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Abstract  

The pet care sector has expanded rapidly in the last several years, partly because of COVID-19 and 

new dietary trends, with several Gen Z and Millennials becoming pet parents for the first time. 

Realising the opportunity ahead, Mars Iberia, which owns Pedigree and Whiskas, realised the need 

to understand these understudied demographics that make up the new wave of pet parents. As such, 

the project focuses on creating a profile of the new pet parents and understanding their customer 

journey, their behaviours and perceptions of the brands mentioned above, while examining the key 

distinctions that set them apart from the prior pet parents. The analysis is based on in-depth 

consumer interviews, online surveys, store observations, and social listening. As a result, this paper 

delivers insights into the dog and cat categories, while understanding people’s perceptions of 

Whiskas and Pedigree, two keystones of the Mars brand. 

Keywords: Pet Care, Mars Iberia, Segmentation, Consumer Decision Journey, Brand Management, 

Brand Perception, Brand Awareness 
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1. Introduction 

1.1. Background 

Mars Incorporated was established in 1911 by Frank C. Mars when he started crafting and selling 

buttercream candies from his home in Tacoma, Washington (Murtoff 2023). For over a century 

and through more than five generations, Mars has manufactured products and services that have 

earned a spot in the hearts of people and their pets. Today, the company operates across the realms 

of Petcare, Snacking, and Food & Nutrition. This project's research is dedicated to the Petcare 

segment, as the group collaborated with Mars Iberia – more specifically the Pedigree and Whiskas 

brands – to analyse the behaviours and consumption patterns of the emerging audience known as 

"new pet parents”, who are individuals belonging to the Gen Z and Millennials age group (aged 

18-40) who live in Portugal or Spain for at least two years. 

According to "The State of the Pet Nation Report 2021" by Mars Petcare (Mars, Incorporated 

2021), pet ownership has surged during the COVID-19 pandemic. This increase in demand can be 

attributed to the health benefits associated with owning a pet (Johns Hopkins Medicine n.d.). 

Furthermore, data provided by Mars Iberia highlights a notable increase in pet ownership in 2023. 

When compared to the previous year, there was a 5% rise in cat ownership and a 4% increase in 

dog ownership. This spike in pet companions can be assigned to the influence of younger 

generations, such as Gen Z and Millennials, who are the drivers of this trend. Another remarkable 

observation made by Mars Iberia is the growing trend of pet humanization. Pets are being viewed 

as integral members of the family, leading to a shift in the needs and demands of pet parents to 

healthier lifestyles and habits. 
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1.2. Project Objectives   

As previously mentioned, this project is focused on Portuguese and Spanish Gen Z and Millennial 

pet parents of both dogs and cats and has two principal objectives. The first revolves around 

profiling and segmenting the new pet parent and getting a comprehensive understanding of their 

customer journey, while exploring the pivotal differences between them and the older pet parents. 

This includes aspects such as habits, brand perceptions, and preferences, with a particular emphasis 

on pet food and oral care, by an in-depth understanding of Mars’ principal pet care brands, focusing 

on Pedigree for dogs and Whiskas for cats. In this context, the group aim to point out what has 

changed in the dynamics of pet parents over time and with different levels of experience on the 

topic. The second objective is to determine the optimal marketing strategy that effectively engages 

and captures the attention of new pet parents. This involves the examination of the most effective 

methods and moments to captivate them to create an integrated marketing communications plan 

and critically review the marketing mix strategies to establish meaningful connections with the 

target audience. 

In this sense, this research is dedicated to the purchasing habits of pet care consumers, with a 

particular emphasis on the brands of Pedigree and Whiskas. The report begins with a review of the 

theoretical background, aiming to establish a foundation for the theoretical models used in the 

analysis. These models include the McKinsey Consumer Journey, the Graveyard Model, and 

Segmentation theory. Following this, a comprehensive background into the pet care industry is 

presented, with a focus on the pet food industry and pet oral care. This detailed analysis aims to 

provide readers with insights into current industry trends, the awareness and image of the focus 

brands in comparison to competitors, as well as the perceptions Portuguese and Spanish consumers 

have of them. Subsequently, delving into the methodology used to collect and analyse the data, 
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which originates from various sources, encompassing both secondary and primary data. The 

primary data sources include qualitative interviews, quantitative surveys, consumer observations 

in-store, and social media listening. The results section begins by focusing on the Dog segment, 

offering insights into segments, buyer personas, and their consumer decision journey. The same 

approach is then applied to the Cats segment. Concluding the report, recommendations are 

provided separately for Dogs and Cats, recognizing their inherent differences. These 

recommendations cover all four Ps of the marketing mix, with a particular emphasis on the 

communication aspect of the promotion P, driven by specific reasons such as improving brand 

perception in quality and emphasizing its benefits to the pets. 

2. Theoretical Background 

To analyse and interpret the results obtained in this research, the group utilized different 

frameworks and theoretical concepts. 

McKinsey Consumer Decision Journey: The McKinsey Consumer Decision Journey (see 

appendix 1) stands out as an initial framework for comprehending and dissecting the nuanced 

dynamics of present-day consumer behaviour. Introduced in 2009 by the renowned consulting firm 

McKinsey, the model presents a comprehensive portrayal of the consumer's journey from initial 

consideration to post-purchase loyalty. This model encompasses pivotal stages, starting with the 

triggering of awareness regarding a need or problem, followed by the consideration of an initial set 

of brands influenced by recent touch points and brand perceptions. The active evaluation phase is 

where consumers gather information and make decisions, with the Consumer Journey underscoring 

the pivotal moment of purchase, where consumers choose a specific brand based on their 

evaluation. A crucial aspect of the Consumer Decision Journey lies in its acknowledgement of the 
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post-purchase experience. Subsequent to the purchase, consumers develop expectations that shape 

subsequent decision journeys. The level of satisfaction with the product or service becomes a 

determinant of whether consumers enter the loyalty loop, reinforcing the bond between the 

consumer and the brand (McKinsey 2009). The significance of the model is further underscored 

by the firm's 2015 update, reflecting the evolving landscape of consumer behaviour. This update 

streamlines or eliminates the consideration and evaluation phase, as consumers directly enter the 

loyalty loop. Factors such as automation, proactive personalization, and journey innovation 

instigated this modification, underscoring the model's adaptability to contemporary trends 

(McKinsey 2015). 

Brand Recall and Brand Recognition: Brand recall refers to a consumer's ability to remember a 

brand with minimal prompts (Kalin 2021). Unaided recall occurs when a consumer is asked to 

name a brand from a certain category, and spontaneously responds with a specific brand in mind, 

which is expressed without any guidance. The significance of whether a consumer remembers the 

brand in question lies in its potential impact on their decision to purchase the product and the 

likelihood of being included on the consumer's shopping list (Kalin 2021).  

Brand Recognition refers to the linkage and the familiarity towards the brand created from past 

exposure when the brand is given as a cue (Superside 2023). Brand recognition is occasionally 

termed aided recall, representing a subset of brand recall. For instance, when a product name is 

linked to a specific logo, attribute, or tagline (such as safety with Volvo or "Just do it" with Nike), 

it demonstrates brand recognition (Aaker 1996). 

Graveyard Model: The contrast between the effectiveness of recall and recognition is illustrated 

in the Graveyard model (see appendix 2), formulated by Young and Rubicam Europe. Brands 
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within a product category typically adhere to the curved line depicted in the plot, representing 

recognition (aided) versus recall (unaided). However, there are two notable exceptions to this 

pattern, both underscoring the significance of recall. The first exception pertains to niche brands 

with a health-focused positioning, positioned below the curved line. Despite having limited overall 

recognition, these brands exhibit high recall among their dedicated customer base. In this context, 

low recognition does not correlate with subpar performance. The second exception is situated in 

the top-left corner, identified as the graveyard area, where brands have substantial mass recognition 

but low recall. Brands in this position face significant challenges, primarily attributed to mindset 

constraints (Aaker 1996 11-15). 

Segmentation: Buyers vary across different dimensions, such as their needs, wants, geographical 

locations, buying attitudes, and attributes. To effectively determine the target audience for 

companies, it is crucial to consider these variables and define the segments where they will operate. 

According to the book "Marketing Management: Analysis, Planning and Control" (Kotler 1984), 

one approach to identifying relevant variables is to interview a sample of consumers and uncover 

the hierarchy of variables influencing their purchase decisions— a method employed by the group. 

Of the four variables mentioned in the book—geographic, demographic, psychographic, and 

behaviouristic—only the first was omitted, as it was observed that Portuguese and Spanish 

consumers exhibit minimal differences.  

