
 
 
 
 

 
 
 
 

 
 

Zoomark Report 2007 
Italian Pets’ Market 

 
 

Including analysis of companies and competitive strategies, 
distribution channels and buyers’ behaviour  

 
 

 
 
 
 
 
 
 
 
 

  Copyright Centro Studi Zoomark 
May 2007 

 
 

 



© Centro Studi Zoomark 2007 
 

2 

 



© Centro Studi Zoomark 2007 
 

3 

1. The Italian pet products market: 
An overall picture 
 

 
 
1.1. The market’s boundaries and value 
  
The Italian pet products market has grown by almost 30% in the past six years, with 
an average annual variation of 5.3%, in 2005 managing to overtake the threshold of 2 
billion Euro, at production value and without considering live animals market or 
services.  
 
In 2006, he Italian pet products market increased by 4.5% in value compared to the 
previous year, a slight correction after a long phase of expansion, slightly slowing 
down the growth rate recorded in recent years. 
 
The industrial sector can be broken down into three main offer segments: 
 
i. Dog and cat food products; 
ii. Food products for other types of pets; 
iii. Pet care products. 
 
The analysis of 2006 data, shown in table 1, confirms the clear domination of dog and 
cat food by business volume turnover, with a value of 1,461.2 million Euro equal to an 
overall market share  of 67.6%. In the last five years, it increased in value by 30.2% 
with a growth trend of 5.4% in value.  
 
 
TABLE 1 
The Italian pet products market (2001-2006) 
 

VALUES IN MILLIONS OF EURO 2001 2002 2003 2004 2005 2006 

dog and cat food 1.122,6 1.196,2 1.277,7 1.336,0 1.398,9 1.461,2 

other animal food 194,7 209,6 221,4 238,5 249,5 261,3 

pet car and comfort products 352,5 370,1 390,2 405,7 418,7 437,6 
Total Value  1.669,8 1.775,9 1.889,3 1.980,2 2.067,1 2.160,1 

 
Source: Euromonitor International 

 
 
The food for other pets segment, while only covering 12.1% of the market in value has 
surpassed the threshold of 260 million Euro in value, growing at a faster rate than the 
one seen in other segments: 6.1% per year, with a variation between 2001 an 2006 of 
34.2% in value. 
 
The pet care and comfort products segment, which covers almost one fifth of the 
market (20.3%), is worth just under 440 million Euro. Performance of pet care is 
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slightly lower than other segments, recording a trend in the last five years of 4.4% and 
an absolute variation of 24.1% in value. 
 
Figure 1 shows market evolution in value between 2001 and 2006 for the three macro 
segments, highlighting the different speeds with which they have moved in the last five 
years. 
 
Data on the purchase of live animals, visits to the vet and other types of services 
should be added to these values, which are estimated by Eurispes research, updated at 
January 2006, to be worth 447 million Euro. 
 
 
FIGURE 1 
Market sizes (retail sales value in millions of Euro at current prices) 
 

Source: data processed by Centro Studi Zoomark su dati Euromonitor International 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
In the next few years, the analysts agree on estimating that the trend will emerge that 
the market will be differentiated  by market segment, product lines, distribution 
channels tendencies, favouring premium and superpremium foods and health and care 
products  in particular. However, the growing expansion trend should be consolidated, 
for the diffusion of market behaviour that tends to narrow the gap between Italian 
consumption and that in the main European markets, and to benefit from potential 
margins of growth. 
 
According to Euromonitor International forecasts 2006 to 2011, the market will 
continue to grow, recording a slow down in the cruising speed that has distinguished it 
over the past few years; the slow down in growth is estimated at an average of about 
3.5%. 
 
Table 2 shows market evolution in value for the three macro segments over the next 5 
years, while figure 2 describes the market composition in value separated by macro 

0 

500 

1000 

1500 

2000 

2500 

1 2 3 4 5 6 

Care and comfort products 
 
Other pet food 

Dog and cat food 



The Italian pet product market: an overall picture 

© Centro Studi Zoomark 2007 
 

5 

segment at 2001, 2006 and 2011, highlighting the dominant share of dog and cat food. 
This share, according to forecasts will tend to expand over the next five years. 
 
