THE ULTIMATE PLAYBOOK

LOVE-DRIVEN BRANDING:
THE (UEW RULES OF
PET CARE MARKETING

A strateqy-first breakdown of emotion, trust,
and buying behavior—and how smart brands
turn all three into growth.
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éPET CAREISIN'TA
CATEGORY-IT'SAN
ENMOTIONAL CONMMITMENT.”

Today’s pet parents are blending high standards with high emotion,
seeking brands that feel trustworthy, transparent, and loving. This
playbook unpacks the mindsets, motivators, and moments that brands
must understand to win hearts—and carts.

Here’s What You’ll Find Inside

WHO IS THE NEW PET PARENT?

WHAT DRIVES PURCHASE BEHAVIOR?

EMOTIONAL TENSION +
STRATEGIC OPPORTUNITY

THE PLAYBOOK

STRATEGIC TAKEAWAYS

The Pack We Listened To

Sample Size 180 Respondents

Primary Age Range 30-50
Gender Split 54% Male | 46% Female
Average Income Range $65,000 - $85,000




WHO IS THE NEW
PET PARENT?
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(MEET THE MINNDSETS
BEHINUD THE LEASH.

Today’s pet care audience isn’t one-size-fits-all—it’s a mix
of hearts, habits, and hard-won convictions. Here’s who
you’'re really talking to:

Loyal

Realists
Old-school trust with
a price-check twist.
They shop in-store,
stick to what works, and
gravitate toward familiar
brands that don’t mess

with their budget—or
their routine.

KEY INSIGHT

Emotional
Optimizers

If love had a credit card,
this is who’s swiping it.
They’ll spend more for
what feels healthier—
think fresh food,
probiotics, and peace of
mind in a pouch.

HUMWAN FIRST.

BUYER SECOMNUD.

Curious
Pragmatists

Part explorer, part
analyzer. These hybrid
shoppers bounce
between shelves and
screens, open to new
ideas but grounded in
logic. Give them a reason—
and a review—and they’ll
give you a shot.

Behind every checkout is a caretaker. These personas don’t just shop—they nurture, worry,
celebrate, and obsess. Pet parents aren’t passive consumers; they’re active caregivers
making choices that feel deeply personal.

When they say things like “My pet has taught me patience” or “l love you” out loud—to a
creature who can’t even reply—you’re not marketing to a wallet. You’re speaking to a heart.

Brands that recognize that? They don’t just sell. They stick.

Speak to the caregiver, not the customer. That’s where loyalty lives.
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WHAT DRIVES
PURCHASE BEHAVIOR?

Spoiler: It’s not just health halos and pretty packaging.

When it comes to food, pet parents lead with their hearts—and their pets’ taste buds.

Taste rules the bowl. A full 54.4% say flavor trumps everything—even health (45.0%) and
ingredient quality (39.4%).

“My pet likes it” beats out “It’s good for them.” Emotion over nutrition, every time.

Fresh food?

Dry kibble still runs 3 8 3 %
the show, with °

838.9%

- ?
buying it. Home-cooked®

28%

THE TAKEAWAY

Pet parents want to feel good and be liked by their pets.
Taste is the shortcut to both.
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TRUST ISN’'T EARNED—
IT’S EXPECTED

In 2025, trust isn’t a bonus. It’s the bare minimum.

04.4% | 50% 46.77%

prioritize health still expect
benefits affordability

trust brands
they perceive
as safe

KEY TAKEAWAY

Safety, wellness, and price—
nail all three, or risk losing
the cart at checkout.

Brands that keep it simple,
honest, and dependable
don’t just survive the

shelf war. They own it.
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ENMOTIONAL
TENSION +
STRATEGIC

OPPORTUNITY




THE CONTRADICTION

PET PARENNTS SAY
THEY WANTTO
“CARELIKEAVET.

BUT THEY SHOP LIKE
EVERYONE ELSE.

Just 0.6% use subscriptions

A massive 59.4% still discover products in-store

The Tension? Brands selling seamless, automated ease hit a real-world
wall: Most shoppers still want to touch, grab, compare—and maybe ask
a cashier what their dog eats.

THE TAKEAWAY

Selling convenience is smart. But assuming they

actually use that convenience? That’s the trap.

Love-Driven Branding: The New Rules of Pet Care Marketing




COST, GUILT
& WISSED CARE

Pet love is limitless. Budgets? Not so much.

KW spent more on pet care this year.

But among those spending less, @ skipped or delayed vet visits.

AN say cost is their #1 barrier.