Buyer persona: Developed by Alan Cooper, the formulation of a buyer persona is indispensable 

once a company has delineated the segments it will operate within. This strategic tool is essential 

for businesses to comprehend the audience's needs, opinions, pain points, and challenges, 

facilitating effective communication with them (Curi 2023).  
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Brand Identity: A brand's identity is made up of several elements that distinguish it from 

competitors, such as a name, design, set of pictures, slogan, writing style, typeface, or symbol 

(Kotler 2009). A clearly defined brand identity helps a company stand out from competitors and 

leave a lasting impression on customers, making it a strategic instrument for differentiation in the 

market. 

Positioning: The way a brand or product is viewed by customers in relation to its competitors is 

known as positioning. It involves giving a brand a unique and significant presence in the minds of 

the audience. The deliberate process of defining a brand's distinct value proposition and setting it 

apart from competing products in the market is known as positioning. According to Jack Trout, 

consumers use positioning as a mental tool to make information inputs simpler and store new 

information logically. Trout noted that given the overwhelming exposure to unwanted advertising 

and the inclination of the average consumer to dismiss information that does not instantly fit into 

their mind, positioning is a mental device that consumers use (Trout 1969). 

3. Industry Analysis 

3.1. Pet Market Overview  

The pet market refers to all the firms that turn a profit by offering products for people's pets, which 

includes a vast spectrum of food-related goods and supplies to healthcare (Queen 2023).  

Breaking these categories down, one can describe food and nutrition as a keystone since all pets 

need to be fed, according to different dietary needs. The importance of pet food in the sector is 

unquestionable, as the production and distribution of pet food items for a wide range of pets, 

including fish, small mammals, birds, and reptiles are the main factors for continuous growth. As 

such, the pet food business frequently produces goods that are geared at certain animals or even 
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various animals at different stages of their life. Despite the large number of animals included in the 

industry, cats and dogs still hold the largest percentage of a market that has more than 3.000 distinct 

items available to pet owners (Graham 2023). In fact, it includes a variety of product formats that 

incorporate dry food, wet food, and specialist products like a variety of snacks. Consequently, the 

popularity of the pet snack category is also shown in the large range of items available, from biscuit 

pieces to jerky snacks, which represent the always-evolving preferences of pet owners in providing 

the best for their pets. Overall, the pet food business is still growing and is a vital part of the Petcare 

sector (Precedence Research 2023). 

Moreover, an important part of the pet sector is pet supplies, which may be considered necessities, 

while others may be considered indulgences, such as dog beds (Queen 2023). Lastly, pet-focused 

healthcare is one important aspect of the pet industry, which is mainly composed of veterinary 

services and health-related products (Ais 2023).  

3.1.1. Market Size and Growth  

Recent data has revealed that the pet industry has been growing rapidly in recent years. In 2021, 

the size of the worldwide pet care industry was estimated to be 150.67 billion USD (Grand View 

Research 2022). In 2022, numbers continued to grow, showcasing an increasing trend in market 

size, at the time valued at around 235.3 billion USD. As of 2023, the projections determine an even 

higher valuation, which is to be set at 246.66 billion USD. The expectation is for constant growth, 

since by 2030 a pet market valuation of around 360 billion USD is expected (Fortune Business 

Insights 2023). 

The rise of internet shopping and technology, along with lifestyle changes accelerated by COVID-

19, have fuelled shifts in pet ownership. Increased time at home led to a surge in pet adoptions and 

fostering. Yet, a significant part of this change is driven by Gen Z and Millennials embracing pet 
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ownership, now constituting about 60% of pet-owning households, while baby boomers make up 

around 30% (Grand View Research 2022). Additionally, pet owners are showing a growing interest 

in pet health, promoting preventive care and responsible ownership. This trend is boosting Petcare 

product sales and the Petcare industry (Grand View Research 2022). The senior biopharmaceutical 

analyst at Bloomberg Intelligence, Ann-Hunter Van Kirk, stated: "Increased pet nutrition is 

resulting in longer pet lifetimes all around the world. This results in a greater requirement for 

spending on costly veterinary treatment for ageing pets, and we predict that this spending on pets' 

long-term health will grow during the coming ten years.” (Bloomberg 2023). 

The market for pet care among veterinary services and others is unquestionably dominated by the 

pet food segment. Due to the overwhelming demand from owners for savoury and nourishing food 

products to meet their pets' daily nutritional demands, the pet food market has the highest share.  

3.1.2. Segmentation  

The global pet care industry may be segmented into “product type” (food, care and services), “pet 

type” (dog, cat, fish and others), “geography” (North America, Europe, Asia-Pacific and rest of the 

world), and “distribution channels” (offline vs. online) (Mordor Intelligence 2023).  

Regarding pet type, the dog segment is the largest and most profitable of all pets: in 2021, it reached 

a revenue share of over 39% (Grand View Research 2022). With the biggest market share in 2022, 

the dog category is expected to grow significantly over the next several years. As such, dogs are 

the most common pets in the United States, with almost 69 million families owning that pet, 

according to a Forbes ADVISOR article (Verified Market Research 2023). In the case of Europe, 

cats dominate the market, as in 2022, there were more than 127 million cats in Europe, with the 

largest concentrations of cats being seen in France and Germany (Statistica 2023). Furthermore, 

increased pet care expenses are expected to have a beneficial effect on market growth, as of recent 
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years American dog owners spend over 1000 USD a year on prescription drugs, vet care, and 

medical supplies. Additionally, the cat category is also expected to have a growth in the following 

years: in the United Kingdom, cats were the second most popular pet, with over 12.2 million 

households having at least one cat (Verified Market Research 2023). 

When dealing with product type, the market is also split into different parts: products, such as pet 

grooming products, fashion, toys and accessories; food, which includes dry and wet food; and care, 

composed by oral cat, vet assistance and more. In 2021, the food category had the larger share 

within the segment, in which owners have been reported to be more conscious when dealing with 

their pet’s food, including more vitamins and supplements to attain higher quality food (Fortune 

Business Insights 2023). However, in 2022, products had a larger share in the segment, some of 

the reasons being attributed to rising awareness among pet parents. Consequently, more 

environmentally friendly and sustainably made pet products are coming to market as a result of an 

increased understanding of climate change, and this is expected to fuel the pet care industry's 

development throughout the projected period. Regarding care, vet services have increased from 

4.5% to 6.5% between 2020 and 2021, mainly allocated to a rise in awareness for health care 

(Verified Market Research 2023). 

Within distribution channels, they can be divided into online and offline retail channels. Due to the 

greater availability of supermarkets and further expansion of pet stores, the offline channel led the 

industry in 2022 and is expected to expand in the following years. Nevertheless, the online channel 

category is set to increase rapidly at the same time as e-commerce expands, particularly in 

developed and emerging countries.  

Lastly, the market is also divided into four regions: North America, Europe, Asia-Pacific, and the 

rest of the world. In terms of revenue share in 2021, North America held the highest part, almost 
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43%. The demand for pet care goods and services is being driven by the region's growing pet 

ownership rate and high disposable incomes. The American Pet Products Association (APPA) 

conducted the National Pet Owners Survey 2021/2022, which found that over 70% of American 

homes had a pet in 2020, a significant rise from 67% in 2019. Consequently, it is expected that 

North America, which has been leading the market, will continue to rise significantly (Grand View 

Research 2022). In recent years, pet ownership rates across Europe have been rising significantly, 

and there has been an increasing trend toward humanizing pets, as pets receive greater 

consideration and care and are regarded as a part of the family (Future Market Insights 2023). 

Moreover, it is projected Asia-Pacific will expand profitably in the following years, which is 

explained by the growing influence of several important countries like China and India. As such, 

increasing pet ownership, rising disposable income, and quick economic growth are a few other 

important aspects that are anticipated to propel the industry in the area (Verified Market Research 

2023). This project has a special focus on pet food and health care, namely the dental health of 

animals, meaning these topics will be explored in greater depth below. 