 
 
 
 
 
 
 
 
TABLE 2 
The Italian pet products market (2006-2011) 
 
VALE IN MILLIONS OF EURO 2006 2007 2008 2009 2010 2011 

dog and cat food 1.461,2 1.503,1 1.562,2 1.624,1 1.690,0 1.760,2 
other pet food 261,3 269,6 279,7 291,5 303,5 315,4 
products for care and comfort 437,6 450,4 463,7 476,1 484,7 491,3 
Total Value 2.160,0 2.223,1 2.305,6 2.391,7 2.478,2 2.566,9 

 
Source: Euromonitor International 
 
FIGURE 2 
Market distribution in value for the three macro segments in 2001, 2006 and 2011 
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Market in value 2011 
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Source: data processed by Centro Studi Zoomark from Euromonitor International data 
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Euromonitor International’s most recent forecasts show that the dog food segment in 
Italy has almost reached the value of cat food. In 2006, retail turnover for dog food 
was 703 million Euro while turnover for cat food was 754.6 million Euro. In 
percentages, and narrowing the analysis to dog & cat food only, the share of dog food 
in 2006 was 48.2% against 51.8% for cat food. Just five years ago, in 2001, the 
distance between the two segments in percentages was about 10%, with a share of 
54.9% for cat food against 45.1% for dog food. According to Euromonitor 
International estimates,  2009 will be the year that dog food overtakes cat food and in 
2012 the dog food will reach 51.1% of the dog and cat food market, compared to 
48.9% for cat food. Figure 3 shows the trends in the two segments. 
 
 
FIGURE 3 
Trends in market shares for dog and  cat food in Italy 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: data processed by Centro Studi Zoomark from Euromonitor International data 
 
 
1.2. The evolution of consumption in Italy 
 
In the United States and other European countries, buying and consumer behaviour in 
the pet products and services business  are now mature and follow trajectories that are 
similar to those of the demand for large-scale distribution products.  
 
In the United States or in Great Britain, for example, more than half the families have a 
pet. In the Usa, the largest world market for the pet sector - with a business volume of 
more than 38 billion dollars, with an Appma estimated growth rate  of +5.7% since 
2005 (see table 3 and figure 4 for more detail) –, company behaviour is more or less 
identical – in their the market approach and the degree of sophistication of the 
marketing tools used – strategies and competitive manoeuvres that can be found in 
the large-scale distribution food market .  
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This progressive, constant drawing nearer to the pet products sector by companies 
from the traditional grocery world has obviously been sped up by aggressive strategies 
used to enter the market as a world player in large-scale distribution and by industrial 
concentration processes. The history of the Iams turnaround, one of the older 
American pet food companies and the owner of two of the best known brands on the 
market (Iams and Eukanuba), further to its takeover by one of the largest grocery 
multinationals, Procter & Gamble, represents in this sense a perfect case ( Box). 
 
TABLE 3 
The pet product market in the United States, 2006 
 

UNITED STATES: MARKET FIGURES 
Cats 78 million 
Dogs 61.3 million 
small mammals 16.8 million 
Birds 17.3 million 
Hotwater fish 7 million 
Coldwater fish 185 million 
Reptiles 8.8 million 
  
spending on food products 15.2 billion dollars 
spending on vet services 9.4 billion dollars 
spending on care products and accessories 9.3 billion dollars 
spending on other services 2.7 billion dollars 
spending on live animals 1.87 billion dollars 

 
Source: data processed by Centro Studi Zoomark on Appma and AnimalDistribution data 

 
 
 
 
The American market is dominated by Nestlé that controls almost one quarter of the 
market in value for pet-food and il pet-care, with a share that is three times that of the 
market’s number two, Procter & Gamble. However, the American situation, with the 
success of niche companies in recent years, that have built their success on product 
excellence and the ability to focus on the offer, shows that there are still ample 
opportunities for growth and success for smaller players who can offer innovative 
solutions aimed at micro market segments.  
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FIGURE 4 
Spending on dogs and cats divided by category in the United States (billions of dollars) 
 

 
Source: data processed by Centro Studi Zoomark from Appma data 

 
 
 
An effect of the presence of newcomers and large-scale distribution grocery companies 
has been the radical change in the approach of organised large-scale distribution that 
appears to have decided in recent years to expand and also to redesign the spaces 
dedicated to pet food and pet comfort, developing original strategies that are not 
necessarily pressured by the brand industry. In particular, especially in some European 
markets such as Germany, reaction mechanisms to large-scale distribution are evident 
in the strong development of private labels. 
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PETS ARE PEOPLE: IAMS STRATEGIES AFTER TAKEOVER BY PROCTER & GAMBLE 
 
In 1999, Procter & Gamble, one of the largest companies worldwide in large-scale distribution, 
decided to invest 2.3 billion dollars to take control of Iams Corporation, with its brands Iams 
and Eukanuba, two of the best known labels in the pet world. The key strategy was that of 
transferring Iams products from specialised shops and vets surgeries to the shelves of 25 
thousand large-scale distribution and food retail sales points. The effects of this show of 
strength on the profit and loss account in distribution coverage was amazing, with earnings that 
went from 800 million dollars in 1999 to 2 billion dollars in 2005. 
 
