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Pet humanisation trends give pet food brands an opportunity to focus on \ Heidi Lanschitzer, Deputy
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Pet Food - Germany - 2021

Report Content

EXECUTIVE SUMMARY

Key issues covered in this Report

+«  Overview

Impact of COVID-19 on pet food
+  COVID-19's impact on pet food and German consumer behaviour

+ Impact of COVID-19 on pet food is mostly positive

Market context
+ Increase in number of pets owned in 2020
- Graph 1: type of pet owned, 2021

+ Focusing on health benefits can drive premiumisation

Mintel predicts

+  COVID-19 sales boost continues in 2021

+  Market size & forecast following the COVID-19 outbreak

+  More time spent with pets in 2020 benefits value sales of food and treats

+  Volume sales also benefited in 2020

What consumers want and why
+ Consumers want: to buy pet food from specialist retailers
+ Consumers want: bought pet food over homemade
- Graph 2: buying and making pet food, 2021
+  Consumers want: Germany-sourced ingredients used in season
- Graph 3: interest in pet food/drink with German-sourced and/or seasonal ingredients, 2021

+ Consumers want: sustainability at the forefront

Opportunities

« Tap into interest in gut health

« Pet health goes beyond physical to mental wellbeing
+  More potential for plant-based proteins

+ Lab-grown meat is an area for future development

The competitive landscape
+ Private label has over half of volume and a third of value sales
- Graph 4: company retail market share of pet food by value and volume, 2020

+  Quick download resources
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MARKET DRIVERS

+ COVID-19: market context
+ The impact of COVID-19 on the German economy
- Graph 5: key economic datq, in real terms, 2019-22
+ A third of Germans are worried about lifestyle impact of COVID-19
- Graph 6: extent to which people are worried about the impact of COVID-19 on their lifestyle, 2020 and 2021
+  COVID-19 accelerates growth of online shopping
- Graph 7: changes in shopping habits since the start of the COVID-19 outbreak, 2020 and 2021
+  Number of pets increases

+ Obesity is a health issue for pets

WHAT CONSUMERS WANT AND WHY

The impact of COVID-19 on consumer behaviour
« Small rise in cat ownership in lockdown
- Graph 8: type of pet owned, 2019 and 2021
+  Young adults like the companionship of a cat
- Graph 9: cat ownership, by age, 2019 and 2021
- Graph 10: dog ownership, by age, 2019 and 2021
 Higher attention paid to eating healthily
- Graph 11: frequency of eating healthily, 2020 and 2021

Types of pet food given to pets
+ High interest in homemade pet food...

- Graph 12: buying and making pet food, 2019 and 2021
+ ..but most pets eat a mix of bought wet and dry food

- Graph 13: types of food bought for cats and dogs, 2021

« Move toppings into supplements

Where pet food is purchased
+ In-store remains most popular purchase channel
- Graph 14: how pet food is typically bought, 2021
+ Fressnapf is the key pet food outlet
- Graph 15: where pet food is typically purchased, 2021
+ Food discounters appeal when finances are tight
- Graph 16: top four outlets for purchasing pet food, by financial situation, 2021

+ Online-only pet food retailers lead over Amazon
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- Graph 17: online-only retailers shopped at for pet food, by gender and type of pet, 2021

Interest in pet food/drink concepts
+ People increasingly want to know where pet food comes from
- Graph 18: interest in pet food/drink concepts, 2021
+ Appeal to buyers with German sourced and seasonal ingredients
+  Show how pet food contributes to food waste prevention
+  More pet food brands explore insect protein
+ Latest introductions from Nestlé and Mars
+ Promote gut health benefits
» Soothe anxious pets (and their owners)

+  Opportunity for gourmet formats and meal kits

Attitudes towards pets and pet food
+ Pet food buyers prioritise quality over price
- Graph 19: attitudes towards pets and pet food, 2021
« Pet owners look o support their pet's brain health
+ Opportunities to facilitate homemade pet food
+ Help guide pet owners to support their pet's healthy weight

+ Encourage social media support

Attitudes towards pets' diets

+ Plant-based trend has much more opportunity to take off in dog food
- Graph 20: attitudes towards pets' diets, 2021

+ Look to include wellness ingredients in pet foods

+ Grain-free and raw diets are seen as healthy for pets

LAUNCH ACTIVITY AND INNOVATION

+ Private labels launched almost half of products in 2020
- Graph 21: pet food NPD by brands and private labels, 2020
« Snacks and treats take biggest share of NPD
- Graph 22: pet food NPD by sub-category, 2017 and 2020
- Graph 23: pet food NPD by cat vs dog, 2017 and 2020
+ Pet food NPD increasingly takes its cue from human food trends
« More scope for plant-based pet foods
+ Vegan dog food is an investment opportunity
+ No added sugar claims increase
- Graph 24: pet food NPD with low/no/reduced sugar and fat claims, 2017 and 2020

