.

Responding to the industry’s call for cleaner, safer and more circular
solutions, this development reinforces Coveris’ commitment to
driving sustainable innovation and strengthens its position as an
innovator in pet food packaging.

Coveris GmbH
hello@coveris.com
coveris.com
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The pulse of the industry In
German-speaking countries

Pet care market by country
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Country report: Germany

Larger and more discerning than ever

The German pet industry is a strong economic driver with vast potential. Yet
continued success in this sector takes strategy, innovation and staying power.

Antje Schreiber
Head of Communications | German Pet
Trade and Industry Association (ZZF)

Almost every second household in Germany today
includes a pet. Although the recent economic situation
has led to restraint and fewer new pet adoptions, the
willingness to invest in animal welfare remains strong.
In 2024, Germans spent more than €7 billion ($8.1B) on
their pets.

Multichannel is a must

When shopping, German pet owners increasingly value
exibility. Around a third of them buy exclusively in
physical stores, while some 60% shop both online and
o0 ine. Brick-and-mortar retailers are responding with

specialization and omnichannel strategies: click and
collect, digital bonus programs and seamless online-
0 ine experiences are now standard. Nevertheless,

in 2024 turnover stagnated for the rst time after years
of growth, though remaining at a relatively high level
of just under €5.4 billion ($6.3B).

Major online platforms score points with exible
subscription models. These generate stable revenues
and provide valuable customer data, while ensuring
pet owners a reliable, convenient supply. According

to gures from the German Pet Trade and Industry
Association (ZZF) and the Industrial Association of
Pet Care Producers (IVH), online sales rose by almost
15% in 2024, reaching €1.5 billion ($1.7B).

» SEENEXT PAGE
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Felines bolster pet food sales

Pet food remains the strongest segment in terms of
revenue. With €4.3 billion ($5B), the market is stable,
driven particularly by growth in cat food, which rose

by 3.5% to €2.3 billion ($2.7B). In contrast, there were
declines in ornamental bird food and small animal food

at -4.1% and -7.9% respectively. Accessories and supplies
also saw a decline, as pet owners postponed larger
purchases. The result was a slight decrease of 0.6%.

Grocery retailers performed better in this segment than
pet shops, whose market share in pet food declined by
2%. Nevertheless, specialist chains continue to invest
in expansion. The Fressnapf Group, for example, is
strengthening its logistics and omnichannel structures,
and many others, such as large pet retailers Das
Futterhaus and Zoo&Co, are opening new stores.

Rewe subsidiary ZooRoyal has also added physical
stores to its online shop and is planning a large-scale
rollout of additional branches in 2026. Overall, the sales
area of the 20 largest pet shop operators increased by
2.5% last year.

Cats on the increase

Since the COVID pandemic, the total pet population in
the country has dropped slightly. This is certainly the case
for the numbers of small animals and birds which, after
growth in 2022, have seen a decline of some 300,000.

Younger pet owners, in particular, are
demanding products that combine welfare
with environmental awareness.

The situation is quite di erent for cats. In 2024,
300,000 more households chose cats than in

2023. There are now cats in around 25% of German
households — with multiple cats in 38% of these.

ZZF predicts that the total number of pets will return
to the kind of uctuations seen before the pandemic.
According to the ZZF and IVH study, the number of
households planning to acquire a new pet remains
unchanged, at 3.8 million.

Opportunities and obstacles

Rising costs for raw materials, energy and personnel
are putting German pet companies under signi cant
pressure. Added to this are regulatory hurdles such
as the German and EU Supply Chain Acts and the EU
Deforestation Regulation (EUDR). Many companies
nd the associated documentation requirements
burdensome.

“As worthy as the goals of these regulations are,

we must not forget that bureaucracy inevitably

sti es innovation,” warns Gordon Bonnet, Managing
Director of ZZF. “This leads to higher costs and forces

Expenditure on pet supplies in Germany
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companies to review supply chains, nd alternative
raw materials and work with certi ed partners.
Some requirements are simply impractical — urgent
improvements are needed here.”

Despite all this, ZZF remains optimistic about the
future of the pet industry due to the growing demand
for high-quality, sustainable products opening up
opportunities. Health, sustainability and digital services
are considered to be the key drivers of growth.

Responding to consumer demand

Younger pet owners, in particular, are demanding
products that combine welfare with environmental
awareness. This is evident in cat hygiene, for example,
with 57% of owners considering sustainability to be an
important factor when choosing cat litter.

Overall, 21% already use plant-based alternatives
rather than mineral products. Regional products and
alternative protein sources are also showing robust
growth, as well as health-related segments such as
supplements and functional snacks.

Digitalization and services are further growth drivers
in Germany. Smart home technologies for pets such
as telemedicine, nutritional advice, pet training, dog
grooming and aquarium maintenance are in demand.
The industry is becoming more professional and alert
to the need for convenience and expertise.

Small
animals

82
-7.

The small animals and birds segment remains attractive
too, although consumer demands have changed and
there are signi cant regional di erences.

With growing awareness of what is appropriate for a
particular species, pet owners’ expectations regarding
housing, space and stimulation have also risen. In

a uent areas, consumers are investing in high-quality
enclosures for rabbits, guinea pigs, hamsters and birds.

The rise of hobby farmers

An exciting trend is the discovery of how enjoyable it
can be to keep animals in the garden. Around 7.3 million
farm animals, such as chickens and quails, now live in
1.4% of households. These are found not only in the
countryside, but also in urban spaces. The range of
products for chicken keepers extends from essential
nutrients to snacks, and bedding and protection to
accessories and non-essential branded items.

These ‘hobby farmers’ make up an entirely di erent
segment of pet consumers and many German

in uencers and bloggers have already embraced this
trend. It is yet another opportunity for the pet industry
to unlock the market's full potential. X

Rising costs for raw materials, energy
and personnel are putting German pet
companies under signi cant pressure.
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Ramin Danaei, Managing Director, Kélle Zoo

“Hamster sales have
Increased by 30%”

Customized service and high basket value
are keeping this German pet retailer strong
in a competitive environment.

David Palacios Rubio department. | was crazy about reef aquatics, and that's
Editor-in-Chief how | came into contact with the pet industry.
GlobalPETS
After nishing my studies, | asked myself: should |
Ramin Danaei has been at the forefront of Germany’s continue at this store or do something else? In the end,
pet retail industry for nearly two decades. He joined | chose the right path by joining Kdlle Zoo as a trainee.
Kolle Zoo in 2007 as a trainee, and two years later he Step by step, I've reached the position | have today.
became store manager at Weiterstadt, 30km from
Frankfurt. After taking on responsibility for marketing Where does Kélle Zoo tin the local retail market?
on the company’s Executive Board in 2013, he has been Our stores are around 1,400 sg m and we o er a large
Managing Director since 2018. selection — about 18,000 products. The idea is that
when customers come into the store, they spend a lot
Here, Danaei shares his insights on customer behavior, of time there. We invest heavily in how our shops look.
today’s product trends and the business strategies that They're very attractive and inviting, so people want to
help maintain Kdlle Zoo’s position as a competitive stay for a while.
premium retailer o ering a personalized and inspiring
in-store experience. The longer they stay, the higher the chance they’ll
interact with one of our employees, who can then help
In today’s corporate world, it's rare to see someone them or sell them something for their pet. This leads
start as a trainee and work their way up to Managing to a lot of impulse buying, which is why our average
Director... transaction value is quite high, at around €40 ($47)
| basically turned my hobby into my job. While | was per purchase.
studying, | worked at a Fressnapf store in the seawater » SEENEXT PAGE
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Can you tell us more about your product assortment?
Like many retailers, we rotate products each month to
give customers a di erent picture of the store. Every
month, they see new products. About 20% of our
assortment is private label. For other products, we look
at the market and what customers want. If a customer
asks for a brand, we bring it into our stores.

We've gone through a pandemic and are now facing
another challenging period economically. In what

ways have your customers’ behavior changed?

The frequency of visits has gone down, but the average
basket size has gone up. The pandemic period was
special for everyone in the pet industry — turnover kept
increasing. Now, the situation is di erent.

How are you adapting to this trend of lower shopping
frequency but higher value per purchase?

The products must always be available, with no
stockouts. That’s one of the most important things

in retail. For us, retail is about detail. We pay close
attention to how our shops look, and we make sure that
when a customer walks in, an employee approaches
them, helps them and sells them products that make
life better for them and their pets.

We also have trainers who work with our employees

to make sure they know everything they need to know
about the products and the pets they are for. That's one
of the reasons why our average transaction value has
gone up.

With many customers becoming increasingly
price-sensitive and seeking discounts, how do you

di erentiate Kdlle Zoo from your competitors?

For customers who are very price-sensitive, we say:
no problem, come to us. You'll get the same price

as you nd online. We have a best-price guarantee

for everyone. If you show an employee a product
that’s €10 ($12) cheaper somewhere else, we’ll match
that price.

“If you go into one of our stores, the rst
thing you'll notice is that it’s like an
old-fashioned shop, with wood, hand
lettering and vintage touches — it doesn’t

even look like a pet shop.”

Why? Because we want everyone to come to our
stores. There should be no reason for a pet consumer
to not visit us. We have a huge assortment, beautiful
stores — and extremely good, knowledgeable
employees who know what they’re doing.

Which categories are performing well?