The emotional math is brutal: They feel quilty for cutting corners—but
they don’t see another way.

Brands that lead with clarity—not complexity—win trust.

Transparent pricing. Flexible options. No fine print. Be the brand that eases the
quilt, not adds to it.
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MESSAGING

LEAD WITH LOVE,
NOT LOGIC

Pet care marketing isn’t a facts-first game—it’s a feelings-first
journey. While benefits like “all-natural” and “grain-free” matter,
they only resonate once the emotional connection is established.

KEY MOVES

Use caregiver language: “Because they’re your family”
beats “Veterinarian approved”

Embrace storytelling: Show real moments of joy, healing,
and companionship

Frame purchase as love, not obligation

BRAND POV

Start with the heart, follow with the science.
Emotion builds trust—benefits justify the buy.
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PACKAGING

138

DESIGN FOR
SHELF DISCOVERY

In a world where 59.4% of pet parents still discover new products in-store,
packaqging isn’t decoration—it’s your best salesperson.

KEY MOVES

Lead with personality-driven design: sweethearts, comedians, explorers

Feature emotional icons like “Family Favorite,” “Tail-Wagger Approved”

Prioritize clarity: ingredients and claims should feel transparent,
not technical

BRAND POV

Design for human connection. The goal is eye contact across the aisle—
not clinical confidence.
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MAKE IN-STORE
A LOVE STORY

Despite the DTC hype, trust is still earned where people shop. In-store
remains king—so your physical presence must capture hearts in seconds.

KEY MOVES

Build POS displays around pet personas and emotional hooks.

Use signage to educate gently, not overwhelm.

Train staff to speak to the why, not just the what.

BRAND POV

Think of the retail shelf as your first date with the consumer. Lead with
charm, back it with value.
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SERVICE MODELS

RENMIOVE GUILT,
NOT JUST BARRIERS

Cost is quietly suffocating care. When 45.6% cite price as a barrier—and 75%
of those cutting back skip vet visits—the solution isn’t cheaper, it’s clearer.

KEY MOVES

Introduce modular pricing tiers (e.g., “Check-Up Basics,” “Peace of Mind+”).

Create transparent care bundles: no fine print, no confusion.

Emphasize empowerment—not compromise.

BRAND POV

Affordability doesn’t have
to feel cheap. It should feel
like care on your terms.
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DIGITAL STRATEGY

KEEP COINTROL
IV THEIR HANDS

Only 0.6% of pet owners use subscriptions. Why? They want spontaneity,
not automation. Pet care is emotional—they want to feel in charge.

KEY MOVES

Offer customizable, flexible auto-ship with emotional UX (*Pause for a trip?”).

Use reminders and behavioral cues, not pressure.

Celebrate freedom—don’t force convenience.

BRAND POV

If it feels robotic, it fails. Empower decisions, don’t replace them.
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SUPPLEMENTS

SWALL FORMAT,
BIG POTENTIAL

44 .4% of pet parents already use digestive health supplements—but they
want simplicity and proof, not hype.

KEY MOVES

Hero taste: “Delicious daily care” beats “Functional formulation”

Feature real stories and before/after outcomes

Demuystify usage: clear instructions, fast benefits

BRAND POV

Supplements can be emotional too—because wellness is another way we say
“I love you.”
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STRATEGIC

TAKEAWAYS =

INSIGHT

IMPLICATION FOR PET CARE MARKETERS

Emotions drive behavior

Don’t lead with features—lead with feeling. Craft
messaging that taps the bond, not the benefits.

Cost = silent quilt

Consumers won’t always complain, but they will
walk away. Give them affordable options that don’t
compromise care.

Shelf presence = conversion

In-store still matters — a lot. Invest in packaging that
educates quickly, earns trust and invites touch.

Trust > trend

This audience sees through the fluff. Build long-term
trust with clarity, consistency and proof — not hype.

Health + happiness = loyalty

Don’t stop at “good for them.” Wrap your wellness
claims in joy, love and everyday moments. That’s
what keeps pet parents coming back.
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BRAUDON ISIU'T
JUST IN THE PET
GAMNE—WE'RE IlU THE
FEEL-SOMETHING
BUSINESS.

We build brands that stick in the hearts of pet people, not just their
feeds. Strategy with teeth. Creative with claws. And yes—data with a
damn soul.

Because love doesn’t live in spreadsheets. It lives in stories that bark,
purr, and convert.

Need help building your pet brand’s emotional advantage?

LET’S TALK STRATEGY

Courtney@thebrandonagency.com

Brandon.Agency | 843.916.2000 BB AN Dom
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