3.2. Pet Food Market Overview  

Producing food specially made for dogs, cats, birds, and other animals is the main goal of the pet 

food market. A trend toward more nutrient-dense and scientifically prepared pet diets that cater to 

the unique life phases and health problems of pets, along with a decrease in fat content and a rise 

in protein-rich ingredients, has been a hallmark of the pet food industry's expansion. The growing 

humanization of pets, where individuals view their animals as essential members of their families, 

is one significant contributing element. As such, there's an increased need for premium, speciality, 

and nutrient-dense food for animals (Maximize Market Research 2023).  
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Consequently, in 2023, the pet food market is set to reach a total revenue of 143.60 billion USD, 

with an anticipated annual growth of 5.32% from 2023 to 2028 (CAGR 2023-2028). Per capita, 

this equates to 18.69 USD in revenue generated in 2023. By 2028, the volume of the Pet Food 

market is predicted to reach 59.47 billion kilograms, with a projected growth of 2.1% in 2024. The 

average volume per person in the pet food market is expected to be 6.7 kilograms in 2023 (Statista 

n.d.). Data provided by the European Pet Food Industry Association (FEDIAF) indicates that sales 

of pet food products in Europe reached 10.2 million tons and 27.7 billion USD in 2021, 

respectively. Additionally, the diversity of animal feeding products is easily accessible, which leads 

to a higher level of income creation from such a market (Fortune Business Insights 2023) 

3.2.1. The Case of Portugal and Spain  

When looking into Portugal, this market has grown annually by 13.7% since 2013 and was ranked 

number 15 in 2021 in Europe. Pet food imports are expected to reach 225.6 million kilograms by 

2026, increasing at a 1.6% annual rate from 204 million kilograms in 2021. The annual volume of 

sales of the top nine pet food firms in Portugal is estimated to be 61.3 million USD, a 470% growth 

from 2010 (ReportLinker 2023). 

In retrospect, the situation was not always so positive in the Portuguese industry. The economic 

downturn resulted in a rise in the unemployment rate and a decline in the average disposable 

income of those in employment (PetRelocation 2017). The apparent result of this was a shift in 

consumer behaviour, as pet owners became extremely cost-sensitive and refused to spend the 

premium prices for high-end items, opting instead to focus on the base necessities (PetRelocation 

2017). 

Nonetheless, the Portuguese market is thriving. One of the most important and popular categories 

of pet care and feeding items is still dog and cat food (Research 2023). Products linked to pet care 
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for dogs and cats account for more than 80% of the total retail sales value. Even while there was a 

small decline in the cat population, there was also a simultaneous rise in the dog population, so 

ultimately everything balanced out. Along with ongoing innovation and product refinement, the 

top pet care product manufacturers also made significant efforts in the Portuguese market by 

providing advice on crate training and other topics. A number of innovations were made that were 

finally welcomed by Portuguese pet owners (PetRelocation 2017). 

The Spanish pet food market is one of the largest and is expected to make 1.71 billion USD in 2023 

(Mordor Intelligence n.d.). The country was reported to have 17.8 million pets in 2021, making it 

the fourth-largest pet population in all of Europe. As reported by the FEDIAF European Pet Food 

2021, in 2020 the number of cat and dog owners in Spain totalled an amount of around 8 million 

individuals.  

The recovery of the Spanish economy and the growing disposable incomes of customers continue 

to help the pet food industry. Price is, in fact, becoming less of a deciding factor for pet owners as 

they have more money. Moreover, and according to the ANFAAC (National Association of 

Manufacturers of Food for Pets), the important role played by e-commerce and specialist pet 

channels emerged as a driving force behind the remarkable expansion witnessed in the Spanish pet 

food market during the year 2022. This statement highlights a shift in consumer behaviour, with 

the digital realm and specialized outlets becoming key channels for accessing pet nutrition products 

(Kerwin 2023). Also, COVID-19 had a vital contribution to pet increase, particularly dogs, in 

Spanish homes. 

As such, it is expected that the dog food segment will continue to develop over the projection 

period as a result of the rising dog population. Given their popularity, dog food holds the largest 

share in the country. In 2021, there were 9.31 million dogs, a number that was greater than 6.73 
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million in 2020 (Mordor Intelligence n.d.). Dog food sales increased 12.5% to 1.12 billion USD in 

2022, with dry dog food leading the way with a 799.7 million USD gain. Both wet dog food and 

dog treats grew by 13.8% and 9.5%, respectively (Kerwin 2023). 

While dog food items continue to dominate the Spanish pet food and treat market, cat food goods 

saw a larger growth rate (Mordor Intelligence n.d.). Sales of cat food products reached 735.3 

million USD in 2022, a 17.6% rise in turnover. In the feline nutrition market, dry cat food accounted 

for the largest portion of sales, rising 16.6% to 399.2 million USD. Sales of wet cat food rose 17.6% 

and reached 282.7 million USD. Cat treats had a staggering 25.7% increase in sales, reaching 53.3 

million USD (Kerwin 2023). 

3.2.2. Key Players in the Pet Food Market Globally and Locally 

The players in the market include Mars Incorporated, Nestle Purina PetCare, The J.M. Smucker 

Company, Blue Buffalo Co., Hill’s Pet Nutrition, Inc., Ltd., Spectrum Brands Inc., SCHELL & 

KAMPETER, INC, and Ancol Pet Products Limited (Verified Market Research 2023). 

Nonetheless, there also emerging businesses entering the industry. Some of the most prominent 

names include Fromm Family Foods LLC, Lafeber Co., Champion Petfoods., 4Legs Pet Food 

Company, and Betagro Public Company Limited. (Vijay 2022). 

Since the existence of multinational corporations, the pet care industry has been very concentrated. 

These corporations engage in a variety of strategic activities, such as acquisitions and growing their 

production facilities internationally in an effort to boost product sales. Also, introducing new pet 

care products, in order to solidify their market positions and increase their market shares. Most 

companies are concentrating on creating high-end, nutrient-dense pet foods in order to broaden 

their product offerings (Mordor Intelligence, n.d.).  
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As of 2021 in the Portuguese market, Royal Canin comes first as the most consumed brand for 

dogs (34.3%), followed by private label brands (31.4%) and Pedigree (25.5%). When it comes to 

cats, Whiskas is the most popular brand (41.3%), with Purina Friskies completing the podium, as 

shown by 23.9% of cat owners, which gathers the same popularity as private label brands 

(Marketeer 2021). That said, one can conclude that Mars Incorporated, which owns Royal Canin, 

Pedigree and Whiskas, and Nestlé Purina PetCare, which contains Purina Friskies in its portfolio, 

are the major players in the Portuguese market.  

In the Spanish market, key businesses are also strongly unified: some prominent companies in the 

Spanish pet food industry include Mars Incorporated, Affinity Petcare SA, Hill's Pet Nutrition, 

Nestlé Purina PetCare, and Saturn Petcare GmbH. As for Mars, the company built a new facility 

in Spain in May 2021, increasing its pet food business and helping boost its total output in Arevalo 

from 26,000 tons to 50,000 tons by 2024 (Mordor Intelligence n.d.). 

Within the Iberian market, Mars Incorporated encounters formidable competition from key rivals, 

particularly across various product categories. In the dog food industry, competitors such as Purina 

One, Friskies, and Ultima present significant rivalry. For oral care products, Mars contends with 

contenders like Purina Dentalife, Affinity, and Ultima. In the dog snacks segment, competition is 

with the presence of brands like Affinity, Vitakraft, and Nestlé. Meanwhile, in cat food and snacks, 

Mars faces competition from prominent names such as Felix, Gourmet, Purina One, and Affinity 

(Mars 2023). To strengthen its position, Mars Incorporated purchased Champion Pet Foods, a well-

known international pet food producer, in November 2022. Over time, this calculated action 

strengthened Mars Incorporated's product line and greatly expanded its market share (Fortune 

Business Insights 2023)  
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3.3. Dental Care Subcategory 

In recent years, the healthcare category, with special emphasis on the dental care segment, has 

reported an increase in sales worldwide. Globally, the use of pet dental care has been increasing 

significantly between 2018 and 2022. During the COVID-19 outbreak, pet owners were found to 

have more time at home, which increased the need for dental treatment for pets in general. 

Therefore, it is anticipated that in the next years, the market for pet oral care will be driven by 

rising expenditure on pet cleanliness as well as ongoing innovation in oral pet care products. A 

portion of the causes may be attributed to the increasing awareness of the advantages of dental 

hygiene, which has benefited pet owners and is thus anticipated to influence market trends in the 

years to come. Moreover, pet owners' desires for organic, painless, and enjoyable products have 

caused consumers in the pet dental care industry to refocus. Pet oral care products with organic 

ingredients and flavour extracts are gaining market dominance. Aside from this, market players are 

focusing their efforts on creating and providing a range of flavours and organic components, 

utilizing appealing claims like natural, organic, and paraben-free to entice pet owners (Future 

Market Insights 2023). Some popular oral care snacks include Dentabites by Whiskas, Dentalife 

by Purina and Dentastix by Pedigree (Figure 1). 