One of our most important departments is snacks and
treats — especially dog treats. Toys are also important.
If you go into one of our stores, the rst thing you'll
notice is that it’s like an old-fashioned shop, with wood,
hand lettering and vintage touches — it doesn’t even
look like a pet shop.

Within that area, we have a shop-in-shop concept
called Lottis Happchen, which is our own brand.

It's our company’s bestselling brand. We always say we
have the largest selection of treats in Germany — and
that’s no joke. | think we have around 600 di erent dog
treats, and that's one of the reasons why the average
basket is so high.

In aquatics you have to inspire your customers. It's all
about how the tanks look. Customers see them and
think, “l want that in my home.” It's like in a restaurant:
if it looks beautiful, smells good, the music is nice and
the service is great, you'll probably order dessert, an
espresso, maybe another glass or bottle of wine — and
the average spend increases. It's the same for us.

How are small animals and birds performing?

For about eight months now, we've seen a strong
demand for hamsters. We're not exactly sure how this
trend has happened — we think it’s linked to social
media — but hamster sales have increased signi cantly,
by about 30%.
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We are seeing a downward trend in bird food. In our
stores, we only carry small birds, like budgerigars and a
few others, but it's not a signi cant category anymore.
We don't have large parrots, for example.

And aquatics?

Freshwater aquatics has grown by around 15% in the
past year. It continues to grow for us, and it's very
important because it's part of our DNA. We sell a lot
of small tanks at a ordable prices.

In the past two years, we have sold about 5,000

units of 60L freshwater tanks, so that’s a big success.
Customers often start with a small tank, buy gravel
and plants, and after a month or two, many upgrade

to a bigger tank. Some people don'’t continue with

the hobby, but many expand it. So aquatics is a rapidly
growing and very positive segment for us.

Are there any other categories growing rapidly?

A current trend is electronic toilets for cats. We've
seen a clear rise in demand across our store network.
Another growing and very successful segment is
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“Freshwater aquatics has grown by around
15% in the past year. It continues to grow
for us, and it's very important because it's

part of our DNA.”

mystery boxes for dogs and cats, containing items

that customers don’t know about in advance. We

have versions for small, medium and large dogs. Dog
clothes are also popular. We have a large selection, and
customers often buy multiple items. Veterinary-diet

dog food is another strong segment.

Why is this type of food seeing such strong growth?

| think there are several reasons. Although the dog
population is slightly declining, many pets are older and
require special diets. Overall, demand for vet-diet food
is growing rapidly. Increased prices also play a role in
revenue growth.

What's your approach when it comes to in-store
services?

We don't currently o er services. We have considered
it, but we are focusing on retail — selling the right

products and presenting them » SEENEXT PAGE
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properly. How products are displayed to customers is
extremely important in retail. It's like that everywhere
—from bazaars in Istanbul to pet stores in shopping
centers. Inspiring the customer is key for us.

And how about o ine and online?

Our stores are very important and we also operate an
online shop. About 4% of our turnover comes from
online sales. This year, we expect combined total
sales of approximately €110 million ($128M). We keep
the same prices online as in-store. While it's easy to
increase online turnover by lowering prices, it doesn’t
generate any real bene t. In October, we launched
click and collect in three stores to increase in-store
visit frequency.

You have implemented a retail media strategy that
includes in-store digital signage...

We started retail media about a year ago. We installed
large screens in every store — about 2m high. We use
them for our own communication, and the industry
can buy space for advertising. In some locations

in Germany, we also have smaller 1m screens

above products, for advertising or other consumer
information.

How is it working as a promotional tool?

It's growing... slowly. We work with an external agency
that coordinates with big brands who want to reach
customers in our stores. Companies can use the
screens to promote their brand, products or services.
It's another potential revenue stream, but it's still too
early to tell. Our main focus remains selling products
in our stores.

What's your strategy when it comes to stores?
We focus on big cities with large stores, but we also
see opportunities near big cities with smaller shops.

We opened our rst store in Belgium in November,
with a franchise partner. That shop has only 750sq m
—it’s a colorful, lighter version of our concept.

Would smaller stores also be something you'd
implement in Germany?
Yes, why not.

You currently have 26 stores. Are you planning to
open more?

We would like to expand everywhere, but we need the
right people. The concept isn’t complicated, but it's not
easy either, because of the livestock and the variety of
products we sell. We want to be a premium partner for
customers, and our level of service and store quality is
very high. Currently, we can realistically open two or
three stores per year, no more than that.

What about other German-speaking countries?

We have ve stores in Austria and they’re very
successful. We acquired them in 2019 from Mega Zoo,
which belonged to Fressnapf. Our largest Austrian store
is 3,600sq m, with a turnover of €8 million ($9.3M).
Switzerland is not on our radar at the moment.

Are there other markets where Kélle Zoo could
succeed as a premium retailer?

We could expand globally — anywhere in the world —
but the key is always having the right people. It's not
easy to replicate our particular concept abroad.

With the right team, however, the potential is there. X



Tetra GERMANY

Heritage meets innovation: Tetra’s evolving vision
for the aquatics industry

How do seven decades of experience keep Tetra at the forefront of aquatic innovation?

For more than seven decades, Tetra has
represented pioneering excellence in the
aquatics industry. From its iconic yellow
ake food tin to major innovations in
water care and nutrition, the company
continues to balance tradition with
forward-looking innovation.

The latest developments, including
TetraPRO Fertility and the CareVolution
packaging relaunch, strengthen Tetra’s
position as a global market leader while
re ecting a long-standing commitment
to innovation as part of its heritage.

TetraPRO range: innovation in
sh nutrition

Since its introduction in 2000, the
TetraPRO range has set new standards
in premium sh nutrition. Produced at
Tetra’s headquarters in Melle, Germany,

the crisp-based food format maintains
nutrient retention and vitamin stability
while minimizing food dust in the tin,
improving digestibility and reducing
waste. With a balanced protein-to-fat
ratio and naturally included prebiotics,
TetraPRO is widely trusted by aquarists
who seek advanced nutrition for
ornamental sh.

In September 2025, Tetra expanded the
range with a new addition: TetraPRO
Fertility. More than an updated formula,
the product is designed to support the
nutritional needs of ornamental sh
during breeding.

Enriched with turmeric, a carefully
selected natural ingredient, the
formulation stimulates the production of
vitellogenin, a precursor to yolk proteins

PETSINTERNATIONAL | NOVEMBER2025

that support embryo nourishment and
protection. The result is improved egg
quality, stronger larvae and enhanced
immune resilience, contributing to
greater breeding success. With this
development, Tetra combines natural
science with advanced research to
provide breeders and hobbyists with
a practical solution for improving
ornamental sh reproduction.

Beyond TetraPRO Fertility, the range
includes four targeted formulas:
TetraPRO Energy supports healthy
growth; TetraPRO Colour enhances
natural coloration; TetraPRO Algae
promotes vitality and immune strength;
and TetraPRO Menu combines four
varieties in one can, including an
exclusive Growth crisp. All products are
free from arti cial colorants and added

» SEENEXT PAGE
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preservatives and come in sustainable
packaging, re ecting Tetra’s overarching
philosophy that less is more.

A fresh look for a trusted classic
In addition to new developments such as
TetraPRO Fertility, Tetra is also enhancing
its existing product range. For decades,
the company’s indoor water care
products have been as visually distinctive
as they are scienti cally reliable. The
familiar yellow bottles have supported
aquarists worldwide in addressing
challenges ranging from algae blooms to
high nitrate levels. In 2024, Tetra began

a comprehensive visual redesign to
modernize the line.

Following the relaunch of the pond care
range, the indoor water care assortment
is next to receive a complete redesign.
The yellow packaging is being replaced
by deep blue, supported by clear icons,
intuitive color coding and aquatic
imagery that highlights function and
bene t.

This rebranding re ects a broader shift
in how Tetra communicates with its
customers, combining modernized
aesthetics with practical improvements
that enhance both retail presentation
and user experience.

The rst products featuring the new
design were released in September
2025, including trusted Tetra classics
such as Tetra CrystalWater and Tetra
NitrateMinus. Despite the visual
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update, the company’s identity remains
consistent. The familiar yellow logo
continues to appear at the top of every
bottle, serving as a recognizable symbol
in the refreshed range.

As Janina Garving, Brand Director
Aquatics at Tetra, explains: “We know
how beloved the yellow bottles are; they
have become part of the Tetra legacy.
Innovation remains at the heart of what
we do, and this new design re ects our
commitment to clarity, simplicity and
ongoing excellence.”

Pioneering since 1951

The drive for innovation at Tetra has
been part of the company’s DNA since its
founding. Founded in 1951 by biologist
Dr. Ulrich Baensch, Tetra set out to make
it easier for people to keep tropical
ornamental sh at home.

At a time when feeding aquarium sh
required collecting live food from lakes
or streams, Dr. Baensch developed the
world’s rstindustrially produced sh
food. His breakthrough came in 1955
with the launch of TetraMin, the rst

ake food for ornamental sh, which
remains one of the bestselling sh foods
worldwide.

Tetra continued building on that success
by expanding its portfolio to include
water conditioners, medications, lIter
technology and complete aquarium sets.
Many of these products were industry
rsts and helped establish the foundation
for modern aquatic care.

Today, Tetra operates an industry-leading
research and development department
sta ed by biologists and engineers.

Its commitment to scienti c excellence,
customer insight and sustainability
continues to drive progress in the
aquatics industry.
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In line with the motto ‘less is more’,

the company recently reformulated its
entire food portfolio using fewer but
higher-quality ingredients. The company
is switching all packaging to recyclable
or fully recycled materials, a change
expected to save up to 520 tonnes of
plastic annually and signi cantly reduce
the company’s environmental footprint.