However, the Iams story is not just useful as an example of radical change of distribution 
channels, as it also illustrates the impact of the entrance of large consumer market companies 
in the pet products world in a much wider perspective. In particular, it shows the capacity to 
grasp the benefits of diversified business and to transfer results achieved in business unit 
innovation processes focused on the development of technologies and products designed for 
human wellness to the pets division. 
 
For example, a short time after the Iams takeover, P&G introduced a particular covering for the 
control of tartar in dog food, adapting an innovative technology already successfully 
experimented on it line of toothpastes Crest. The formula was extended to treats and snacks. 
AND again, it tested the extension of its successful products for pet owners, for example the 
brush Swiffer or Febreze, the odour-removing spray and has already experimented the 
application of a shampoo for pets. 
 
The objective is clear: maximum profit from a widespread trend that is now global, that tends 
to consider pets as members of the family, with all the needs, wishes, whims and "vices" that 
are associated with their new status. According to the Iams chairman, Jeffrey P. Ansell – who 
not incidentally previously worked for another division of P&G, the nappy division,  – «the 
similarities between the mother-child relationship and the affectionate relationship between pet 
and owner are evident». 
 
Even more importantly, perhaps, is the way in which P&G set of a cultural revolution within its 
own pet food division. Iams, founded in 1946, has changed from being a company focused on 
animal nutrition, with a view to mainly itself, to an  organisation that aims at satisfying and 
delighting its customers, as the Proctor CEO A.G. Lafley, stated. In recommending more 
emphasis on pet owner demand satisfaction, especially when they are looking for innovative 
solutions, such as aromatic sauces to dress dog food with, just like a mother would do to dress 
her child’s food. 
  
For those already working at Iams, the revolution was overwhelming. As Diane Hirakawa, senior 
vice-president at Iams with responsibility for research and development stated, «before the 
merger with Procter we were extremely ‘arrogant’. We were only interested in nutrition. Nobody 
really cared whether consumers wanted something to spoil their pets with. We never asked the 
market what it really wanted». 
 
The P&G innovations for the pet market are now based on a strict database fed by the 
continuous flow of information that comes from market research, ad hoc surveys with focus 
groups, in-depth interviews with pet owners. Some of the most interesting results in the latest 
surveys show persistent cat owner worries about different weights in cats that live under the 
same roof. The fat cat tends to steal food from thinner cats if the owner limits the portions of 
the former. This fact brought about the launch of  Multi-Cat, dry food with  vitamin A and L-
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carnitin, to make overweight cats lose weight and with a high proportion of proteins to help thin 
cats maintain their own muscular mass. 
 
At the same time, Procter & Gamble has discovered that the flow of creativity is two-way. Iams 
research has allowed P&G labs to successfully experiment with the impact of fibre on intestinal 
and kidney activity in humans, in addition to promoting the development of a line of vitamins 
under the brand Olay, thanks to studies carried out in the past by Iams in the field of fatty 
acids. 
 
Iams must face the international markets with competitors with the size and history of Nestlé 
Purina and, in particular in the United States, with Ol’Roy, the private Wal-Mart brand. 
However, since 1999, they have doubled their market share.  
 
 
 
In more mature markets, however, specialised chains and pet superstores are 
flourishing  and expanding. These can not only offer more economic products, but also 
a pet friendly environment that owners can visit together with their pets and where 
they have the benefit of personalised service. two competitive advantages that neither 
hypermarkets or supermarkets can offer at the moment. 
 
In developed markets, there are mainly two demographic segments that are the most 
attractive: baby boomers (the generation born between 1946 and 1964), that have 
now started to reach the age of 60, and who often experience empty nest syndrome, 
with children who now live independently and who to a certain extent  must be 
replaced in affectionate relations) and young professional couple without children 
(known in marketing jargon as dinkies: double-income no kids) or with small children 
to whom they want to give a puppy as company. 
 