+ Fortification claims are also on the rise
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« Add ingredients for new benefits
« On-trend non-meat ingredients
- Graph 25: pet food NPD with select ingredient types®, 2017 and 2020
« Brands investigate new protein sources
- Graph 26: pet food NPD by protein* sources, 2017 and 2020
+ Insects gain consumer acceptance in pet foods
+ Supplement opportunities
+  Younger pet owners want to include them in social occasions

+ Appealing to younger pet owners' food tastes

MARKET SHARE

+ Private label enjoys strong market leadership

Company retail market share of pet food by value, 2019-20

+ Private label has over a third of value sales

Company retail market share of pet food by volume, 2019-20

« Private label takes a touch over half of volume sales

MARKET SIZE, SEGMENTATION AND FORECAST

+ COVID-19 gave a boost to pet food sales
«  More time and spend lavished on pets

»  Volumes rise less strongly

Pet food retail sales by segment, cat vs dog, 2019-20

« Dog and cat food categories perform similarly over 2019-20

Pet food retail sales by segment, wet vs dry, 2019-20

+ Dry food grows moderately faster than wet

COVID-19 SCENARIO PERFORMANCE

« Mintel’s approach to predicting the impact of COVID-19

+ Fundamental differences in how COVID-19 is affecting consumer markets
+ The risk of vaccine-resistant strains of COVID-19 adds huge uncertainty

+ Little variation between scenarios over the longer-term

+  Volume sales forecast to show a similar pattern to value

« COVID-19 market disruption: risks and outcomes
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APPENDIX

Appendix - products covered, abbreviations, consumer research methodology and language usage

Products covered in this Report
Abbreviations
Consumer research methodology

A note on language

Appendix - market size and central forecast methodology

Forecast methodology

Forecast methodology - fan chart

Market size and forecast - value

Market size and forecast - volume

Market forecast and prediction intervals — value

Market forecast and prediction intervals — volume

Appendix - COVID-19 scenario performance methodology and assumptions

Scenario performance - value

Scenario performance - volume

Rapid COVID-19 recovery scenario outline
Central COVID-19 disruption scenario outline
Extended COVID-19 disruption scenario outline

Scenario methodology
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About Mintel Reports: Germany

Access our reports now and get the most What makes us unique?

accurate, credible and powerful datq, insights © A 360-degree view of German

and analysis. Mintel Reports Germany gives you markets

everything you need to know about what German

consumers want and why. (¥) Experienced analysts based in

Germany
In each report, we're analysing the market, new ) Expert-led support from global
product innovations and the competitive cafegory experts

landscape, as well as consumer behaviours
across Germany. Our local analysts, supported by
our team of global experts then translate it into
what it means for you.

How Mintel Reports Germany will help your business grow:

Identify future Make better decisions See the trends and innovations
opportunities by faster by keeping impacting Germany both on a
understanding what informed on what's local and global level
German consumers want happening across your

and why market

Americas: +1(312) 932 0400
BUY THIS REPORT NOW Chin: +86 (21) 6032 7300
Germany: +49 (0) 211 3399 7411

€2600.00 | £2195.00 | $2995.00" Indio: +91 22 4445 1045

Singapore: +65 6653 3600
store.mintel.com Thailand: +66 2 821 5122
UK: +44 (0) 20 7606 4533

*These prices are correct at time of publication, but are subject to change due to currency fluctuations. MINTEL
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Disclaimer

This is marketing intelligence published by Mintel.
The consumer research exclusively commissioned
by Mintel was conducted by a German licensed

market survey agent (See Research Methodology

for more information).

Terms and Conditions of use

Any use and/or copying of this document is subject
to Mintel‘s standard terms and conditions, which are
available at http://www.mintel.com/terms

If you have any questions regarding usage of this
document please contact your account manager or
call your local helpdesk.

Published by Mintel Group Ltd
www.mintel.com

Help desk

UK +44 (0)20 7778 7155
us +1(312) 932 0600
Australia +61 (0)2 8284 8100
China +86 (21) 6386 6609
Germany +49 211 2409023
India +91 22 4090 7217
NETED] +81 (3) 6228 6595
Singapore +65 (0)6 818 9850

© 2024 Mintel Group Ltd. All Rights Reserved.
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