Global reach, local expertise
Tetra’s headquarters and production
facilities remain in Melle, Lower Saxony,
where the company develops and
manufactures products for the global
market. With sales in more than

120 countries and local teams on

every continent, Tetra combines global
reach with regional expertise. Since
2005, it has been part of the US-based
Spectrum Brands group, bene ting from
international synergies while maintaining
its distinct brand identity.

Over the years, the company has received
several international awards, including
the World Branding Award, the Brand

of the Century Award and the Highest
Quality Seal from the F.A.Z. Institute.
More importantly, Tetra remains a trusted
partner to generations of aquarists and
industry professionals, continuing to

bring the underwater world closer

to homes around the globe. X

Tetra GmbH
tetra.net



Major chains and insurers are starting
to appreciate the strong revenue
growth that can be driven by di erent
types of customer loyalty models.

Thais Matos
Senior Business Reporter
GlobalPETS

Retail and healthcare companies that have invested
in loyalty and subscription programs saw positive
results in 2025 — in both revenue and numbers of new
subscribers. This trend extends to the pet food sector,
where subscription-based businesses have received
signi cant investment over the past year.

Expanding subscriptions in the UK

Last April, Pets at Home expanded its subscription
service Easy Repeat to its physical stores. Previously
the service was only available via digital channels.
According to the UK pet retailer’s Director of
eCommerce & Digital, Sean Dorgan, customer
response until now has been “overwhelmingly
positive”, mainly due to the absence of a minimum
term commitment. The ability to adjust delivery dates,
frequency and product selections is also behind this
increased popularity.

(YYoY). According to Dorgan, the Pets at Home loyalty
program Pets Club has also increased — by 5% Yo,
reaching 8.2 million members.

“While our physical stores remain the cornerstone of
our retail o ering, this enhanced proposition enables
customers to engage with us in a truly omnichannel
way — deepening customer relationships and driving
increased footfall into our PetCare Centres,” he states.

Successful extension in Brazil

In 2024, Brazilian pet retailer Petz invested in a loyalty
and subscription platform. After a few months, the
service was extended to physical stores. Good results,
according to the company, were “immediate”. Aline
Penna, Chief Financial O cer and Vice President

of Finance at Petz, explains: “Within a month, our
subscriber base doubled, re ecting not only the
program'’s strong appeal but also the engagement

and execution capabilities of our store teams.”

Strong performance in the US
Di erent types of pet players have pointed to

Pets at Home revenue from Easy Repeat subscriptions,
both online and o ine, has grown by 35% year-on-year

subscriptions as a performance driver this year.

US online pet retailer Chewy, » SEENEXT PAGE
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for example, attributed strong results in Q2 (+8.6%

increase in net sales YoY) to its autoship service. Sales
for this part of the business rose by 15% and accounted
for 83% of total net sales in the second quarter of 2025.

Pet insurer Trupanion in the US saw its subscription
business revenue surge in 2025 — 16% YoY in Q2,
reaching $242.2 million (€210.1M). According to the
company, it had over one million pets enrolled in its
subscription program, which represented an increase of
4% YoY. The company has grown from $3 billion (€2.6B)
in veterinary claims in 2024 to almost $4 billion (€3.5B)
in 2025 so far.

Trupanion attributes the positive result to, among

other things, the “accuracy of assumptions used

in pricing medical plan subscriptions”. This is in

addition to the expected impact of new products or

o0 erings on claims frequency, and recommendations

by veterinarians and other third parties, “plus our
customizable deductibles and unlimited coverage”,

adds Laura Bainbridge, Senior Vice President, Corporate
Communications at Trupanion.

Discount incentives

Price rises globally, coupled with economic uncertainty,
also contribute to the positive momentum for
subscriptions. Subscription and loyalty programs not
only o er convenience but also a lower unit price as,
although pet in ation has fallen from its 2023 peak,

the economic climate still puts pressure on consumers’
pockets.

Pets at Home o ers a 10% discount on products picked
up in-store and a 5% discount on products delivered to
the customer’s home. For Dorgan, this all shows that
the demand for “value-driven solutions” remains high
and growing, and that the company is meeting this
particular consumer need.

A loyalty program for everyone

Also aiming to attract and retain customers with tighter
incomes, Petz has created multiple tiers in its loyalty
program — starting with a free entry-level plan and
ending at the 30% discount on services o ered at

the highest level. “This value-oriented structure not
only makes pet care more a ordable but also fosters

US online pet retailer Chewy attributed
strong results in Q2 to its autoship service.
Sales for this part of the business rose by 15%.

long-term loyalty by combining savings, convenience
and a fully omnichannel experience,” Penna explains.

In contrast to traditional retailers expanding their
subscription programs, some pet food startups are
going in the opposite direction and moving from online
subscription only to broader retail platforms.

The UK provided two examples of this trend in August
2025. Fresh dog food company Marleybones and cat
food startup Untamed, which o er healthy and natural
food sold via meal plans and boxes, decided to launch
their products in supermarkets and pet retailers as well.

“While Marleybones launched as a pure-play online
subscription business, we recognized the opportunity
to expand into retail and meet pet parents where they
already shop,” says Mikala Skov, co-founder of the
company. The key drivers for this pivot included brick-
and-mortar demand for premium pet food, shelf-stable
fresh format advantage and omnichannel reach.

According to Skov, this was the “natural next step to
make the brand more accessible, particularly as we see
growing demand for convenient, high-quality options
for dogs”. Even though the business has become
omnichannel, Skov explains that there are still “strong”
repeat purchase rates on the platform, and subscription
remains the “cornerstone” of the business with good
growth rates.

Online search and investor interest

A recent study conducted by the UK performance
marketing agency Herd concluded that the term
‘subscription dog foods’ showed the highest growth
among pet industry-related search terms on Google
in the UK between June 2024 and June 2025.

According to a report published by the market research
and data platform Tracxn, pet food subscription was
the second most funded type of business between
July 2024 and July 2025, with $35.7 million (€30.9M)
invested. These investments are an indication of the
model's increased importance in the pet market. X
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Membership models o er convenience and predictability, but a buyer protection
framework addressing auto-renewals and cancellation rights is on the way.

Graeme Payne
Partner and Head of Retail & Consumer
Bird & Bird

Amy Cole
Associate, Business-to-Consumer
Bird & Bird

In the light of signi cant changes to auto-renewing
subscription contracts that will be introduced from
2026 under the UK’s new Digital Markets, Competition
and Consumers Act 2024 (DMCC Act), pet businesses
active in the country need to be prepared.

Timeline for enforcement

The key elements of the new subscription contract
regime are not expected to be in force before April
2026. This article sets out the main changes, what you
may expect from secondary legislation and associated
guidance from the UK’s consumer law regulator,

the Competition and Markets Authority (CMA),

and how you can start preparing for compliance.

The DMCC Act has also introduced direct ning
powers for the CMA. This means that the consequences
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of non-compliance with consumer law are now much
more severe, as these nes can be up to 10% of annual
global turnover.

Complying with varying laws

Subscription contracts are becoming an increasingly
tricky area to get right. The rules in the US often even
vary per state and are in turn di erent to the UK and
the EU. Subscription businesses need to pay careful
attention to this and devise a strategy for trying to nd
a model that works everywhere, or for implementing
di erent models in di erent markets.

While the EU’s Omnibus Directive and national laws
have already imposed enhanced consumer protection
rules for subscriptions, the UK has not previously

had such strict legislative requirements. The current
best-practice position is similar, however there was

a lack of enforcement action in most sectors.

The DMCC Act introduces measures that go
beyond some key elements in the EU’s current
framework, particularly certain pre-contract
information requirements, notice requirements
and cooling-o rules.

» SEENEXT PAGE



What are the new rules?

The DMCC Act is designed to strengthen consumer
rights in digital markets. Among its key aims is
tightening up on subscription contracts, particularly
so-called ‘subscription traps’. Although the DMCC Act
establishes a broad framework for the new subscription
contract regime, it also provides for secondary
legislation to clarify how it will work in practice.

The UK government is currently reviewing the
responses from its consultations on the new regime.

Legislative framework
The DMCC Act splits the framework for subscription
contracts into the following main areas:

Pre-contract information

The DMCC Act introduces a clear distinction between
key pre-contract information and full pre-contract
information for subscription contracts. Both are treated
as contractual terms, and failure to provide this results
in consumers not being bound by the agreement.

Key pre-contract information must be provided all
together — separate from the full information — at the
point at which the consumer enters into the contract.
So you cannot provide this information via a hyperlink.
It includes frequency, amounts and ongoing obligations
in respect of payments; the consumer’s minimum total
liability; a summary of cancellation rights; and timing of
reminder notices of renewals.

Full pre-contract information must also be provided all
together before the consumer enters into the contract.
This will include information such as the company’s
identity, its contact details and cooling-o rights.

Reminder notices

Reminder notices must be issued to consumers before
a subscription renews and a payment becomes due.
Frequency and timing depend on the duration of the
subscription, e.g. for yearly subscriptions, a reminder
must be provided every six months. The notice must
also contain speci ¢ information as prescribed by

the legislation.

