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Senior and Overweight Pets at Core of
U.S. Pet Healthcare Boom
Products for Senior, Overweight, and Special Needs Pets
Coming on Strong
During the past decade the pet market has seen a rapid influx of senior, weight management, and special needs (SWM) pet products extending well beyond the historical base of specialized pet foods, to the extent that they are now primary pet healthcare market components.  According to Datamonitor’s Product Launch Analytics service, from 2005 through July 2009, 142 new U.S. pet product reports referenced varieties targeted to senior or weight management pet needs, including 87 senior launches and 55 weight management launches.  This growth is partly a function of increased consumer demand for health-targeted pet products in general, which make it possible for marketers to charge more for premiumized products with distinct functional benefits.  In its October 2009 report, Senior, Weight Management and Special Needs Pet Products in the U.S., Packaged Facts estimates U.S. retail sales of SWM pet products at $4.3 billion in 2008, up 41% over 2004 sales, with sales projected to climb to $6.7 billion in 2013.

U.S. Retail Sales of Senior, Weight Management, and Special Needs
Pet Products by Category, 2004, 2008, 2013
(in millions of dollars)

	Category
	2004
	2008
	2013

	Total 

	$3,049
	$4,293
	$6,660


Source:  Packaged Facts

A natural earmark of most SWM products is their focus on convenience, both in terms of facilitating basic tasks for pets and in terms of taking some of the strain off pet owners by helping pets get around.  This mobility focus also often correlates with what Packaged Facts calls the “portable pets” trend, whereby more people are opting to take their pets with them on long and short jaunts alike, in which cases the pets—and especially senior or otherwise special needs pets—need to be kept not just mobile but also safe and comfortable.  Another earmark of SWM devices, clearly identifiable across many categories, is the adaptation of human-style products, features and technologies to suit the needs of dogs and cats.

Pet Food at the Core

Pet food continues to represent the bulk of the market for SWM pet products, accounting for three-fifths (59%) of retail sales in 2008.  Pet food is also the category most visible to consumers, both because of the major media advertising devoted to the products and because of the broad range of distribution channels pet food moves through, crossing all sectors from mass and pet specialty to veterinary and Internet.  In contrast, because most SWM pet medications are prescription, they are mainly the purview of veterinarians and thus receive a good deal less direct-to-consumer exposure.  This is beginning to change, however, as large pharmaceutical outfits follow the human-style trend of promoting prescription medications directly to pet owners, abetted by online sellers like PetMed Express, which make the products more affordable and more conveniently available.

Share of U.S. Retail Sales of Senior, Weight Management, and Special Needs
Pet Products by Category, 2008
(percent)

	 
	2008

	Supplements
	3%

	Devices
	7%

	Medications
	31%

	Food
	59%


Source:  Packaged Facts

Marketers Concentrate on Areas of Expertise

Marketers of SWM pet products participate in the market primarily according to area of expertise.  For example, the pet food category is dominated by the leading pet food marketers—Nestlé Purina, Mars, Hill’s, Iams—with smaller purveyors of superpremium and natural fare also weighing in, especially in the pet specialty channel.  Similarly, the pet medications segment is controlled by the same companies that lead the broader animal health market, most of which are divisions of global manufacturers of prescription medications for humans.

The remaining two categories—devices and supplements—are both home to two types of pet market participants:  major broad-line marketers of primarily non-food products—namely Spectrum Brands, Central Garden & Pet, Hartz Mountain, and Sergeant’s; and specialized marketers of individual product types, such as Nutri-Vet in the pet supplements category and Wheeld For Pets LLC in the SWM devices category.  In addition, much as pet food marketers often expand their brand lines with senior and weight management product varieties, non-food marketers often expand into SWM pet devices, such as Petmate with heated pet beds and Aspen Pet Products with orthopedic support harnesses.
Global Pharmaceutical Marketers Investing in Pet Medications

U.S. sales of pet medications are expected to chart double-digit annual sales growth through 2012 as major global animal health companies increasingly focus on products for companion animals.  Already, all of the top pharmaceutical concerns are heavily invested in pet medications, including Pfizer, Schering-Plough, Merial, Bayer, Novartis, Fort Dodge (Wyeth), and Elanco (Eli Lilly), with the latest global pharmaceutical outfit to enter the U.S. market—Eli Lilly—having added a new companion animal business unit to its Elanco Animal Health division in January 2007.  During 2009, as of early fall, the global pharmaceutical business has seen a great deal of upheaval in company ownership:

· In January, Pfizer and Wyeth announced that they had entered into a definitive merger agreement under which Pfizer would (pending regulatory approval) acquire Wyeth in a cash-and-stock transaction, and on October 15, the deal that completed.

· In July, Sanofi-Aventis acquired the other half of its Merial Animal Health joint venture from Merck for $4 billion in cash, while maintaining the option to combine Merial with the Intervet/Schering-Plough Animal Health business to form a new joint venture.

· In August, Merck and Schering-Plough announced that they would merge, allowing Merck—the world's eighth-biggest drug maker by prescription medicine sales—to leapfrog to No. 2 worldwide behind Pfizer.

Building on the success of such antiparasitic brands as Merial’s Frontline and Bayer’s Advantage, a key market thrust is developing new products targeted more directly to consumers (as opposed to relying almost exclusively on veterinarians to inform their clients), with the range of consumer-targeted pet medications rapidly panning out to target myriad other health conditions.  Within the senior and weight management pet medications market, key product segments include age-related pain/inflammation, cognitive dysfunction, cancer, and heart health, along with overweight/obesity.  At the same time, the veterinary channel is placing a great deal more emphasis on geriatric care and specialized care for overweight/obese pets, even as the range of veterinary services expands to better accommodate these key client segments.

Weight Management and Senior Pet Crowd Are
Prime Pet Owners

Not surprisingly, dog or cat owners who buy light/weight management or senior formula pet foods are prime purchasers of pet products generally, being more likely than average to take good care of and even pamper their pets.  According to a Packaged Facts online survey conducted in February 2009, dog or cat owners who buy light/weight management or senior pet food formulas are even more likely than dog or cat owners overall (at 96% vs. 93) to consider their pets part of the family, although there is little room for improvement over that very high baseline rate.  In this same vein, a higher percentage of dog or cat owners who buy light/WM or senior formula pet foods indicate that they would buy more natural/organic pet products if these products were more affordable (at an index of 114) or more available (index of 121) where they shop.  These findings suggest that the SWM pet product purchaser is also a strong potential market for pet healthcare products across the board, and one that will remain in the high-spending pet product purchaser fold for the foreseeable future.
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