In such a favourable market context, it becomes natural for new offer niches to 
emerge, as can be seen by the growth in the toys sector and the explosion of the 
business segment of gifts for pets. A recent APPMA survey in the United States showed 
that 27% of dog owners and 13% of cat owners buy their pets a birthday present and 
55% of the former and 37% of the latter buy their pet something at Christmas. 
Another line of products that has expanded in recent years in mature combined 
markets for weight control. For these reasons too, the volume of food product sales is 
continuing to slow down, revealing a process of trading-up where consumers move 
from traditional products to food with a higher perceived  value. In the next few years, 
in more mature markets, there will be a growth in the most trendy segments, like that 
of accessories and clothing, with probable market entrances by megabrands, such as 
Nike or Gillette, and niche services for the higher market brackets, as seen successfully 
in New York by David Lang and his company, as told in The Economist ( Box). 
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A DOG’S LIFE IN MANHATTAN 

 
Rhythms in Manhattan are as we know them and others imagine them to be. A glamorous but 
stressful life. For men, but also for dogs. Busy streets, dirty subway and crime. Poor animals 
have to get out and about…. Even when their owners are over-busy. So this is David Lang who 
has invented a job: dog-chauffeur, an sophisticated version of a dogsitter. Lang has adapted 
seven mini-vans, with seats (for dogs) and safety belts (for dogs) and has launched himself into 
the new business of taking dogs out on trips, dog birthdays, parties or grooming. Prices are 
obviously higher than the ones asked of their owners, from 30 to 200 dollars, but there are 
plenty of customers. He already has 10 thousand. 
 
Sources: The Economist, Il Sole 24 Ore, 2006. 
 
 
 
The evolution of the Italian market, still a long way from the value of the main 
European markets such as Great Britain, France and Germany, in spite of a pet 
population that is not so far off in number, tends however to become more similar in 
quality to that of these countries, highlighting a definite step forward in its evolution 
and showing signs of change in consumer style and purchasing habits that have 
emerged in recent years.  
 
In particular, the analysis shows an increase in primary demand, due to the greater 
diffusion of pets in Italian families and an increase in average spending and frequency 
of purchases . 
 
The first variable is influenced significantly by the evolution of the socio-demographic 
scenario, confirming forecasts. The number of single people is increasing, both young 
and elderly, due on one hand to marriage at a later age and on the other hand to 
population ageing, making the presence of a pet in the home ideal for both 
demographic categories.  
 
One reason for the increase and better quality of consumption is the diffusion in Italy 
of a progressive trend to humanise relations with pets that, as many signs show in the 
evolution of buying behaviour and more sophisticated, aware and informed choices 
that are not so different from the relationship between parent and child, up to 
considering pets as a real member of the family. This is why more attention is paid to 
health, wellness and comfort for pets, which brings about greater expenditure on 
products. 
 
Margins for improvement can be seen, considering that packaged products weight on 
global consumption at 40 and 45% against average penetration levels in European 
countries of 80%. According to a recent AcNielsen survey, 22% of cat owners still use 
leftovers and 23% cook food in the home without using industrial products. 
Percentages that increase in the case of dogs, where 32.33% of dog owners use 
leftovers and prepare home cooked food for their pets. Again, comparison with a 
benchmark market like the American one is useful for realising the vastness of the 
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potential growth area. In the United States indeed, where 38% of families have a dog 
and 34% have  cat, the penetration rate of packaged food is 4 times higher than that 
in Italy. According to Euromonitor International and Pets International Magazine 
estimations, 78% of dog food and 93% of cat food come from industrial food, with 
marginal shares left to leftovers or homemade food. This is a sign of the capacity of 
mass advertising campaigns to convince the public in recent years, focused on the 
validity and benefits of a varied diet, rich in dietary elements and consistent with the 
development stage of pets . 
 
A difference can also be found in the distribution channels. The mass market channel 
in Italy accounts for 55-60% of total turnover compared to 75% average in European 
countries. In particular, according to Euromonitor, in 2006 mass consumer shopping 
represented 55% of the market, specialised channels accounted for 18%, large pet 
shop chains for 9%. The difference in share, however, as we will see later, can be seen 
if we concentrate the analysis on pet food. 
  
However, it is interesting to examine the case of a market similar to Italy in its 
presence of pets, such as France, but which has reached a more developed stage. As 
can be seen in table 4, in the case of dogs and cats, the specialisation in the various 
distribution channels is obvious, with high performance of specialised shops in the 
accessories segment and vets in the case of pet care products. 
 