Ending the contract
Consumers must be able to cancel their subscriptions
in a straightforward manner, without the process
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Preparing for compliance

A good idea might be to set up a compliance
calendar, making sure you anticipate upcoming
regulations, guidance releases and the timeline
for your own subscription renewal cycles. Below
is a non-exhaustive list of other strategies that
pet businesses should consider implementing.

1. Review current subscription contract
practices: Changes to the user journey
might be required to ensure that you are
notifying consumers of the full list of
required information, reminder notices have
been built in, and the cancellation process
is compliant.

2. Review current contract terms: Are there
automatic renewal clauses buried in your
terms and conditions? Do you rely on
pre-checked features? Do your terms allow
for adjustments in subscription prices at
any stage during the contract? If so, assess
for compliance.

3. Plan for a new noti cation schedule:
You should map out how and when to send
renewal and reminder messages.

4. Establish a simple cancellation mechanism:
If your subscription is di cult to cancel, you
could quickly draw scrutiny.

5. Consult legal experts: The legislation and
guidance can be intricate, especially for
businesses that cross borders or deal with
multiple categories of regulated products
(like veterinary medication). Bird & Bird,
for instance, has a combination of
international regulatory and consumer law
experts who often help pet businesses
with all aspects of compliance.
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including any unreasonable steps. For contracts
entered into online, cancellation must also be possible
online. Cancellation instructions should be in a place
where consumers are likely to nd them and businesses
must provide a written con rmation of cancellation.

For online cancellations, this con rmation must be sent
within 24 hours — otherwise, it must be issued within
three working days.

Cooling-o notices

Cooling-o rights are non-waivable, non-conditional
cancellation rights that apply more broadly than
standard cancellation rights. Cooling-o rights allow
consumers to cancel a contract within 14 days of
entering into it, and again within 14 days of becoming
liable for a renewal payment — whether after a trial
period or at the start of a new annual term.

These rights apply regardless of how the contract was
formed, including in-store. A business must also issue
a cooling-o notice on the rst day of the renewal
cooling-o period, clearly informing consumers of

their rights, separately from all other information.

Possible secondary legislation

The UK government’s recent consultation sought views
on how to implement any secondary legislation and
guidance required to operationalize the DMCC Act.

A major focus was on cooling-o cancellation rights,
which aimed to clarify when consumers are entitled to
refunds. The government also addressed cancellation
remedies for breaches of trader duties, such as failing
to provide key pre-contract information or reminder
notices.

Further proposals suggested prohibiting contractual
terms that make consumers liable for renewal
payments before the actual renewal date, and ensuring
consumers are able to exit contracts at any time —
including immediately after a subscription begins or
renews. The government suggested that exit processes
should not require the consumer to have to contact the
trader multiple times.

The next step is for the responses to be analyzed
in order to draft secondary legislation and formal
guidance. X

Happiness begins in her bowi

Orient Provision & Trading Co. Po Box 11035, Jeddah 21453, Kingdom of Saudi Arabia.
Head Office Jeddah, Tel: +(966) 12 699 0999, Fax: +(966) 12 660 9201, Email: optc@optcl.net



Schulze Heimtierbedarf GermAny
Mini Vortex Drinking Fountain

The new Mini Vortex Drinking Fountain was specially designed for
small cats and dogs to encourage them to drink more water during

the day, as the Vortex motion removes dirt and oxygenates the water.

X BPA-free premium plastic bowl

X With a replaceable activated carbon lIter for fresh and clean water
X Extra low height ideal for kittens, puppies and small dogs

X 2.3L capacity

Schulze Heimtierbedarf GmbH
marketing@portapet.de
shopschulze.de
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Wanpy cHiNA
Crunchy Pocket

A crunchy crack, a creamy core.

X Made with premium meat
X'No corn, no soy
X Promotes dental health

Yantai China Pet Foods Co., Ltd
angie@wanpy.com.cn
wanpy.com.cn

pet-earth GERMANY

Introducing GOLDEN light cat litter:
innovative clumping & odor control in one

GOLDEN light cat litter combines mineral and plant-based
components for maximum e ciency. The mineral part ensures
strong clumping and easy cleaning while reducing waste, and the
plant-based element guarantees excellent odor retention

and e ortless handling. The result is a fresh, inviting home and

a comfortable environment for cats. Innovative, practical and
reliable — the ideal solution for modern pet owners.

pet-earth GmbH

info@pet-earth.de
pet-earth.com
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Diana Dominguez
Business Reporter
GlobalPETS

The dog accessories market is booming, as changing

attitudes reshape consumer habits. Today’s dog owners

treat their pets like family, so they are increasingly
looking for durable and functional products that re ect
their own lifestyles.

Made to endure

Ru wear is a US-based manufacturer of outdoor
performance dog gear. “The market is growing, partly
due to consumers who want to include their dogs

in more aspects of their lives, activities and travels.
Demand is high for accessories that make these

adventures more convenient,” Cristina Stavro, Product

Line Manager at Ru weatr, tells PETS International.

“People are holding their pet’s gear to higher
performance standards than ever before, and
introducing their dogs to new experiences every day,”
she continues, adding that sustainability is now a key

to meet improved environmental standards in their
manufacturing and business practices.

When it comes to quality, durability is a top priority for
pet owners, with customers preferring kit that is built
to last. “We've also seen a shift in consumers becoming
less price-sensitive and open to paying more for
high-quality, durable products,” Stavro says.

Regional spending trends

Aesthetics are also a huge selling point, as people
appreciate products that both look and feel good.
“We see this in the choices consumers make in gear
selection, often shopping with variety, color and
coordination in mind,” Stavro continues.

Pet players operating in the segment have noticed
regional di erences in preferences and patterns.

For example, Ru wear has registered an increase in
spending on premium dog gear in the Asia-Paci ¢
region, particularly China. “Color options and regional
product exclusivity are driving factors in the region,

re ecting a newer and rapidly evolving ‘life with a dog’

focus, as more and more customers also want brands lifestyle in that market,” Stavro explains.  » SEENEXT PAGE
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Sustainable enrichment

In 2013, West Paw in the US state of Montana was the
rst pet industry brand to be given B Corp certi cation.

Its enrichment toys for dogs are designed for rugged
play and ultimate safety, using an US Food and Drug
Administration (FDA) compliant material called Zogo ex
that the company invented in 2004. Spencer Williams is
West Paw’s CEO: “For 30 years, we've seen a continued
increase in demand for ecofriendly products.”

He says that consumers also seek accessories that can
o er health and wellness bene ts to their pets. “Our

toys and accessories tap into consumer preferences in
enrichment. When dogs live a life that is enriching, the
bene t for people is a sense of contentment and joyful
connection. That is what fuels our innovation.”

Harnesses for comfort

Dog harnesses are now increasingly popular, with many
people opting to use them as a comfortable, everyday
alternative to collars. In its 2025 National Pet Owners
Survey, the American Pet Products Association (APPA)
reports that 58% of dog owners in the US were using

a harness in 2024, and another 20% a no-pull collar.
This is up from 39% and 18% respectively in 2018.

A leash is a must for most dog owners. According to
APPA, almost two-thirds of them (62%) own a regular

or standard leash, while 37% use a retractable one.
Material preferences shifted between 2018 and 2024,
with nylon and cloth now less popular — from 41% to

37% and 30% to 28% respectively. Purchasing frequency
has also changed slightly. Leashes are now bought

more often than in 2018.

Innovative product launches

Across the industry, brands are rolling out new products
aimed at meeting pet owners’ rising expectations

for quality, functionality and design. For example,

Ru wear’s Fall/Winter 2025 Collection of dog apparel

is driven by rising demand for both seasonal and
performance-oriented products, on top of the ongoing
pet humanization trend.

“People want their canine companions to have access
to the same gear that they have for adventure. Our

new Climate Changer Vest is a great re ection of this
demand. Almost everyone has a warm vest in the closet

for when temperatures start to drop, and now your
dog can have one too. This opens up opportunities
for seasonal adventures, keeping them comfortable
without losing mobility,” Stavro says.

Making cars canine-friendly

Other industries now also cater to the growing dog
accessories market, including the automotive sector.
For instance, major car manufacturers such as Isuzu,
Toyota and Bentley have launched bespoke lines of dog
accessories for select models, extending the comfort
and convenience of their vehicles to their customers’
pets.

Isuzu and Ru wear have collaborated on a curated
range of premium dog accessories for the D-Max
pickup truck, including harnesses, bowls, beds, seat
covers and jackets designed for adventurous dog
owners. The range was launched in October 2025.

Meanwhile, Toyota in Israel has partnered with Kurgo,
a US outdoor dog gear manufacturer, to launch Toyota
Pets — an accessories line designed to provide comfort
and safety for both daily drives and o -road trips. The
products, which went on the market in the summer of
2025, have undergone quality assurance and advanced
crash testing to ensure long-term durability.

In the luxury segment, Bentley Motors recently brought
out the Pet Accessory Range for its Bentayga SUV.
The products include a bespoke dog guard, quilted

Dog owners using a harness/
halter or no-pull collar

(in %)

47

Harness/halter No-pull collar Neither
B 2018 2024

Source: APPA 2025 US National Pet Owners Survey
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load-space liner with an integrated bumper protector,
tailored rear seat protection covers and seat extenders
with quilted door cards.

Accessories as merchandising

Renowned names and franchises in the entertainment
industry are also riding the wave. Back in 2022,
Jonathan Davis of the US nu-metal band Korn launched
the pet accessory brand Freak on a Leash. In the spring
of 2025, he teamed up with fashion designer Ashton
Michael to bring out a new collection of dog collars,
harnesses and toys.