 
Figure 1: Major Players' Oral Care Products  
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3.4. Market Latest Trends 

Despite all the changes that have occurred in recent years, many of the same tendencies continue 

to dominate the Petcare sector. The intertwined trends of premiumization and humanization have 

strengthened during the COVID-19 pandemic. While consumers were stranded at home, the trend 

to e-commerce accelerated. At the same time, natural substances with high nutritional value are 

becoming increasingly popular. The concern for the health of ecosystems seen in other markets is 

no exception here, where the demand for more sustainable products is evident. Several countries, 

such as the United States and Australia, play a prominent role in the global industry and may 

indicate what will drive the Iberian market soon. 

As pet owners become aware that their animals have specific needs based on their breeds and sizes, 

they are moving away from a "one size fits all" approach and toward customized solutions. ADM 

(Wall 2023) stated that the industry is adopting a new strategy that takes a deeper look at how dogs 

and cats behave throughout their lives to better tailor products to the various needs of individual 

pets. According to FMCG Guruz, 63% (Wall 2023) of consumers are interested in personalized 

goods, thus companies must match these expectations, by developing customized recipes and 

ingredients for each pet. But also, by utilizing technology to offer experiences and services that 

assist pet owners in finding the ideal life for their companions. One example is the rise of 

customized pet food subscription services, which intensified during the pandemic due to orders for 

pet owners to stay at home and lockdowns. (Wall 2022). Although digital avenues to buy have 

increased, particularly among younger generations, physical purchases remain the most common 

among all age groups (Wall 2023).  Because of the convenience and quality of these options, 

custom-tailored plans for pets delivered at home are becoming more popular. Pet feeding kit 

deliveries in Australia are predicted to increase from $2.2 billion in 2020 to slightly over $9 billion 
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in 2030 (Nicasio 2026). Pet owners around the world are on a global trend where they are expecting 

more and more from their animals, just as they do from themselves, and this is definitely affecting 

the way they shop. 

The humanization tendency is related to this. One of the key trends driving the industry because 

most pet parents consider their pets as treasured family members (nearly 80% in the Americas and 

around 60% in Europe) (Wall 2023) and are willing to spend extra to obtain more organic and 

quality items. "Premium, luxury, healthy, and functional foods are moving into the mainstream as 

owners seem more focused on their pet’s diet.", as the European pet food industry stated, FEDIAF 

(FEDIAF n.d.). In the upcoming years, there's a good chance that pet health and wellness products 

like vitamins, snacks with CBD, and massages for pets will become more popular. Pet owners 

value useful wellness ideas and information at the same time, so businesses are trying to educate 

pet owners by focusing on their problems and areas of discomfort. 

As already stated, the growing trend of pet humanization has also fuelled demand for premium and 

more organic pet food. Premium pet food is high-quality pet chow made with natural ingredients 

and minimal fillers. While organic pet food is created with products that have not been treated with 

pesticides or other chemicals. In 2017, premium pet food sales totalled $34.9 billion worldwide. 

That figure might rise to 59.2 billion USD by 2027 (Wall 2023). Supporting this, pet parents are 

increasingly seeking digestive health benefits in their pets' food, with 60% wanting it to support 

overall wellness (Mintel’s Supplements Can Support the Wellness Trend for Pets 2021 report) 

(Kerwin 2023). To offer these benefits, manufacturers are launching health supplements and diets 

with biotics and other solution-based ingredients. Pet food formulas and treats are also popular for 

functional benefits, including digestion, muscles, joints, skin, coat, and immune system. While 

younger pets want products that promote long-term well-being, older pets prefer 
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customized solutions. Additionally, based on FMCG Gurus’ Petcare Health in 2022 report, two-

thirds of pet owners worldwide are drawn to unusual flavours and forms. (Kerwin 2023).  

On the other hand, there is a growing demand for environmentally friendly pet food, biodegradable 

waste bags, and other sustainable and eco-friendly products from pet owners. This trend keeps pets 

safe from dangerous chemical exposure while also helping the environment. Around 42% of pet 

owners desire sustainably sourced pet food formulas, and 20% base their purchase decisions on 

environmental considerations, according to FMCG Gurus (Kerwin 2023).  

Overall, because they view their pets as members of their families, pet owners are generally 

becoming more conscious of the needs for the health and wellness of their animals. This, combined 

with increased disposable income, a growing need for convenience, and environmental concerns, 

leads to changes in how people shop for their pets, with a preference for more organic and premium 

products. The search for more convenient and tailored pet food purchasing experiences also 

resulted in a surge in e-commerce. 

4. Company Analysis 

4.1. Mars Overview 

Mars is “inspired to make A Better World For Pets, a world where they’re healthy, happy and 

welcome” (Mars Petcare 2023). This is done by positioning Mars in different sectors of the market. 

Starting with nutrition (see appendix 3), including brands such as Pedigree and Whiskas, but also 

with medical care services. In addition, there is a strong emphasis on larger causes, like pet 

homelessness and debt relief for veterinary students. At the same time, their Waltham Petcare 

Science Center works every day to innovate pets’ health and Kiship to provide support for animals 

and their owners. 
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The Petcare market represents more than half of the overall company, a 20$ billion business, and 

Mars is committed to double this value by 2025. So, given the importance of this sector for the 

company, it is essential to keep investing and innovating to secure its podium spot on the market. 

To achieve this consistency, Mars positions itself as having a distinct personality, being bold, 

energic, optimistic, and brave (Mars Petcare Academy 2023). Overall, it´s an irreverent brand 

willing to take risks to meet its purpose (Mars Petcare Academy 2023) and position itself as a 

trustworthy brand in the market. 

Brands Portfolio 

Drawing information from the official Portuguese and Spanish websites of Mars (Mars Petcare 

2023), it was possible to explore the spectrum of pet care brands offered in each respective country. 

An initial observation revealed that the Portuguese market features a more concise selection of 

brands compared to its Spanish counterpart. However, all the brands present in Portugal are equally 

represented in Spain. Also, it was noticed that among the vast options of pet care brands under the 

Mars umbrella, not every brand is available in both online and in-store channels. 

Firstly, Cesar Canine Cuisine stands as a versatile option, widely accessible both online and in-

store in both countries, specializing in gourmet wet dog food and delectable treats.  

NUTRO, an exclusive offering in Spain, and available in online and offline channels, has pioneered 

a line of specialty natural pet food and treats.  

Meanwhile, Royal Canin enjoys a global presence, available not only in Portugal and Spain but 

worldwide in both channels, solidifying its status as a leading authority in pet nutrition and health.  

SHEBA Cat Food entices feline palates in both countries and channels with purposefully crafted 

recipes. FROLIC, a traditional and well-known Mars brand, is available in both nations, online and 



   Group Part 

22 
 

in-store, presenting a well-balanced main meal with a meaty-juicy nature. GREENIES, unique to 

Spain – but available in stores and online –, focuses on high-quality, purposeful treats that tantalize 

taste buds and promote oral health. Catisfactions offers a delightful range of cat treats, accessible 

in both countries and channels with diverse flavour varieties. KiteKat, available only online in both 

Portugal and Spain, provides a wholesome meal with quality ingredients and essential nutrients. 

PERFECT FIT, accessible both online and in-store in both countries, is specially formulated to 

meet the individual needs of cats, aligning with their lifestyle and character by delivering the right 

nutritional balance.  

Lastly, the renowned Pedigree and Whiskas, available in both Portugal and Spain, take centre stage 

in this report and will be further discussed. 

 

 

Figure 2 displays the pet food brands available in the Portuguese and Spanish, respectively, markets 

for both dogs and cats, providing a comprehensive overview of the offerings in each region. 
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Figure 2: Mars Petcare brand portfolio Portugal vs. Spain 

4.2. Pedigree 

Pedigree is nowadays one of the most recallable and recognizable brands dedicated to pet care and 

pet nutrition (TGM Pet Care Report 2023). It has always stood up from other competitors by being 

passionately devoted to healthy nutrition, high-quality ingredients, accessibility to every pet parent, 

and inclusivity of all dogs, besides of their breed, age, and health condition. The brand has long 

been on a mission to make the world a better place for dogs with a strong focus on quality and 

extensive research, not only into food but also into much more impactful problems in pets' lives. 

Pedigree strongly believes that dogs have a huge impact on the world and that all have valuable 

life lessons to learn through their innocence and lovely behaviour. So, while dogs bring out the 

good in us, Pedigree works every day to bring the good in them, by enhancing their lives and 

improving the connection between pets and their parents.  

Brand Positioning 

Any brand's basic feature is its positioning; it is the position that a product has in consumers' 

perceptions in relation to its rivals (Kotler 1984). According to Aaker (1996), brand positioning is 
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the aspect of the brand identity and value proposition that has to be actively conveyed to the target 

market in order to provide the company an edge over rival brands. According to Kapferer (1997), 

positioning is the process of connecting with the target market and segment to draw in customers 

while also emphasizing the unique qualities that set it apart from the competition. In addition, 

Kapferer (1997) says that while developing a positioning strategy, three questions should be asked: 

"Against Whom," which refers to the primary rivals; "For Whom," which refers to the target 

audience; and "Why," which refers to the brand promise and consumer benefit element.   

