Pet Owner Channel Use / Buying Preferences Study

January 2008

TABLE OF CONTENTS

131 oY [T {o o T 3
o 0T 1Y PP 3
1T 0 o T 4

EXeCULIVE SUMMIAIY ..ottt ittt tttieeeeaeeeeeeeesnnnnnnnnnnaeeens 6

Overview of FINAiNgs .....cooiiiiiiiiiiiiiiiiii ittt e e e eeeeennaaeens 12
SEGMENT SUMIMAIY .. ittiitiieeeeeeeeeeeeeeeeesseesessessessssssssssnnnnnns 12
D= aaTeTed T o] o} ok S PP PP 18
Channel Insights and Implications.......ccoveiiiiiiiiiiiiiiiiiiiiii i 25
Channel Comparison SUMMAIY .....ueeeeeeereeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeessesnennnnns 30
Product Category Insights and Implications .......cccceeeiiiiiiiiiiiiiiiiinnnnnnnn. 35

Detailed Findings .....cooiiiiiiiiiiiiii i ittt ettt e e e eaaanaaas 44
S O a1 O 1< 44
Veterinary Prescription or Vet-Only Products.......ccceeviiiiiiiiiiinnnnnnnn.. 51
Heartworm Prevention Products ......cccoiiiiiiiiiiiiiiiiiiiiiiiiiiiieeeeeeeenns 54
Flea and Tick Control Products ....coeeiiiiiiiiiiiiiiiiiiiiiiiiiiieeeeeeeeeeeeenns 67
Pain Management Products.....ooviiiiiiiiiiiiiiiiiiiiiiiiiiiiiiicr e eeeens 81
Joint Health Supplements ...ttt ettt e e eeeeeeeeaas 95
Dental Health Products .......ccoeviiiiiiiiiiiiii e 108
Therapeutic/Prescription Pet FOOd ... 123
Pet FOOd (WellNess) «uviiiiiiiiiiiiiii ittt ettt et ettt eeeaeaeaaaas 136
Pet Health and Medical INSUranCe........ccviiiiiiiiiiiiiiiiiiiiiiiiiiieaennans 150
Boarding and Day Care ServiCes ...ccvuuiiiiiiiiiiiiiiiiiiiieeeeiiieeeeeaannnnes 164

market directions

sulting, Ine.