Square Enix, the developer behind the popular Final
Fantasy franchise, now has a pet merchandise line
under its SQEX Pets brand, featuring accessories
inspired by the iconic game series. The latest products
have been created in collaboration with Tokyo-based
baby and pet care company Combi, which was also
involved in the brand’s new Dragon Quest-themed pet
product range.

Xcel Brands, a US media and consumer products
company focused on in uencer-driven brands and
social commerce, has partnered with premium pet gear
maker K9 Wear to launch Trust. Respect. Love by
Cesar Millan, a lifestyle brand featuring pet essentials,
training tools and accessories — all inspired by Mexican-
American dog trainer and TV star Millan.

In ationary pressures

Despite growing demand, some dog owners have
limited their dog accessory purchases. A study by
PETS International and Yummypets, powered by
Loop, two years ago, found that rising living costs had
strained the nances of 85% of pet owners across
France, Canada, the US and the UK. Many of them
were cutting back on non-essential items, with nearly
a quarter reducing spending on treats and toys, and
one in 10 on leashes and collars.

Economic conditions may have been looking brighter
recently but, in the light of global developments, many
pet parents have still been looking to cut costs. In a
2025 analysis of the pet care industry, NielsenlQ stated
that in response to in ation, consumers are actively
deal-hunting, turning to discount stores and closely
monitoring brand prices to stretch their budgets.
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Frequency of dog leash

purchasing
(in %)
29 42 29
Once a year 2-4 years 5+ years
B 2018 2024

Source: APPA 2025 US National Pet Owners Survey

Future development

Stavro says that, overall, growing competition in the
performance accessories for dogs category will help
accelerate innovation. “A challenge unique to this
segment is creating gear that ts every dog. Each
product we create at Ru wear is designed with an
active dog in mind. Finding new and better ways to
enhance performance will continue to shape the
category in the near future,” she says.

“Brands will need to focus on solving the logistical
challenges of bringing a dog on an adventure, to

e ectively meet future consumer needs. The biggest
opportunity in innovation lies in meeting needs in
unigue ways and solving problems people didn’t yet
realize they had.”

Williams from West Paw sees some changes in
purchasing behavior: “We see people spending on
premium products that will last, helping their money
stretch further, but also consumers searching for high-
quality products that come with a lower price point.

“As experienced designers and manufacturers, we're
eager to meet the customer where they need us to
be as our product line continues to grow and evolve
in 2026.” X
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Protecting the future of pedigree dogs

Long-term insights into population trends and breeding patterns in the UK can

help shape discussions on genetic health.

Dr. Joanna llska
Geneticist
The Kennel Club

Pedigree dog breeding in the UK has declined only
modestly over the last 30 years, but the rate of decline
has accelerated over the past decade. In parallel,

the number of recognized pedigree dog breeds has
increased by around 12% since the 1990s. These and
other ndings make The Kennel Club’s analysis of over
11 million dog registrations in the UK essential reading.

Tracking pedigree populations

According to in-depth analysis of three decades’ worth
of data, the 10 most popular pedigree dog breeds in the
UK represent 44% of the whole pedigree population. In
2021, Labrador retrievers, French bulldogs and cocker
spaniels were the most common.

Many breeds have grown substantially in popularity,
alongside a number of relatively new ‘designer’
crossbreeds such as poodle crosses. Whereas around
200 breeds were recognized in the 1990s, the Icelandic

sheepdog recently became the 224th breed recognized
in the UK.

A window into trends

These insights come from a comprehensive research
paper by The Kennel Club published in April 2025 in
Companion Animal Health and Genetics . The ndings
are based on analysis of 30 years of demographic data
and over 11 million dog registrations in its database.

The study assessed criteria including breed, parentage
and country of origin, as well as the number of dogs
used in breeding and the characteristics of those dogs.
The results o er insights into population trends and
breeding patterns, while also demonstrating signi cant
di erences between breeds.

Concerns over declining numbers

Dogs are the most diverse species in the world,

and breed populations have always uctuated over
time. Between 1990 and 2021, the overall pedigree
dog population declined only modestly (at 0.9% per
year). However, the rate of decline has become more
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pronounced over the past decade. The authors of the
study express concern about the implications of this
decline, especially for some unusual breeds that already
have small populations.

As an organization that collects extensive health

data and provides evidence-based tools to support
responsible breeding, The Kennel Club recognizes that
a shrinking pedigree population could compromise

the availability of well-bred, healthy and appropriate
puppies for prospective owners. This concern is
echoed in wider research that identi es puppy supply
as a major issue in canine health and welfare.

Importance of genetic diversity

Another key nding from the research is that only a

small percentage (13.7%) of pedigree dogs registered by
The Kennel Club between 2005 and 2015 were further
bred from.

Pedigree dogs are carefully bred for predictable traits
such as temperament, size and health, which helps
people choose pets suited to their lifestyles. The
availability of detailed health records for pedigree dogs

PET NUTRITION

SPECIALISTS IN
Bespoke premix

Independent technical support

NPD
Ingredients

also enables breeders to reduce the risk of hereditary
conditions. However, the paper notes a critical
challenge: selective breeding, even for bene cial traits,
can lead to a loss of genetic diversity.

Since all dogs within a breed descend from the same
original ‘founders’, the gene pool is already limited.
Maintaining sustainable levels of genetic diversity is
essential to prevent further population decline or,

in extreme cases, the extinction of certain breeds.

Strategies for a thriving future

The paper is the rstin a planned series of scienti ¢
articles by The Kennel Club. In line with its ongoing
mission to safeguard the future of the UK’s pedigree
dog breeds, the organization will use the ndings
from this research to work closely with its network
of Breed Health Coordinators to develop balanced,
breed-speci c strategies.

These strategies will aim to maintain — and improve
— both the health and genetic diversity of the UK’s
224 recognized pedigree breeds, ensuring their
preservation for generations to come. X

Contact us to find out how we can
work with you to add value your brand

PREMIER

NUTRITION

info@premiernutrition.co.uk
premiernutrition.co.uk



Combining scienti ¢ insight with soft chew technology, the private label manufacturer gives
brands a competitive edge in pet wellness.

Based in Kortrijk, Belgium, Nutriliq
develops and manufactures private label
supplements for cats and dogs. The
company stands out for its science-based
formulations and premium soft chew
technology, combining proven e cacy
with high palatability, precise dosing

and easy administration. This approach
enables partners to create supplements
that pets enjoy and owners trust.

Superior alternative to traditional
tablets

At the core of Nutrilig’s business is the
production of soft chews, a semi-moist
supplement format designed to maximize
compliance while maintaining strong
functional value. Soft chews provide a
superior alternative to traditional tablets
or powders, o ering targeted nutritional
support in a convenient, treat-like form.

Nutrilig's soft chew range targets the
main health concerns of cats and

dogs, including mobility and joint care,
digestion and gut balance, immune
defense, skin and coat health, anti-itch
support, stress and calming, urinary tract
health, hydration, and dental hygiene.
Alongside established formulations,
Nutriliq develops customized solutions

66

that allow partners to create formulas
tailored to speci ¢ nutritional goals or
market needs.

Each formulation is developed in
collaboration with veterinary nutrition
experts and supported by peer-
reviewed research and EFSA-approved
methodologies. This scienti c foundation
ensures that every product meets the
highest standards of quality, safety and
e cacy across species and life stages.
Nutrilig’s innovation-driven approach
helps partners meet rising demand for
preventive health and functional nutrition
with reliable, evidence-based solutions.

Exclusive B2B model
Operating exclusively as a B2B
manufacturer, Nutriliq dedicates its
expertise and resources entirely to
supporting client brands. With no
consumer brand of its own, every
innovation and development e ort
is focused on its partners’ success.

Clients gain access to advanced R&D
facilities, regulatory guidance, and

exible manufacturing that allows tailor-
made products to launch within six to
eight weeks. This model combines agility
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with creative freedom, allowing brands
to scale e ciently while maintaining full
control over formulation, packaging
and market positioning.

All Nutriliq products are produced under
Feed Chain Alliance (FCA) certi cation,
ensuring full compliance with European
safety, traceability and quality
standards. The company’s production
facilities support multiple supplement
formats, including liquids, powders

and pastes, with soft chews serving as
the agship category thanks to their
proven e ectiveness, taste appeal

and convenience.

By combining scienti ¢ expertise,
operational excellence and a
partnership-focused approach, Nutrilig
has established itself as a trusted
European leader in private label pet
supplements. With advanced soft chew
technology and a commitment to
innovation, the company enables clients
to deliver science-backed wellness
solutions that support pet health and
wellbeing worldwide. X

Nutriliq
nutrilig.eu



Functional snacks
dominate pet
nutrition trends

The category is growing
faster than the traditional
mainstays of pet foods,
driven by ingredients that
claim to o er health and
sustainability bene ts.

Alexandra Wesker
Contributor
PETS International

Treats and snacks are in demand. Euromonitor data
indicates that, over the past two years, the dog treats
category has seen a relative growth similar to that of
dog food in the US. In the same timeframe, the volume
of cat treats has expanded at two to three times the
speed of food categories.

Topping the inclusions list

Ingredients that are gaining ground include algae oil,
postbiotics and blood plasma. With multiple health
functions and a good sustainability story, they are
increasingly being used in snack products.