Diving into the current positioning of Pedigree, the brand aims to connect with individuals who 

view their dogs as cherished members of the family. The brand stands out through its commitment 

to well-being, as it is not only a brand that sells pet food, but it is a dedicated partner in ensuring 

the overall health and happiness of dogs (Pedigree Portugal 2023). Also, it leverages on its trusted 

heritage and long-standing success that reinforces its reliability and quality. Dogs may be 

encouraged, supported, strengthened, and given the fuel to be their healthiest and happiest selves 

at every stage of life by using this brand's dry and wet dog food and treats. Another essential 

component of Pedigree's value offer is its commitment to covering all dog types and sizes.   

Pedigree targets a diverse range of customers who share a common love and responsibility for their 

pets. The brand addresses pet owners across different age groups, from young adults to seniors, 

acknowledging that the joy of having a pet has no age bounds. The brand is designed to be 

inclusive, appealing to individuals from various demographic backgrounds, including diverse 

ethnicities, income levels, and geographical locations. Given Pedigree's commitment to supporting 

shelter dogs, the brand actively targets individuals who advocate for and support shelter and rescue 

organizations (Pedigree Foundation 2023). This audience values the importance of providing 

loving homes to dogs in need. Renowned for its reliability and commitment to quality, Pedigree 
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stands as the preferred choice for individuals seeking optimal care for their pets. Beyond being a 

provider of pet food, Pedigree acknowledges the profound emotional connections between humans 

and dogs, positioning itself as the brand of choice for those who seek a meaningful and enriching 

relationship with their canine companions. This emotional aspect is a key element in Pedigree's 

advertising and communication strategies.  

Pedigree operates in a fragmented and highly competitive market. Several key players compete for 

market share, each offering a range of pet food and care products. Notable competitors in the 

Portuguese and Spanish markets include well-established brands such as Acana, Purina, Royal 

Canin, and Advance. Additionally, store brands and private labels, such as Continente and Pingo 

Doce brands also contribute to competition, offering more affordable alternatives. 

Brand Personality 

Consumers often choose and use a brand which has a personality that they can relate to. 

Additionally, they might select a brand according to how they want other people to perceive them 

and how they want to see themselves (Kotler 1984). Personality factors may encourage the target 

group to perceive the brand as an active to enter into a long-term relationship with it (Aaker 1996). 

Kapferer (1997) created a model, the Brand Identity Prism, which reflects the different aspects of 

brand personality. The prism includes physique, personality, culture, relationship, reflection, and 

self-image (Kapferer 1997). 

Physique: when developing Pedigree’s brand personality, it is essential to define its physical 

aspects by addressing what it is concretely, what it does, and what it looks like. Pedigree’s physics 

is characterized by its distinctive logo featuring the brand name in bold, red seal, with a yellow 
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background. The packaging design typically includes images of happy, healthy dogs and clear 

indications of the product's nutritional benefits. 

Personality: every brand has its own personality. The way it communicated shows what type of 

person it would be if it was a human. Pedigree communicates warmth, reliability, and a genuine 

concern for the well-being of dogs. The brand's messaging often reflects qualities such as 

trustworthiness, responsibility, and a commitment to fostering a strong bond between dogs and 

their owners. 

Culture: every brand has its own culture, from which every product derives. The cultural 

dimension of Pedigree revolves around values like pet health, happiness, and overall well-being. 

Pedigree believes in providing dogs with nutritious and delicious meals, emphasizing the 

importance of a holistic approach to pet care. The brand also values the emotional connection 

between dogs and their owners. 

Relationship: Pedigree establishes a relationship with its consumers by actively engaging in 

educational campaigns about pet nutrition. The brand fosters a sense of community among pet 

owners, offering resources and advice to ensure the best care for dogs. Through social media and 

events, Pedigree builds a strong connection with its pet parents.  

Reflection: Kapferer (1997) states that a brand is a reflection. Consumers often use brands to create 

the personality that best fits themselves. Pedigree reflects the image of responsible and caring pet 

ownership. Consumers who choose Pedigree see themselves as dedicated pet parents who prioritize 

the health and happiness of their dogs.  
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Self-Image: if reflection targets the outward mirror, self-image is about consumer’s internal mirror 

and their inner reflection. Pedigree’s consumers view themselves as individuals who take their role 

as pet caregivers seriously. They are committed to providing their dogs with the nutrition and care 

necessary for a healthy and happy life. Consumers who choose Pedigree likely see their pets as 

integral members of the family. The brand's messaging that emphasizes the familial bond between 

pets and their owners aligns with the self-perception of individuals who consider their dogs as 

cherished family members. 

 

Figure 3: Pedigree’s Kapferer Brand Identity Prism 

Marketing Mix 

The term “Marketing Mix” was firstly used by Neil Hopper Borden from Harvard Business School 

to explain the set of activities that a firm uses to develop its marketing strategies. According to the 

American academic, companies blend the various elements of the marketing mix into a marketing 

strategy that helps them compete and differentiate in the market. The model, initially composed by 

12 elements, was subsequently updated by Jerome McCarthy into a more simplified framework, 
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the 4Ps of Marketing Mix, composed by solely of Product, Price, Place, and Promotion. The team 

made use of the 4Ps to explain Pedigree’s current marketing strategy in the market.    

Product: Pedigree offers a diverse and comprehensive product portfolio designed to satisfy the 

nutritional needs of dogs at every stage of their lives. The brand's product range encompasses both 

dry and wet dog food, as well as an assortment of treats, all meticulously formulated to support 

dogs' health and well-being. In the dry dog food category, Pedigree offers a variety of options 

tailored to different life stages and dietary requirements. From puppy food specially crafted to 

support the growth and development of young dogs to adult formulations that address the 

nutritional needs of fully grown canines, Pedigree ensures an efficient and well-rounded approach 

to canine nutrition. The brand also provides specialized formulations for senior dogs, recognizing 

the unique dietary requirements associated with ageing. The brand has also recently launched the 

PRO line, premium products developed with specialized nutritionists and vets, and “Mother and 

Baby Dog” line, containing all nutrients to support the growth of puppy dogs. Complementing its 

dry dog food offerings, Pedigree's wet dog food range provides dogs with a delectable and 

moisture-rich dining experience. These wet food options come in various flavours and 

formulations, catering to different taste preferences and dietary considerations. Pedigree's 

commitment to dog health extends beyond standard meals to include a range of treats that serve as 

rewards or occasional snacks. These treats are crafted to align with Pedigree's nutritional purpose, 

promoting not only taste but also contributing to dogs' overall well-being.  

Price: Pedigree adopts a strategic pricing approach that aligns with its commitment to providing 

high-quality pet food and care products while maintaining affordability for a broad consumer base. 

Pedigree positions its products competitively within the pet food market. The pricing strategy is 

designed to be in line with or slightly below competitors offering similar quality and nutritional 
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value. This approach aims to attract cost-conscious consumers while emphasizing the brand's 

commitment to delivering value. To cater to the diverse needs of pet owners, Pedigree offers 

various packaging sizes for its products. This includes different quantities of dry dog food, treats, 

and other items. The availability of multiple size options enables consumers to select the most 

suitable pack based on factors such as the size of their dog, budget constraints, and purchasing 

frequency. 

Place: Pedigree's efficient distribution channels leverage the extensive network of its parent 

company (Mars Inc.) to ensure the widespread availability of its products in the consumer market. 

This robust network encompasses a spectrum of services, including wholesalers, retailers, and 

distributors, facilitating the seamless flow of Pedigree's offerings to end consumers. The brand 

strategically positions itself in diverse retail environments, including supermarkets, hypermarkets, 

convenience stores, discount stores, and specialized pet care outlets. Through this multifaceted 

distribution strategy, Pedigree not only taps into the mainstream retail landscape but also targets 

specialized outlets, ensuring that its products are readily accessible to a diverse consumer base 

worldwide. Pedigree strategically employs a multi-faceted distribution approach, seamlessly 

integrating both traditional and contemporary channels to ensure the widespread availability of its 

products. While maintaining a robust presence in brick-and-mortar outlets, Pedigree has 

significantly expanded its reach through online channels. Leveraging the popularity of e-commerce 

platforms, Pedigree products are readily accessible through major online retailers and the brand's 

official website. This online presence facilitates convenient purchasing for tech-savvy consumers, 

allowing them to browse, compare, select, and order Pedigree products from their homes. The 

brand has also embraced digital marketplaces, ensuring its visibility on popular online platforms 

where pet owners frequently shop. Additionally, Pedigree employs targeted digital marketing 
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strategies to enhance its online presence, engaging with consumers through social media, online 

advertisements, and e-newsletters. This comprehensive distribution strategy underscores Pedigree's 

commitment to meeting the evolving preferences of consumers in the digital age while maintaining 

a strong foothold in traditional retail channels. 