In Italy, pet food sales in hypermarkets and supermarkets amount to 45-50% against 
25-30% in specialised channels; traditional retail preserves a share of 20-25% while 
pet shop chains are at a standstill of about 5-6%. 
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TABLE 4 
Dog and cat products market in France, 2006 
 

FRANCE: MARKET FIGURES 
market share for dog segment 48.5% 
market share for cat segment 35.3% 
dog market distribution by segments food products: 78% 

hygiene and care: 12% 
accessories: 10% 

dog petfood distribution by channel large-scale distribution: 48% 
specialised channel: 33% 

vets: 19% 
dry dog food share 64% 
wet dog food share 36% 
distribution by channel of dry dog food 45.5% lsd 

43.0% specialised 
distribution by channel of wet dog food 94.0% lsd 

3.7% specialised 
distribution by channel of dog accessories 91.5% specialised 

8.5% lsd 
distribution by channel of care products 73% veterinary 

16% specialised 
11% lsd 

average number of dogs per family that own pets 1,34 
dog owners for less than one year 5,4% 
cat market distribution by life period 83% products for adults 

9% products for big cats 
8% products for senior cats 

cat market distribution by price in specialised 
channel 

63% top range 
34% economic 
3% standard 

distribution by channel of dry cat food 54% lsd 
25% specialised 

distribution by channel of wet cat food 87% lsd 
1% specialised 

 
Source: data processed by Centro Studi Zoomark from AnimalDistribution data 

 
 
 
Abroad as in Italy, but with different performance, supermarkets and hypermarkets are 
preferred for food purchases, while litter, accessories, hygiene products and 
supplements and medicines are usually preferred from specialised shops. However, 
non-food products guarantee higher margins than food products, and are becoming 
more interesting to large-scale distribution .  
 
In 2006, according to Iri findings, an analysis that involved 77.337 shops including 
hypermarkets, supermarkets, superettes, discount and traditional retail – as seen in 
table 5, in mass markets pet products grew in value by 3.8%, exceeding the threshold 
of 600 million Euro.  
Analysis by share also rewards cat food that accounted for 63.6% in value in large-
scale distribution and 51.9% in volume (figure 5). 
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Wet cat food (47.0%) and dry dog food (20.0%) were the segments with the highest 
value. However both are slowing down, with positive variation in value below the 
average growth rate (+2.9% for cats and +0.4% dogs) and in reduction by volume. 
The purchase of dry food is increasing: +5.9% for dry cat food and +7.8% for dry dog 
food. The increase in value of dog snacks is double figures (+11.8%); the increase in 
cat snacks is lower (+6.4%), where the obvious process of enrichment of value is to 
be noted, considering the reduction of  7.3% of sales volumes. 
 
 
TABLE 5 
Dog and cat food market in Italy in the mass-market, 2006 
 

  Sales in Value Var % 
Value 

Sales in 
Volume 

Var % 
Volume 

wet cat food   286.844.000  2,9   96.006.872  -2,6  

dry cat food   99.930.808  5,9   41.726.368  5,6  

cat snack & treats   912.129  6,4   82.961  -7,3  

Total cat 387.686.937  137.816.201  

wet dog food   121.998.720  0,4   71.729.888  -1,1  

dry dog food   77.156.544  7,8   52.386.488  6,9  

dog snack & treats   23.082.470  11,8   3.381.612  9,3  

Total dog 222.237.734  127.497.988  

Dog and cat Petfood    609.924.671  3,8   265.314.189  0,9  
 

Source: data processed by Centro Studi Zoomark from Iri 2007 data 
 
 
FIGURE 5 
The dog and cat food market in Italy in the mass-market, 2006 (%) 
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Source: data processed by Centro Studi Zoomark from Iri data 
 
From the differentiated dog and cat analysis, distinguishing between the types of food, 
the variable incidence of wet food compared to dry food can clearly be seen. For cat, 
wet food is still predominant, with 74% of the market in value compared to 25.8% of 
dry food, leaving the  snack & treats segment with a marginal space (0.2%). For dog 
food, instead, the share in value of wet food does not reach 55%, while dry food is 
34.7% and the snacks and treats segment is much more significant (10.4%). Figure 6 
shows these differences in the market composition. 
 