Bene ts of algae oil

With growing consumer awareness of the bene ts of
healthy fats and oils, such as in brain development and
support, there has been a rise in demand for omega-3
fatty acids, including docosahexaenoic acid (DHA).

Algal DHA has been shown to e ectively increase
DHA in the blood. A study from the clinical research
team at Dutch multinational DSM Nutritional Products,
published in 2017 in Prostaglandins, Leukotrienes
and Essential Fatty Acids, demonstrated that an

algal DHA-forti ed diet resulted in faster initial
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learning of protocols for visual and variable contrast
discrimination. However, no di erence was observed
for long-term recall.

A Chinese study, published in Algal Research in 2025,
provided dogs with sh oil, algal oil, algal powder or a
control diet. Supplementation with algae signi cantly
increased DHA levels in the blood, improved coat
quality and enhanced antioxidant capacity. Algal
powder showed the greatest lowering of cholesterol
values, despite a low eicosapentaenoic acid (EPA)
content in this particular algae product.

Although studies show positive e ects of algae oil

on in ammation, according to EU ParNuts regulation,
a claim regarding the particular nutritional purpose
of osteochondrosis must include a minimum level of
omega-3 and EPA for dogs, but omega-3 and DHA
for cats.

Advantages of algal sources

The default omega-3 sources used in pet food are

sh oil and linseed. Fish oil alone provides worthwhile
levels of DHA. However, harvest from the ocean has
negatively impacted the marine ecosystem for years.

As DHA from microalgae reduces reliance on marine

oil, it provides a sustainable alternative. Algae oil and
powder are produced by marine
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microalgae through fermentation techniques on land,
thereby avoiding disturbance of marine ecosystems.
Schizochytrium sp. is a form of marine microalgae with
high lipid content, particularly DHA.

Microalgae powder may also have better oxidative
stability than anchovy oil. The nature of the fatty acid,
however, means it remains prone to rancidity and
production volumes should be planned so that stock
gets used swiftly after opening. The fact algae oil can
be sourced in liquid and powder format carries the
bene t of choice.

Power of postbiotics

As de ned by the International Scienti c Association of
Probiotics and Prebiotics (ISAPP), e ective postbiotics
“must contain inactivated microbial cells or cell
components... that contribute to observed health

bene ts”. These microbes include yeast products and
bacteria. Among yeast products, research in dogs

and cats has focused on beta-glucans, mannan-
oligosaccharides (MOS) and Saccharomyces cerevisiae
fermentation products (SCFPs).

Beta-glucans are known to stimulate and modulate the
immune system. E cacy depends on the source and
treatment of the material, because the beta-glucans
must be su ciently exposed for the immune system to
recognize the attachment points.

Research published in 2011 in the American Journal
of Animal and Veterinary Sciences , demonstrated that
supplementation found a bene t against control after
eight weeks for dogs su ering with pruritus. Treats
require a higher inclusion to achieve the same daily
intake.

Some MOS positively a ect the microbiome, although

e cacy depends on the source. SCFPs see positive
shifts in the microbiome and digestion of dogs and cats,
and they increasingly feature in products on the market.
The heat-stable nature of SCFPs suits the snack format
and provides something di erent than the MOS that
feature in the ingredient listing of many complete foods.

Bacteria- ghting ingredient
Blood plasma contains many bene cial components.
Bacteria are fought by transferrin binding iron that

Research showed supplementation with
algae signi cantly increased DHA levels in
the blood, improved coat quality and
enhanced antioxidant capacity.

reduces their growth, while lysozymes break down
their cell wall. Immunoglobulin G (IgG) antibodies bind
pathogens so they cannot adhere to the gut lining,
while cytokines help mediate the immune response to
remaining pathogens.

Plasma has shown reduction of in ammation and

gut permeability in other species, but not in dogs and
cats. Instead, research is emerging that inclusion of
blood plasma increases microbial genera in the gut
associated with good health, including Lactobacillus.
Linearly increased levels of short-chain fatty acids and
fecal immunoglobulin A (IgA) have also been observed,
demonstrating a dose-dependent e ect.

Suitability of plasma in snacks

Blood plasma may not appeal as a label declaration;
however, more products are entering the market that
are composed of blood products. Blood plasma can
also be presented as an upcycled material, adding
sustainability credentials alongside its highly digestible
protein content.

Snacks provide an excellent introduction into the
market, because plasma is highly palatable to pets.
Alongside health claims, blood plasma aids processing
by emulsifying and holding water in wet products,
while improving durability of dry products.

Too much of a good thing

Obesity is a key health issue in pets, so questions on
the ethics behind developing treats are to be expected.
The rule of thumb is to feed no more than 10% of

daily caloric intake in treats. This may seem a clouded
concept for end-consumers, so further guidance is
recommended.

For a brand providing both complete foods and treats,
working out the maximum number of treats to feed,
and how much to reduce the complete food, is helpful.
As a bonus, it emphasizes that your brand has thought
through the complete package of feeding and giving
treats to pets. X
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Caitlin Donohue

Global Director of Marketing, Microbiome
Solutions | ADM

adm.com

Oral health issues are among the most common
problems seen in companion animals. Research shows
that around 80% of dogs and cats over the age of three
exhibit signs of poor periodontal health. Left unchecked,
poor oral hygiene can lead to chronic in ammation,
discomfort and systemic health problems.

Traditional solutions, such as tooth brushing,

dental chews and professional cleanings, focus on
mechanical removal of plaque. But for many owners,
these methods are di cult to maintain consistently.
The result is a growing demand for functional
ingredients that can support oral health more
conveniently and e ectively.

Managing the oral ecosystem

As focus shifts from solely “removing plaque” to
“managing the oral microbiome environment”,
postbiotics are emerging as a practical option.
Postbiotics are unlike probiotics. Postbiotics can
in uence the microbial environment in the mouth
by supporting a balanced oral micro ora.

Clinically tested
ADM’s PRIOMPE OC is among the rst postbiotic

ingredients clinically evaluated for their e ect on oral
health in dogs. In a 57-day study, daily supplementation
helped reduce the formation of dental plague and
supported normal periodontal health. This research
highlights how this targeted ingredient can be an
innovative option to support healthy teeth and gums.

Application formats

ADM'’s application-science teams have veri ed that the
PRIOME OC postbiotic retains its stability throughout

a wide variety of conditions involved in manufacturing

processes, including heat and moisture.

PRIOME OC's proven ingredient integrity makes

it viable in a wide variety of formats — from soft

chews to powder supplements. This makes them a
promising addition to pet products aimed at proactively
supporting pet dental health, without the need for
direct mechanical action.

The bottom line

As oral health becomes a greater focus for pet owners,
postbiotics like PRIOME OC o er manufacturers

a new way to respond: scienti cally validated,
formulation-friendly ingredients that t seamlessly

into daily feeding routines.

For brands, it's a chance to innovate in a growing
segment; for pets and their owners, it's one more step
toward healthier, happier lives. X
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Outlook
bright for
skin and
coat care
market

This pet care segment is expected to continue to grow strongly over the coming
decade. Key drivers include natural ingredients, probiotics and a focus on

preventive care.

Adam England
Contributor
PETS International

In a trend particularly noticeable since the COVID-19
pandemic, pet owners are willing to spend more on
skin and coat care products to optimize their pets’
health. As a result, the market is forecast to maintain

a compound annual growth rate (CAGR) of almost 10%
between now and 2033.

Rise of proactive care

To bene t from this growth, pet companies should
prioritize natural ingredients, transparency, holistic
wellbeing and ease of consumption, according to
industry insiders.

Pet owners are placing growing emphasis on proactive
care for their pets. “As pet parents become more
sophisticated and educated in their holistic routines
for their dogs, they're looking for preventive and

health-oriented products,” explains Noél Duan,
founder of Artemis, a company that o ers a luxury
dermatologist-developed skin and coat care line for
dogs in the US and UK.

Chloe Clark, the founder of Simply Sage Dog Treats,
which makes products for dogs with allergies and skin
issues, highlights the pandemic as a turning point for
the skin and coat care market. During that period, pet
owners spent more time at home and picked up on
conditions they didn't notice before.

“Many pet owners assumed dry paws or noses were a
normal part of aging or felt that addressing these issues
would require expensive vet visits,” she comments,
summing up the situation prior to the pandemic.

As a result of pet owners’ increased interest in skin and
coat products, the market is projected to maintain a
CAGR of 9.3% from 2025 to 2033, according to KBV
Research.
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Focus on ingredients

Carla Ng-Garrett, Vice President of Sales (Western
Region) and Ecommerce Brand Strategy at pet
grooming and cleansing brand Earthbath, describes a
shift toward premium, ingredient-led products as pet
owners focus more on skin health.

The company has been developing natural, ecofriendly
grooming products for pets since 1995, focusing

on issues including dry, itchy and sensitive skin. “Pet
parents are taking a much more mindful approach

to grooming,” she says. “They want shampoos and
conditioners that are gentle, e ective and functional,
not just ‘good smelling’.”

She explains that pet owners want greater transparency
when it comes to skin and coat care products, in
particular in terms of knowing more about ingredients
and their origins.

“The rise in demand for ingredient-focused grooming
products validates what we've believed all along: that
nature o ers powerful, gentle solutions,” she states,
adding that she expects demand for multifunctional
grooming products to increase.

Pet owners seek familiarity

Consumers are looking for products containing
substances they recognize. Ng-Garrett highlights
products like oatmeal, shea butter and aloe vera, while
Duan explains that pet owners are gravitating towards
ingredients they use themselves, like colloidal oatmeal
and prebiotics.

