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Euromonitor International

A Global provider of strategic market intelligence

A 12 offices - 1200+ analysts in 100 countries
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A Cross-country comparable data and analysis
A 5 year forecasts with matching trend analysis
A All retail channels covered

A Subscription services, reports and consulting
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Small Industry, Healthy Performance

2016
Global pet care value sales

2016
Pet care share of consumer
expenditure on non-durable goods

2011-2016
Constant value CAGR
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Global Pet Care retail value sales in 2015
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..But Substantial Growth Stems from Developing Markets

USD million
(Constant value, fixed 2016 exchange rates)
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Sales per Capita Differ Immensely

2016
Pet care sales per capita
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Popularity of Pet®eterminesMarket Potential
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Share of Prepared Food Points to Untapped Potential

Share of total nutritional need covered by prepared food
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Value Drives Developed Markets

Pet food CAGR 20112016
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Basic Strategies in Global Pet Care

‘ Stimulate pet ownership

‘ Increase share of prepared food

‘ Grow unit prices

‘ Create new markets

‘ Take share
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Opportunities exist, despite Russian crisis

2011-2016 growth in disposable income per household
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Swelling Middle Class an Obvious Target Group

Percentage of households with disposable income above USD25,000 at PPP
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Consumer Education in Lithuania
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WHISKAS®
Produktai

Cats cannot resist our Whiskas foodAll meals arecarefully balanced and contain all
necessary nutrients, vitamins an minerals. Besides, they are tasty!

Kaciukai 1+ metai 7+ metai
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Digital Interaction with Consumers in Germany
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