Promotion: Pedigree adopts an emotionally driven communication approach that revolves around 

the core themes of pet health, happiness, and the unconditional bond between dogs and their 

owners. The brand's communication strategy is characterized by a holistic view of pet care, 

emphasizing not only the nutritional aspects but also the emotional and well-being dimensions of 

pets. The brand consistently emphasizes its commitment to the well-being of all dogs, irrespective 

of their breed, age, or health condition. Pedigree actively supports shelter and rescue organizations, 

aligning its communication with a social cause that reinforces the brand's dedication to making a 

positive impact on the lives of dogs.  

Pedigree's visual elements, including its distinctive logo, colour palette, and symbols, play a crucial 

role in reinforcing its communication messages. The use of bright and warm colours, coupled with 

imagery of happy and diverse dogs, contributes to the positive and joyful associations that 

consumers make with the brand. In addition to storytelling, Pedigree employs various media 

channels for communication, including online platforms such as social media, influencer 

marketing, newsletters, and emails. These channels enable Pedigree to reach a wide audience and 

tailor its messages to different segments, including families, pet parents, and health-conscious 

consumers. Concerning advertising, the brand has launched uncountable campaigns focusing 

mainly on dogs’ emotional and health issues. The personification of dogs and their tenderness are 

often the strategies used to make this advert more endearing (Figure 4). These campaigns are 

present everywhere, from television to magazines, billboards, and stores. Pedigree also uses social 
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media to emphasize its commitment to pet health and well-being in promotional materials, 

reinforcing its positioning as a holistic pet care provider. 
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Figure 4: Pedigree's Captivating Add Campaigns Over the Years 
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The brand communicates its commitment to health through various means. Some of the current 

most interesting tools that the team has identified are the informative packaging displaying what 

are the signs of good health for a dog that the pet parent should be careful of (namely soft and shiny 

coat, strong muscles, good digestive health, healthy bones and teeth, better immunity), the 

interactive pop-ups on the company website that offers several kinds of creative and helpful 

services, like the ability to chat with an advisor and find the perfect product given the dog’s special 

needs, or the ability to find the right breed depending on someone’s home, lifestyle, and family, 

filling up an online quiz. Also, Pedigree often makes references to specialists and health 

organizations, like referencing the Waltham Centre, the world's leading authority in Pet care and 

Nutrition, showing a sense of reliability and scientific approach. The “Taking care of my dog” 

website section is also a great way for the brand to provide informative content with the users of 

the website and to share its commitment to knowledge and pets’ wellbeing. 

4.3. Whiskas 

With over 60 years of experience, Whiskas aims not only to create delicious cat food but also to 

contribute to the health and happiness of cats. The core mission of Whiskas is to help all cats, by 

providing them with nourishing and delightful food (WHISKAS UK n.d.). The brand is driven by 

a love for cats and a dedication to enhancing their lives. Whiskas believes in understanding cats 

for who they truly are – independent spirits that still crave nurturing, love, and care. Whiskas 

recognizes the profound bond between cat owners and their cats. The brand is devoted to helping 

owners care for their cats by offering tasty and nutritious food. This commitment goes beyond just 

filling cat bellies; it's about strengthening the unique connection between owner and cat. The brand 

takes pride in collaborating with the Waltham Petcare Science Institute for Pet Nutrition. This 

partnership underscores Whiskas' dedication to continually improving the nutrition, taste, and 
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overall care provided by its products. Whiskas ensures that every meal is filled with the natural 

goodness that cats deserve, maintaining a promise of being 100% nutritionally complete and 

balanced (WHISKAS UK n.d.). 

Brand Positioning 

Whiskas, a key player in the pet food industry, strategically positions itself to occupy a distinctive 

space in the minds of consumers. Following Kotler's principles (2005), the brand ensures that it is 

not just cat food but a comprehensive solution tailored for feline well-being. Whiskas positions 

itself as more than a mere product; it's a promise of nutrition, taste, and overall health for cats. 

Aaker's perspective (1996) reinforces the importance of effective communication in brand 

positioning. Whiskas communicates its unique selling propositions—Nutritional excellence, and a 

commitment to the well-being of cats. Taking cues from Kapferer's framework (1997), the brand 

communicates with cat parents, emphasizing the "Why" by delivering a brand promise centred on 

superior cat care. Whiskas strategically navigates the "For Whom" and "Against Whom" 

considerations. When examining the "For Whom" aspect, Whiskas, as a cat food brand, tailors its 

appeal to individuals responsible for the well-being of one or more cats. Demographically, the 

primary target is adults aged 25 to 55, as this age group typically represents individuals in the life 

stage of responsible pet ownership. These individuals are likely to have a home environment 

suitable for pets, and a genuine interest in the well-being of their cats. Within the context of the 

Portuguese and Spanish markets, Whiskas strategically positions itself to resonate with cat owners 

seeking convenient and nutritious options at an affordable cost. 

Conversely, in the "Against Whom" context, Whiskas faces competition from various cat food 

brands in the Portuguese and Spanish markets. Notable competitors may include Purina, Royal 
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Canin and store brands. Whiskas positions by consistently delivering a product that strikes a 

harmonious balance between nutrition and delectable taste, and affordability.  

Brand Personality 

Consumers often select brands with personalities that resonate with them, influencing their self-

perception and how they wish to be perceived by others (Kotler & Keller, 2006). Kapferer's Brand 

Identity Prism offers a comprehensive model encompassing various facets of brand personality, 

such as physique, personality, culture, relationship, reflection, and self-image (Kapferer, 1997). 

These components will be further explored below. 

Physique: Whiskas pays meticulous attention to the physique of its brand. The packaging with 

playful images of cats and the use of high-quality, clear graphics on their website contribute to its 

brand physique. The vibrant packaging, the texture of the food, and the overall presentation reflect 

a commitment to both aesthetic allure and nutritional excellence. For instance, on Whiskas' official 

website, the colourful depiction of their product range showcases a commitment to creating visually 

appealing cat food. 

Personality: The brand personality of Whiskas radiates through its communication channels. On 

social media platforms, Whiskas shares content that exudes playfulness, love for cats, and the joy 

of pet companionship. For instance, engaging posts featuring adorable cat videos or heartwarming 

stories reinforce Whiskas as a brand with a friendly and caring personality. 

Culture: Whiskas aligns itself with the culture of cat lovers who consider their pets as integral 

family members. The brand's emphasis on the well-being and happiness of cats resonates with the 
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broader cultural shift towards responsible and loving pet ownership. This is evident in Whiskas' 

support for initiatives promoting cat adoption and care. 

Relationship: Whiskas fosters a strong relationship with its consumers, particularly cat parents. 

Interactive features on their website, such as forums or expert advice on cat care, contribute to 

building a community. Additionally, the inclusion of user-generated content, like cat photos shared 

by customers, further strengthens the bond between the brand and its consumers. 

Reflection: Whiskas reflects consumers' desires to provide the best for their cats. For example, 

their online presence showcases content that aligns with the aspirations of cat parents who seek 

nutritional excellence and delightful dining experiences for their feline companions. This is evident 

in Whiskas' online campaigns emphasizing the brand as a choice that reflects a commitment to 

superior pet care. 

Self-Image: Choosing Whiskas becomes a reflection of consumers' self-image as responsible and 

caring pet owners. The brand's emphasis on nutritional excellence and palatability aligns with the 

self- perception of 

cat parents who 

prioritize their pets' health 

and happiness. Consumers 

may share images of 

their cats enjoying 

Whiskas products on 

social media, reinforcing the self-image of being conscientious pet owners. 
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Figure 5: Whiskas’ Kapferer Brand Identity Prism 

Marketing Mix 

The 4Ps, also known as the marketing mix, constitute a fundamental framework to formulate and 

implement effective marketing strategies. These elements encompass Product, Price, Place, and 

Promotion, each playing a distinct role in influencing consumer behaviour and shaping success. 

The team employed the 4Ps framework to dissect Pedigree's current marketing strategy. 