According to Clark, Simply Sage Dog Treats contain
all-natural ingredients — including herbs and owers —
while the company’s shampoo bars use apple cider

vinegar and moisturizing oils.

This market development “mirrors broader human
wellness trends”, explains Becky Best, Head of Category
at pet supplement manufacturer YUMOVE, “as pet
owners look for products that contain high-quality,

Consumers are looking for products
containing substances they recognize,
like oatmeal, shea butter and aloe vera.

e cacious, natural ingredients. It's clear this trend is
here to stay, reshaping the way pet owners approach
their pets’ health and wellness.”

Role of probiotics

Probiotics generally are growing in popularity,
according to Precedence Research, and the pet
probiotics supplements market is growing too, with

a Mordor Intelligence report predicting it will reach
$1.65 billion (€1.42B) in 2030. Meanwhile, Veri ed
Market Reports suggests that skin and coat care was
the second-largest segment of the probiotics market
in 2023, accounting for 30% of applications.

Joe Flanagan, Director of Ingenious Probiotics, began
working with probiotics due to his roots in health and
wellness in the built environment, which led him to
study their air puri cation properties. Because pets
face greater exposure to harmful chemicals than
humans due to their proximity to the ground, his
company began to develop products to be applied
topically for skin issues like dermatitis. The aim is to
“outcompete the bacteria” he says — rather than upset
the pet’s microbiome by killing everything o..

Flanagan describes an increase in demand. He attributes
this to a combination of companies like his own talking

to people, and pet owners looking for natural remedies
and animal care that is more proactive rather than
reactive. “We see growth in the market, but also in

the awareness,” he says. “The skin is the biggest organ,

S0 you've got to look after it.” » SEENEXT PAGE
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This is echoed by Best, who comments: “Growing
awareness of the importance of gut health for
overall wellbeing has led to increased demand for
multifunctional skin and gut supplements, while
demand for seasonal support and immunity is also
on the rise.”

From treatment to prevention

Insights from a Mordor Intelligence report indicate
that the overall pet supplement market is worth
$2.7 billion (€2.3B) as of 2025, and it's projected
to reach $3.7 billion (€3.2B) in 2030. This is largely
due to the increased focus on pet wellness and the
development of premium products.

“Supplements are no longer considered a luxury in
pet care,” says Sarah Boulding, veterinary expert

at cat and dog supplement brand Seraquin. “Our
new research shows that 61% of pets now receive
supplements regularly — not just for treatment, but

to prevent future health problems (33%) and to boost
their overall health (47%).”

Pet-friendly supplements

Healthy skin and coats play a part in good overall
health, of course, and more companies are developing
relevant supplements for that speci c type of
preventive care. For maximum success, supplements
need to be easy-to-consume products in avors and
textures that pets are likely to enjoy.

The overall pet supplement market is
believed to be worth $2.7 billion as
of 2025, and it's projected to reach

$3.7 billion in 2030.

For example, Seraquin Skin & Coat, suitable for cats and
dogs, features clinically backed ingredients, including
omega-3 and omega-6 fatty acids. “As a liquid
supplement with an irresistible avor, it can be easily
given with food or pumped on the top, once per day,”
explains Boulding.

Poland-based company Flu y Friends Lab produces
soft chews, including those for skin and coat made
with natural omega-rich salmon oil and vitamins.

The company also o ers Pill Pockets — functional
treats that can hold pills and disguise them with
dog-friendly tastes — providing another option for
consumers who would like to encourage their pets
to take supplements.

Non-negotiables

Clearly, consumers are increasingly focusing on

speci ¢ ingredients and seeking products that don’t
sacri ce their pet's comfort and happiness. Therefore,
companies are advised to continue to prioritize natural
ingredients, transparency and holistic wellbeing —
factors pet owners are less willing to compromise on. X

Source: Seraquin (n=1,000), August 2025
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Bruna Loureiro

Senior Pet Nutrition Expert
Protix B.V.

protix.com

Skin problems a ect about one in four dogs. Pet parents
usually spot the rst signs when their dogs begin to
scratch, bite or lick their coats. Supporting skin health

is not only essential for comfort but also because the
skin acts as a vital defense against external and internal
stressors.

A healthy skin barrier helps retain moisture, protects
against allergens, bacteria, viruses and environmental
toxins, and is key to keeping the skin resilient and
balanced. Functional insect meal can be a powerful ally,
helping to strengthen this barrier, support antioxidant
defenses and manage skin sensitivities.

Bugging o food allergies

About 10% of dog allergies are food-related, often
causing itchy, irritated skin and secondary skin
infections. Insect meal is a hypoallergenic protein
source for most dogs and can help manage food
sensitivities.

Research-backed results

The skin health bene ts of functional insect protein
were evaluated in research conducted by the Federal
University of Paraiba in Brazil. Researchers compared
skin water loss and oxidative stress biomarkers in
eight dogs before and after 50 days on two diets:

one containing ProteinX from Protix and another

with a traditional poultry byproduct meal, using a
crossover design. The results showed that including
29.5% ProteinX improved skin barrier function and
strengthened the antioxidant system.

Improved skin hydration

When dogs were fed a ProteinX-based diet, they
showed improved skin hydration and better water
retention. Reduced transepidermal water loss, a key
indicator of how well the skin retains moisture, was
measured at two body sites, the outer ear and the belly.

There was also a signi cant increase in hydration of the
stratum corneum, the outermost layer of the skin that
serves as the primary barrier between the body and the
environment.

Building good defenses

Markers of oxidative stress were measured in the dogs’
blood before and after the feeding period. Results
showed lower levels of malondialdehyde, a compound
linked to oxidative damage, and higher levels of vitamin
E in dogs fed the ProteinX-based diet.

These ndings indicate stronger antioxidant defenses,
which help protect the body from free radicals and
support overall health and vitality.

ProteinX is a versatile ingredient that can be
incorporated into wet food, dry food and treats.

It o ers opportunities to develop formulas that

help strengthen the skin barrier, support antioxidant
defenses and address food sensitivities. X
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Diana Dominguez
Business Reporter
GlobalPETS

Pet grooming is no longer seen as a luxury, with owners
increasingly seeking trained specialists for this essential
aspect of pet care. And that has put greater focus on
compliance with standards that ensure the safety and
quality of handling and equipment.

The industry at a glance

According to Grand View Research, estimates for the
global pet grooming services market put its value at
$6.89 billion (€5.94B) in 2024. This growing market
segment is projected to reach $10.35 billion (€8.92B)
by 2030, at a CAGR of 7.33%.

Online professional marketplace bark.com puts the
average cost of dog grooming in 2025 in the US at

$85 (€73), depending on breed and size. For small
breeds, grooming ranges from $62 (€53) to $100 (€86),
and for medium breeds it costs $77 (€66) to $120 (€103).
The average cost for a large breed would be $95 (€82)
to $140 (€121), and for a giant breed $120 (€103) to
$180 (€155).

Germany — health, hygiene, comfort

There are around 5,000 grooming salons in Germany.
The sector generates an estimated annual turnover of
€80 million ($92.8M) to €100 million ($116M), putting
it on a par with the country’s dog training industry in
terms of revenue, according to the German Pet Trade
and Industry Association (ZZF).

For Germans, grooming is less about luxury and more
about health, hygiene and comfort. “Pet owners
increasingly understand that proper grooming helps
prevent skin conditions, matting, and mobility issues.
Matted fur can cause pain and even lead to infections,
so regular grooming is viewed as part of responsible
pet care,” Karin Witthohn, Head of the Dog Grooming
Quali cation Working Group and board member at ZZF,
tells PETS International.

“There’s growing appreciation for the practical bene ts.
Trimmed paws reduce dirt indoors, for example.

Older pet owners may struggle to groom their dogs

at home, so rely on salons,” she adds. But despite
demand and a growing dog population, Germany still
lacks grooming salons. In 2025, ZZF partnered with the
Potsdam Chamber of Industry and
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Commerce to launch a one-year certi cate course in
dog grooming and services, aiming to standardize the
profession.

“Professionalization is essential — not just to support
business growth, but to ensure that groomers are
properly trained in handling animals, identifying health
issues and providing services safely and humanely,”
says Witthohn. ZZF believes this new certi cate is a
step forward in making grooming a recognized and
respected profession and building customer trust in
grooming salons.

UK — new sector guideline

In June 2025, the Canine and Feline Sector Group,
in partnership with the Pet Industry Federation and
the British Isles Grooming Association, launched a
comprehensive pet grooming guideline to address
the lack of formal regulation in the sector.

The aim is to provide both groomers and pet owners
with clear expectations around professional standards,
safety protocols and animal welfare requirements. It
also covers quali cations and insurance requirements
for speci ¢ handling techniques for anxious pets,
emergency procedures and hygiene protocols.

“These guidelines will help |l that gap consumers are
crying out for, in setting out the steps to ensure any
grooming business is operated professionally. It seeks
to avoid any problems arising with pets,” says David
Bowles, Head of Public A airs at the Royal Society for
the Prevention of Cruelty to Animals (RSPCA).

The Welsh government announced in June 2025
that it was to begin developing regulation proposals
for establishments such as rescues, sanctuaries,
and rehabilitation and rehoming centers. In addition,
the government will consider pet grooming as part of

its plans, as this “skilled and specialist activity” is also
currently unregulated.