According to the Iri data, this time accounting up to the first six months of 2006, the 
value of food for other types of pets in the mass market is just over 18 million Euro, 
stationary in value and in volume. In this category, the largest segments are bird food 
(7.1 million Euro) and rodent food (5.6 million Euro), followed by fish food (3.3 million 
Euro). However, while the market is stable or only slightly falling for the first three 
segments, the smaller segments are showing performances that go against trends: 
tortoise food (+5.9%) and food for other animals (+5.6%) as seen in table 6. 
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FIGURE 6 
Distribution % by type of food for dogs and cats in the mass-market, 2006 
Source: data processed by Centro Studi Zoomark from Iri data 
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TABLE 6 
The food market for other pets in Italy in the mass-market, 2006  
 

  
Sales in 
Value* 

Var % 
Value 

Sales in 
Volume° 

Var % 
Volume 

Birds food  7,1 -0,4 5,6 -4,0  

Pet-rats food  5,6 0,5 2,8 -4,2 

Fishes food 3,3 -1,1 1,4 -4,9 

Turtles food 2,1 5,9 0,9 0,6 

Other pets food  0,2 5,6 0,2 -8,6 

Whole other pets food  18,3  0,5  10,9 -3,9 
 

* (mlo €) 
° (units/000) 

 
Source: data processed by Centro Studi Zoomark from Iri 2006  data 

 
 
In the pet-care & comfort sector, according to Iri data for the year ending June 2006, 
the market for cat litter and other animals is stationary, even though it is a product 
that represents the category of greater value products (52.8 million Euro in the mass 
market) and purchases in the hygiene products segment (+35.3% in the last year) and 
toys (+2.3%) are increasing rapidly as can be seen in table 7. 
 
 
 
TABLE 7 
The non-food pet market in Italy in the mass-market, 2006  
 

  
Sales in 
Value* 

Var % 
Value 

Sales in 
Volume° 

Var % 
Volume 

Cat litter  50,7 0,3 5,6 -4,0  

Litter for other animals 2,1 -1,4 2,8 -4,2 

Litter 52,8 0,2 1,4 -4,9 
Hygiene 21,4 35,3 4,9 13,3 

Toys 5,9 2,3 2,2 2,0 

Other accessories 19,6 -5,3 4,9 -3,2 

Accessories 46,9  10,9 12,0 4,0 
 

* (mill €) 
° (unit/000) 

 
Source: data processed by Centro Studi Zoomark from Iri 2006 data 
 

 
In the mass-market channel, it is important to note the growth of 3.6% for pet 
products that is almost one percent above the increase rate for human food products 
(+2.7%), giving reason to understand why mass market distribution chains are 
dedicating more space to pets in their shops (and almost always in innovative 
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environments, oriented to shopping experience, sometime aimed at recreating the 
atmosphere of specialised shops). It is also necessary to note how in recent years 
garden centers have started to dedicate increasing space to pet products, food, cages, 
pools for the garden. The garden centres’ capacity to associate the sale of live animals 
is also to be noted, from fish to small birds, the food to feed them and basic 
accessories for their wellbeing (e.g. for fish, water treatment products, filters, fertilisers 
for aquatic plants, anti-algae products).  
 
A second observation concerns the different speeds of market growth in value and in 
volume. The variation in increase of 3.6% if compared with the +1.9% in volume 
indicates the progressive market move towards greater value products . 
 
In the mass market, while the average reference figures have settled after years of 
expansion the largest increase to note is that of accessories with a dual figure 
performance (+13.3%) for hygiene products in hypermarkets. 
 
If we look at the geographic distribution of sales, the North-West is the area that has 
the largest market share in value in Italy, with 40.1% but the southern regions 
(+4.4% in the past years) are the ones that are growing most rapidly. 
  
The weight of private labels is decidedly  high in wet dog food (32.9%); it decreases to 
21.6% for dry dog food, to 17.9% for wet cat food and to 14.8% for dry cat food. 
  
Market analysis in specialised shops , based on Iri data at March 2007, using data 
gathered from a population of 3,096 traditional pet shops shows that the business 
turnover for food is around 318.4 million Euro, a growth in value of about 7.8% and in 
volume of 4.8% (table 8). A variation in increase that is explained mainly if we 
consider the premium segment in the pet shops' offer, in particular the therapeutic 
products that grew in 2006 and 2005 in value by 17.9% and in volume b 21.8%. 
 