Product  

Whiskas, renowned for its commitment to feline nutrition, presents a comprehensive product 

portfolio tailored to meet the specific needs of cats throughout their various life stages. This diverse 

range includes WHISKAS Casserole Sachets, WHISKAS Sachets, and WHISKAS Dry Feed, 

strategically formulated to address the evolving dietary requirements of kittens, adult cats (1+ 

years), and seniors (7+ years). Each category incorporates precise ingredients to support the overall 

health and well-being of cats at different life stages. Specifically, the kitten food within the Whiskas 

portfolio is meticulously crafted to provide essential nutrients crucial for the growth and 

development of young cats. The adult cat food range maintains optimal weight and energy levels 

while addressing additional aspects such as coat health, dental care, and digestive function. 
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Recognizing the changing nutritional needs of senior cats, Whiskas offers tailored products. 

Beyond life stage-specific formulations, the brand diversifies its product line to include an array of 

flavours and textures, accommodating the unique taste preferences of individual cats. This careful 

curation ensures pet owners can find options that resonate with their feline companions. Whiskas 

recognizes the importance of oral health in cats and incorporates specialized dental care products 

into its portfolio, offering not only flavourful treats but also promoting dental hygiene. WHISKAS 

Snacks Trio, WHISKAS Temptation Snacks, DENTABITES, and Ani-hairball Snacks are part of 

the brand's offerings (Whiskas 2023). In summary, Whiskas strives to cater to the diverse needs of 

cats considering various life stages, individual preferences, and cultural nuances. The brand ensures 

that cats receive optimal nutrition and care through Whiskas' thoughtfully curated product 

portfolio. 

Price 

Whiskas adopts a strategic pricing approach that resonates with the diverse preferences and 

economic considerations of consumers. Acknowledging the variances in consumer inclinations, 

the brand ensures accessibility by offering budget-friendly alternatives alongside premium cat food 

recipes. In markets like Portugal and Spain, where cost-conscious decisions heavily influence 

choices, Whiskas positions itself as an appealing option. Understanding the priorities of cat owners 

who seek both flavour and affordability, the brand strikes a balance between providing wholesome 

nutrition for cats and accommodating budget constraints. This pricing strategy aligns Whiskas with 

the practical needs of consumers, reinforcing its commitment to delivering value without 

compromising quality. 

Place 
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Whiskas employs a comprehensive distribution strategy to make its products accessible to a wide 

audience in Portugal and Spain. The distribution channels chosen by Whiskas are designed to 

efficiently deliver their cat food products to retailers and, ultimately, into the hands of consumers. 

The primary distribution channel for Whiskas involves partnerships with major retail outlets in 

Portugal and Spain, including renowned supermarket chains such as Mercadona, Carrefour, 

Continente, Auchan, and Pingo Doce. Supermarkets stand out as a primary distribution channel for 

Whiskas, given their widespread accessibility to a broad consumer base. By partnering with these 

retail giants, Whiskas ensures that its cat food products are conveniently located on the shelves of 

stores where consumers routinely shop for their household needs. This broadens the brand's reach 

and visibility among cat owners who may not exclusively visit pet-focused outlets. Additionally, 

Whiskas has embraced the online retail space to cater to the evolving preferences of consumers in 

the Iberian Peninsula. The brand makes its products available through various e-commerce 

platforms, including popular online retailers such as Amazon.es, Worten.pt, and Alcampo.es. 

Whiskas employs a multi-faceted distribution approach, utilizing traditional retail channels and 

online platforms to make its cat food products widely available in the Iberian market. This strategic 

distribution network ensures that Whiskas meets the diverse preferences of consumers in Portugal 

and Spain and maintains a strong presence in the competitive pet food market in these regions. 

Promotion 

Whiskas has earned significant brand recognition largely due to its substantial investments in 

advertising. The brand has consistently employed a strategy of infusing humour into its 

promotional efforts, aiming to enhance appeal and memorability among its audience. An 

illustrative example is the "WHISKAS – BLA BLA BLA" campaign (see appendix 4) which 

achieved iconic status in certain countries, including Portugal. Typically, Whiskas advertisements 
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focus on underscoring the convenience of their products and the alluring nature of their various 

flavours and textures for feline companions. Moreover, these promotional materials often seek to 

highlight the emotional bond between cat owners and their pets, aiming to evoke a heartfelt 

response from the target audience. This approach ensures that Whiskas resonates with a broad 

spectrum of cat owners, acknowledging the diverse needs and preferences within the feline 

community. Through this strategy, Whiskas not only promotes its products but also establishes a 

meaningful connection with its audience, fostering a sense of understanding and relatability in the 

realm of cat care. 

5. Methodology 

The project is designed to help MARS Iberia understand how the new generations (i.e., Generation 

Z, Millennials) behave in relation to the Petcare industry when compared to the previous target and 

what is the best approach to grab their attention as customers. In particular, the research has the 

following objectives: (1) profile and segment the new pet parents and their customer journey, and 

(2) understand how and when to reach them. The research relies on primary data, involving a 

combination of qualitative and quantitative approaches; in particular, In-depth Interviews, Store 

Observations, and Online Surveys have been conducted. Secondary data from industry studies, 

market research, company reports, social listening and business articles was also taken into 

consideration when developing the script for the interviews and the questions for the online survey.  

In this analysis, a “new pet parent” is defined as an individual caring for a pet independently for 

the first time, meaning being the primary caretaker of the pet. This demographic is anticipated to 

predominantly consist of Generation Z and Millennials, encompassing those born between 1997 
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and 2012 and 1981 and 1996, respectively. Consequently, “old pet parents” are considered 

individuals born in 1980 or earlier (Brunjes, 2023). 

5.1. Interviews 

5.1.1. Procedure and Sample 

Regarding the interviews, the group conducted 25 in-depth interviews averaging 30 minutes each. 

The sample included a total of 20 Portuguese (80%) and 5 Spanish (20%) participants. Among the 

interviewees, the great majority lived in metropolitan centres, and it was noted that cat owners 

made up most of the sample: 60% owned cats, and 40% owned dogs. With regards to age, 64% of 

the individuals interviewed belong to Generation Z, while Millennials compose 32% of the total 

sample. To have a means of comparison, the group interviewed a member of Generation X (4%), 

who certainly has other experiences and behaviours that can help bridge the gap between past and 

current trends. Regarding gender, the largest portion of participants were female (72%), meaning 

28% were male.  

 

 

Figure 6: Table of Interviews' Demographics Information 

The interviews aimed to uncover and delve into consumers' preferences, experiences, and different 

behaviours concerning the Petcare environment. As such, the interviews were carefully structured 

to understand consumers’ involvement in the category, social media influence on decision-making, 

and shopping experience behaviours, as well as their perceptions of Pedigree and Whiskas brands 

and other competitors in the snack bar market (for the complete discussion guide, please see 
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appendix 5). This interview style also allowed for spontaneous follow-up inquiries, as it offered 

better control over the interviewing process while allowing for the exploration of new insights as 

they arose during the conversations.  

The great majority of the interviews were conducted via video call or face-to-face, which proved 

to be valuable as it enabled the observation of participant's gestures that conveyed emotions that 

would not have been possible to observe over the phone. It also allowed for a better understanding 

of the quality of the interviews, since the group was able to perceive during the interviews whether 

the participants were comfortable and how to get around these challenges in real time, which 

proved to be easier when the interviews were conducted in person.  

The group strived to create a sample that was balanced in terms of the types of the pets participants 

had, and diverse in relation to their geographical locations and personal backgrounds. To ensure 

the relevance of the insights gathered, interviewees had to meet three pre-screening criteria, which 

included age and location confirmation and family situation. As such, the selected group comprised 

individuals belonging to the Gen Z and Millennial age range, specifically those aged 18 to 40, and 

who are taking on the role of pet ownership for the first time. Regarding the location, the criteria 

was based on whether the participants had lived in Portugal or Spain for 2 or more years. Having 

resided in one of those countries for over two years and having bought pet food, snacks, or oral 

care products in the 3 months were essential factors in ensuring that the interviewees possessed 

sufficient knowledge of the Petcare market in Portugal and Spain. 

5.1.2. Limitations of Qualitative Research 

Qualitative research, although advantageous for gaining comprehensive insights, is accompanied 

by some constraints. Social desirability bias, for instance, describes the inclination of research 
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participants to select responses they perceive as socially desirable or acceptable, rather than opting 

for answers that genuinely reflect their true thoughts or emotions (Grimm, 2010). This is especially 

relevant, since the topic of pet health care was mentioned during the interviews and many 

interviewees might have had a tendency to exaggerate the care they take with their pets. Moreover, 

sampling bias and, consequently, limited generalizability, potentially restrict the relevance of the 

findings, which omit some social and demographic categories. Some interviews may offer detailed 

insights into a particular person, yet the results may lack generalizability to a wider audience. To 

overcome some of the limitations, the qualitative was complemented with a survey, which provided 

quantitative data and included a better split between generations. 