Welsh colleges now o er education in pet grooming.

In 2022, Coleg Cambria in north-east Wales started up
a part-time course called Dog Grooming Assistants,
Leadership and Management, as one of its series of
courses for exible quali cations.

Malta — license to operate

In 2024, the government of Malta introduced legislation
that requires grooming establishments as well as

pet boarders to obtain a license to operate. This was
three years after the Animal Welfare Commission had
appealed for laws to regulate the sector.

Under the law, each grooming establishment must
have one individual who holds a certi cate in animal
rst aid, a CCTV system and an action plan in case of
emergency. Groomers are also required to maintain
records of the pets they have treated.

US - collaborative schemes

Pet players are also joining initiatives to standardize

the industry. In July 2025, personalized mobile pet care
services provider Woo e’s announced a nationwide
collaboration with the American Kennel Club (AKC)

to provide standardized grooming safety training and
certi cations for its franchise teams, through the AKC
S.A.F.E. (Safety, Assurance, Fundamentals, Education)
Grooming Program.

This collaboration will enable Woo e’s franchises
across the country to complete the AKC Safety in the
Salon courses, which cover best practices in pet care,
health and safety protocols, accident prevention,
sanitation and handling of dogs with special needs.

“We’'re providing pet parents with peace of mind.

They can trust that their dogs are receiving the highest
level of care and professionalism — values that are at
the heart of everything Woo e’s stands for,” says Amy
Addington, Woo e’s co-founder and President.

In August 2025, the South Texas College launched
the Professional Dog Grooming program, led by its
Continuing Education and Workforce Development
department in partnership with a local business,
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ShowTime Pet Salon. The hybrid course will o er

14 weeks and 180 hours of online instruction and
hands-on training at ShowTime. After completing

the course, students will be eligible to take the AKC’s
Professional Groomer Credential certi cation exam.

American non-pro t organizations are also pushing to
regulate pet grooming products. The Environmental
Working Group (EWG) now o ers a veri cation

program for products such as shampoos, conditioners,
detanglers and cleansers to ensure their safety. Jocelyn
Lyle, EWG's Executive Vice President for Mission and
Partnerships, explains: “Pet grooming products often
contain many of the same hazardous substances people
try to avoid in products they use, but without mandatory
disclosure their ingredients remain a mystery.”

Taiwan — dispute prevention

In May 2025, Taiwan’s Consumer Protection
Committee (CPC) launched the Standard Contract
for Dog and Cat Grooming Services, in partnership
with the country’s Ministry of Agriculture. This will
ensure animal and professional safety and requires

KMC+
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The German grooming sector generates an
estimated annual turnover of €80 million
to €100 million, putting it on a par with the
country’s dog training industry.

pet grooming businesses to clearly explain pricing
methods. They must clarify whether pets are aggressive
and charge an additional fee if the pet is left at the
salon for an extended period.

The new standard aims to prevent disputes between
pet owners and grooming businesses. “In 2024, the
CPC received 17 complaints related to pet grooming,
most commonly over unclear pricing, with owners
asked to pay extra fees before being able to retrieve
their pets,” says Chen Hsing-hung, Deputy Director
of the committee.

Building a culture of trust

Education, regulation and standards are all setting
benchmarks for improving the service quality of the
grooming sector worldwide. These are promising

developments that will ensure the welfare of every pet
while building the trust of pet parents. X




Discover why the GlobalPETS Forum attracts a sold-out crowd of 300 pet industry
executives every year and why you might want to join too.

Since 1999, the GlobalPETS Forum has brought the
pet industry together to exchange ideas, rekindle
connections and build new partnerships.

Many attendees return year after year, drawn by
the caliber of participants and the quality of the
conversations. We celebrate their commitment with
loyalty awards, including our rst 25-year milestone.

Who you’ll meet

The attendees are a diverse group of senior-level
executives (C-suite or VPs/directors) from a cross-
section of the pet industry.

For example, you might bump into one of the major
European pet retailers while grabbing some more
baklava from the bu et. Or you could nd yourself
sitting next to the CEO of a pet food company,

a distributor from the Middle East or a representative
of a pet toy brand from the US.

Sponsored by

The program
The 2026 edition will run from 20-22 January at the
ve-star Marriott Hotel in Istanbul:

Day 1:

An optional afternoon tour through Istanbul’s historic
old city is followed by the informal welcome dinner,
the perfect opportunity to catch up with familiar faces
and meet new peers.

Day 2:

A full day jam-packed with high-quality presentations
and networking moments. At the end, it's time to relax
and network in a more informal setting during a dinner
cruise on the Bosphorus.

Day 3:

A nal round of keynote sessions is followed by

a relaxed networking lunch, sending you home with
new ideas and fresh contacts.
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What you'll learn

What's the current state of the industry, and more
importantly, where is the industry going? By digging
into the data and looking at market dynamics and
shifting consumer behavior, experts will paint the
picture for you.

You'll discover how you can take advantage of these
changes and where the growth opportunities are.

You will nd out how some of the leading European
retailers are approaching the market and the changes
they see coming.

Speakers

We've curated a thought-provoking lineup of speakers,
including:

X Jean Richard de Latour discusses how Belgium's
leading pet retailer Tom&Co is thriving at home and
expanding into France.

X Andrea Deitert (NielsenlQ) presents fresh data
on the state of the pet industry and its key growth
opportunities.

X With the upcoming regulatory changes around
greenwashing and packaging, Jim Lamancusa
of PSCshares what we need to do to prepare.

X Al today and tomorrow: a deep dive with Gilbert
Gooijers from CM.com and a pet food case study
with Marlou Mulders (Prins Petfoods) .

X Curious about the Middle Eastern pet market?
Farah Al-Khojai , Managing Director of Arab Land
Trading o ers insights into this growing market.

X Euromonitor’s Sahiba Puri examines how the
macroeconomic outlook is set to shape the pet
industry.

X Discover the full lineup of speakers at
globalpetindustry.com/gpf

PETSINTERNATIONAL |

What regular attendees say

Ask regulars why they return and three main themes
surface: senior peers, fresh perspectives and
momentum that survives the ight home.

The room is intentionally small and senior, so
conversations move quickly from intros to substance.
“Quali ed discussions with the absolute leaders,” as
Fressnapf founder Torsten Toeller puts it.

The draw isn’t just who'’s in the room, it’'s what you
take home. Zolux CEO Matthieu Haurit values “the
continuous quality of the speakers and themes”, noting
you “always get something useful for your business”,
and the chance to challenge new ideas.

What stood out most for rst-timer Emilie Mesnier of
from the
passion of the presentations to the personal networking

BSM Partners was “how intentional it felt

opportunities. It provided a space for genuine dialogue
rather than just another busy event agenda”.

Ready to join the conversation? See you in Istanbul,
20-22 January, 2026.

More info & tickets

Visit the event website to
discover all the details:
full program, speaker
lineup and how to register.

globalpetindustry.com/gpf
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The GPF Award is presented annually to a company that
has taken the pet industry by storm with its exceptional
performance, innovative developments and marketing
chops. After two and a half decades, it has become one
of the most important awards in the industry.

Here are the nalists that are in the running for the
GPF Award 2026:

Fiboo

Fiboo is a Polish brand creating ecofriendly, durable and
stylish pet accessories. By managing the entire process
from material sourcing to production it

0 ers conscious pet owners sustainable, high-quality

locally

alternatives to mass-produced products, which are safe
for both pets and the planet.

Q-Petfood

Q-Petfood is a pioneer in frozen fresh meat for

dogs and cats, o ering 100% natural ingredients

for healthy, avorful meals. Its international brand,
PetFoodie, features innovative frozen meat chunks and
mix-ins  making real meat enjoyment easy for pets
and their owners.

Zee.Dog

Zee.Dog was created to connect dogs and people
through design. Driven by creativity and love for pets,
the brand crafts expressive, lifestyle-driven products
that re ect the unique bond between humans and
their dogs.

Non-stop dogwear

Non-stop dogwear is a Norwegian brand designing
ergonomic, durable gear from the dog’s perspective.
Since 20009, it has inspired active lives in over

100 countries  combining comfort, freedom and
performance, and trusted by professionals and
everyday adventurers alike.

Schesir

Since 1986, Schesir & Co has been a global leader in
natural pet food, present in over 50 countries. By using
100% natural ingredients and minimal processing, its
dog and cat food aims to meet the nutritional needs

of pets, just as nature intended.

Curious who will win in January 20267
Join us in Istanbul and nd out! X

schésir
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Reflex

PLUS

Delizzia
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www.reflexmama.com
www.liderpet.com.tr



WE GIVE FORM TO YOUR PACKAGING
WITH OUR EXPERIENCE, QUALITY AND SERVICE.

Put yourself in the hands of an expert capable of adding value to your product with a skilful combination
of advanced know-how and cutting-edge technologies.

You can count on us for packaging guaranteed by our experience, giving you a sense of security because
it complies with the highest quality standards, thanks to a multilevel controlled production process.

follow us:

ipvpack.com

@ Contact us: IPV Pack looks forward to meeting you to design custom packaging for your pet food products together!

IPV PACK is an Industry 4.0 company certified in accordance with BRCGS PACKAGING MATERIALS and UNI EN ISO 9001.2015

__AA SEA - (IPY
SISTEMA QUALITA CERTIFICATO ACK

Packaging Materials  CERTIFIED UNIEN ISO 9001 2015-CERT.n°53996
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People and pack