 
TABLE 8 
The pet food market in Italy in traditional pet shops, 2006  
 

  
Sales in 
Value* 

Var % 
Value 

Sales in 
Volume° 

Var % 
Volume 

Dog food  158,2 7,1 43,7 5,3 

Cat food 147,1 9,2 24,6 4,2 

Snack & treats 13,1 1,1 1,1 -0,5 

Total petfood 318,4 7,8 69,4 4,8 
 

* (mill€) 
° (mill kgs) 

 
Source: data processed by Centro Studi Zoomark from Iri 2006 data 

 
 
The element of greatest interest that arises from the analysis is the growth trend in 
value that is 4 percent above the pet food expansion rate in the mass market (+3.8), 
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which marks the importance of traditional specialists in the distribution of pet products 
in Italy. 
The cat food segment (that, contrary to the mass market, is just behind the dog food 
segment in specialist channels) provides the most dynamic contribution to  market 
growth with a variation rate of more than 9% compared to 2005. 
If we add the findings from free service 68 sales points belonging to pet shop chains 
(Arcaplanet, Dmo, Dog&Cat, Fauna Food, Shopping Dog) to this data, the expanded 
picture allows us to understand the overall size of the specialised channel category. 
In particular, the weight of the chains can be evaluated at 25.2 million Euro of retail 
sales in 2006 compared to 5.9 million kg in volume. 
 
1.3. Pets in Italy 
  
In Italy pets have now overtaken the number of the resident population (58,1 million 
inhabitants), reaching 60 million units. 
Recent years trends show a slight but constant increase, with a performance that is 
higher than average for small mammals, especially rodents (ferrets, guinea pigs, 
hamsters) and a definite drop in the  number of reptiles . 
Estimations are reliable for dogs, cats and small mammals  while they are less accurate 
for birds and fish. A scenario therefore emerges that places Italy among the top places 
in the 25-country Europe  for the number of pets it has.  
 
Figure 7 shows the state of the pet population in Italy while Figure 8 shows the trends 
over the past five years 
 
 
 
 
FIGURE 7 

Distribution by category of pets in Italy (values in thousands) 

 

Source: data processed by Centro Studi Zoomark 
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FIGURE 8 

The evolution of the presence of pets in Italy (2000=100) 

 

Source: data processed by Centro Studi Zoomark 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
According to Istat estimates, almost 8 million Italian families have at least one cat or 
dog; more than half are families with children. This data indicates that one family in 
three in Italy now lives with a pet. This is a figure that is still a long way from  the 
penetration rate in other European countries, that are similar in economic structure, 
such as the United Kingdom and France (in both countries, 51% of families have a pet) 
or Spain (60% of  families). 
 

Italian families that own cats/dogs: number and profile 
33% families percentage of families (7.7 ml) that have at least one dog 

or cat 

50,3% couples with 
children 

most common type of animal owner in Italy: parents with 
children from 14 upwards 

4.635.000 Italian families with at least one dog 

4.466.000 Italian families with at least one cat 

5.010.000 Italian families with other pets 

 
 
Italy, however, occupies a top position among European countries regarding dog and 
cat populations. In particular, as figure 9 and figure 10 show, Zoomark processing of 
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data on most European countries using the latest available information, places our 
country in fourth place, behind Spain, France and Poland for dogs and in third position 
behind France and Germany for cats. The data that emerges from this European 
comparison again repeats the potential for development in the pet products and 
services market. 
  

 

FIGURE 9 

Dog populations in Europe (data in thousands) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Source: data processed by Centro Studi Zoomark from various sources 
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FIGURE 10 

Cat population in Europe (data in thousands) 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: data processed by Centro Studi Zoomark from various sources 
 
 
Instead, if Italy is compared with other European countries, we see that there is still 
little “affection” for other pets, with the exception of birds, a traditional passion of 
Italian families (figure 11). For example, as can be seen in figure 12, Italian animals 
lovers do still not seem convinced about small mammals as pets, as is also the case 
with fish (figure 13) and reptiles (figure 14). 
 
While remembering that estimations in these cases are not always available or full 
reliable, we must also consider the fact that countries much smaller than Italy, such as 
Belgium and Switzerland are most “hospitable” to these types of pets . 
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FIGURE 11 

Population of birds in some European countries (data in thousands) 

 
Source: data processed by Centro Studi Zoomark 
 
 
FIGURE 12 

Population of small mammals in some European countries (data in thousands) 

 

 
 
Source: data processed by Centro Studi Zoomark 
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FIGURE 13 

Population of fish in some European countries (data in thousands) 

 
 
* For Germany, the data refers to the number of aquariums and garden fish ponds. 
 
Source: data processed by Centro Studi Zoomark 
 
FIGURE 14 

Population of reptiles in some European countries (data in thousands) 

 

 
 
° For France and Italy the data refers to reptiles and other non-classified animals. 
* For Germany the data refers to the number of terrarium 
 
A normalised analysis of data, relating it to the population of each country is 
interesting; the degree of pet penetration in the different European regions can be 
seen, and the growth margins in each market. 
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In the case of dogs, where Spain is still top of the list with 30 dogs per 100 
inhabitants, Italy with its value of almost 12 has gone down the list a few places, not 
just behind France, but also some Eastern European countries and Ireland and 
Portugal (table 9).  
 
In the case of cats, instead, the excellent performance of small central European 
countries, such as Austria, the Netherlands, Switzerland and Belgium is to be noted, 
which are ahead of larger markets such as France, Spain and  Italy (table 10). 
 
Finally, looking at other pet categories, it is remarkable to see Belgium’s position, that 
is the leader due to the diffusion of small mammals (10.4 per 100 inhabitants, ahead 
of Switzerland with 7.6 and Germany with 7.4, and Italy behind with just 0.9 animals 
per 100 inhabitants), of birds (28 per 100 inhabitants against 20.6 in Italy) and reptiles 
(6.4 per 100 inhabitants against 1.7 in Italy). Another small country, Switzerland, is the 
leader in the fish classification (52.6 per 100 inhabitants ahead of the 51.6 in France 
and Italy with 27.2),  
 
TABLE 9 
Diffusion of dogs in some European countries (number of dogs per 100 inhabitants) 
 

Spain 30,1 
Czech Republic 28,3 
Slovenia 25,0 
Poland 23,3 
Hungary 16,9 
France 15,6 
Ireland 15,4 
Portugal 14,3 
Italy 11,9 
Slovakia 11,1 
Denmark 11,0 
Finland 10,5 
Belgium 10,1 
Netherlands 9,3 
Germany 9,1 
Greece 9,0 
Sweden 8,9 
Austria 7,9 
Switzerland 6,8 
Russia 5,2 
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TABLE 10 
Diffusion of cats in some European countries (number of cats per 100 inhabitants) 
 

Slovenia 20,0 
Hungary 19,9 
Austria 18,7 
Netherlands 18,6 
Switzerland 17,5 
Belgium 16,4 
France 16,0 
Czech Republic 15,6 
Poland 12,9 
Spain 12,7 
Italy 12,7 
Portugal 12,4 
Sweden 11,1 
Ireland 10,2 
Finland 9,6 
Denmark 9,4 
Germany 7,3 
Greece 7,1 
Slovakia 5,5 
Russia 2,8 

 
 
Cats are the most common pets in Italy (a consideration that does not take fish and 
birds into consideration, more numerous but which have less influence on the volume 
of consumption and services).  
 
According to the most recent estimates, there are 7,430 million cats and 7,022 million 
dogs in Italy. In terms of possession, however, the classification is the opposite. The 
Assalzoo-AcNielsen Observatory data, in fact states that there are 4,635,000 families 
that have at least one dog and 4,466,000 that have at least one cat, while 5,010,000 
families have other types of pets. 
 
In spite of the fact that the distance between the cat and dog populations has 
gradually been reduced and, in absolute terms, the difference between the two species 
has dropped below 400 thousand units, food purchases for cats records a value that is 
almost twice that of expenditure for dogs. The reasons must be looked for in the 
different nutritional habits of cats, that are normally more demanding and difficult to 
please than dogs, but also due to the greater diffusion of cats in urban apartments, 
where, due to time and space available, packaged food is more functional than food 
made at home.  
 
 
The bird and fish populations have remained constant in recent years, with a slight fall 
for the former and a slight increase for the latter. 
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In the case of high category fish (normally tropical sea fish), the market has been 
going through a long phase of waiting, with a clear reduction in the purchases of large 
aquariums, due to the decline of a trend that was successful a few years ago, which 
saw aquariums as successful furnishing accessories. The market is still limited to a 
narrow market segment that tends to fall due to the high management costs, with 
inevitable negative effects on sales in specialised channels. On the other hand, the 
space reserved for ornamental fish in large-scale distribution and in garden centres is 
increasing.  
 
In the case of birds, instead, it is necessary to remember the dominating share, 
canaries (about 70%) and the definite growth in exotic species, in particular parrots. 
The segment, however, still plays a marginal role in the competitive scenario. 
 
 