5.2. Online Survey  

5.2.1. Procedure and Sample 

Drawing from the initial findings of the in-depth interviews, the next stage of the methodology 

involved running an online Qualtrics survey. It played a crucial role by allowing the examination 

of insights acquired from qualitative research, while also enabling the collection of additional data 

regarding the brand recall and recognition of Pedigree and Whiskas among competition. As such, 

the survey was divided into sections, which included pet ownership, food preferences, shopping 

behaviour, information sources, social media engagement, pet care expenses, oral care, challenges, 

new services, as well as demographic questions (see appendix 6)  
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The online survey had a duration of approximately 6 minutes and remained available online for 

about one week. It involved some sampling criteria which included having lived in Portugal or 

Spain for 2 years and owning cats or dogs.  In total, the online survey obtained a total of 97 

responses: 42.27% belonging to Gen Z, 30.93% belonging to Millennials and the remaining 

26.80% to Gen X (Figure 7).  

 

 

Figure 7: Table of Survey’s Demographics Information 

Regarding dogs, the survey obtained 52 responses from dog owners. Generation Z constitutes most 

of the sample, making up approximately 40.38%, followed by Millennials at 32.69%. A total of 

26.92% represented older pet parents. 

Within the cats’ sample, the survey captured 45 responses from individuals who own cats: among 

this total, Generation Z constitutes most of the sample, comprising approximately 44.44% of 

participants, followed by Millennials at 28.29%. A total of 26.67% represent older pet parents 

(included for comparative analysis). Please consult the table below for a better representation of 

the information. 

 

 

Figure 8: Table of Survey’s Demographics Information - division between dogs and cats 
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5.2.2. Statistical Significance Analytical Approach 

Statistical significance pertains to determining whether observed differences between studied 

groups are genuinely meaningful or if they could be attributed to mere chance or coincidence. If a 

result is deemed statistically significant, it implies that the likelihood of it occurring by chance or 

random factors is low (Priest 2005). Even when data suggests a robust relationship, it is crucial to 

consider the possibility that the apparent correlation might be a result of random chance or 

sampling error (Qualtrics 2022). As such, it is of extreme importance that one is able to determine 

how accurate the are the behaviours indicated in the survey by both old and new pet parents. As 

such, the group analysed the results by looking at the proportions and averages, soughing to 

establish statistical significance within the results. 

5.2.3. Limitations of Quantitative Research 

One potential source of bias are the elements that make up the sample, which may be influenced 

by selection and sample bias. The use of social media and online platforms for distributing the 

surveys may have resulted in the exclusion of certain socio-demographic groups. Also, individuals 

who hold literacy skills and internet access, as well as those with an inclination or bias towards the 

subject of pet care, are the ones likely to participate in online surveys (Wright 2005). Moreover, 

online surveys eliminate the need for respondents to venture outside their homes or encounter 

uncomfortable questions; they can participate from any location with internet access. However, 

although accessibility tends to result in high response rates, obtaining precise results can be 

challenging, as some individuals opt not to respond due to finding surveys intrusive or 

inconvenient, rather than being uninformed about the subject matter (Maione 2023). 
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5.3. Store Observations  

5.3.1. Procedure and Sample 

The third phase of primary research involved Store Observations. Such method allowed the 

researchers to directly watch and study consumers behaving in natural environments, as it measures 

behaviour directly, rather than relying on consumers’, sometimes inaccurate, self-reporting 

(Writer, 2009). The research has been conducted with no interaction with the consumers and it 

relies solely on observer’s inspections and considerations. To harmonize and standardize the data 

collection, and simplify the subsequent analysis of results, a common observation grid had been 

developed and used (see appendix 7). The common template includes information such as the time 

of the day the observation took place, the name of the store, the typology of store, the store 

atmosphere, the store placement, as well as information on the consumers’ evaluation criteria and 

purchase decision making. Assumptions and deductions were also made to determine consumers’ 

demographics and psychographics details (gender, age, emotional state).  

In total, 28 consumers, spread across 7 store locations in Portugal, have been observed (see 

appendix 8). Differently to the other methods, no specific socio-demographic variable was targeted. 

Indeed, the sample observed is composed by 23 female and 5 male shoppers: 5 were considered to 

be between 18 and 25 years old, 8 between 26 and 35 years old, 8 between 36 and 50 years old, 6 

between 51 and 65 years old, and 1 above 65 years old (Figure 9) 

 

 

Figure 9: Table of Store Observations Demographics Information 
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To ensure the representativeness and randomness of the sample, observations took place in 

different times of the day (morning, afternoon, evening), in the two major Portuguese retail stores 

(Continente and Pingo Doce) and at the pet store ZU, Kiwoko, and Agriloja.  

5.3.2. Limitations of Store Observations 

Although Store Observations are a great way to get real time and unobtrusive insights on 

consumers’ behaviours and preferences, they also face several limitations that could compromise 

the conclusions. First, the subjectivity of the observers needs to be considered, as different observes 

may come up with different interpretations of the same subject. Also, there is the inability to go 

beyond consumers’ actions and investigate their intentions and motivations, as no follow-up 

question was done to capture additional data. This is especially because of the oversimplification 

error, which means that data is so simplified that it provides a wrong solution or impression as data 

recorded explains the perspective of action instead of in action. Also, since none of the group 

members are Spanish, it was not feasible to observe pet shops and supermarkets in Spain. 

Consequently, the findings obtained from Portuguese pet stores and supermarkets should be 

generalized to encompass the entire Iberian Peninsula. 

7. Recommendations and Discussion 

After having analysed the data gathered from primary research and divided the whole sample into 

three distinguished and internally homogeneous segments, the team thought it would be the most 

profitable for Whiskas and Pedigree to target specific segments. Before making strategic 

recommendations about the marketing mix, it is necessary to designate the specific target and 

positioning of the two brands, following the STP process. 
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Targeting Dog Parents: Targeting the right audience is a critical aspect of a company's marketing 

strategy. Identifying and focusing on specific customer segments allows a company to understand 

the unique needs and desires of its chosen market, helping to tailor products and services 

accordingly. This is vital because, after conducting market segmentation, it is crucial to determine 

which segments are the most lucrative and should be prioritized. By employing a concentrated 

marketing strategy and targeting select sub-markets, businesses can cultivate enduring 

relationships, ensuring a high return on investment and sustained success (Camilleri 2017). After 

having analysed the data, the team thought it would be the most reasonable for Pedigree to target 

the health-conscious segment, leaving aside the tight budget and the brand-loyal segments. 

Targeting the health-conscious segment could be potentially profitable for the brand for several 

reasons. From the analysis of the data, the team found out that Health-conscious consumers are 

often willing to pay a premium for pet food products that align with their values and priorities; 

when purchasing pet food, consumers value quality, healthy ingredients, and vet recommendations 

above all else. Also, the selected segment distinguishes itself as being well-informed and highly 

mindful about pet care, premium nutrition, and healthy trends, making these consumers the perfect 

target for Pedigree’s healthy offerings. Targeting health-conscious consumers would also allow the 

brand to build a strong community of pet health enthusiasts, fostering positive word-of-mouth, 

collective trust, long-term brand loyalty, and promoting awareness and knowledge on the well-

being and health topics. The team decided to leave aside the tight budget and the brand-loyal 

segments for their targeting proposal. Even though Pedigree is considered cheaper and more 

accessible than some of its competitors, many young consumers are highly price sensitive (i.e., 

tight budget segment), and would always opt for the cheapest alternative after all, forcing Pedigree 

to lower prices or offer discounts, that would not positively affect its margins. Also, the team found 

out that brand-loyal consumers are resistant to trying out other brands’ products as they state that 
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they already feel satisfied with the brands they are using and there is not much need to switch to 

other offerings. Also, most of the consumers who stated that brand reputation is the primary value 

they consider when purchasing pet food, are already loyal to Royal Canin, a brand owned by 

MARS, and hence the team thought it made sense for Pedigree not to target this segment to avoid 

potential brand cannibalization. 

Targeting Cats Parents: After deep consideration of the data, the team has opted to focus on the 

"Price-Sensitive" segment for the Whiskas brand. This decision is underpinned by several 

compelling factors that align with the brand's objectives and market dynamics. The Price-Sensitive 

segment emerges as the largest among the identified groups, constituting 42% of the total 

respondents in the online survey. While the remaining two segments comprise almost 60% of the 

total and may look similar, this particular segment was selected for several reasons, outlined below, 

including its compatibility with Whiskas' positioning and strategy.  This sizable market share 

presents a substantial business opportunity for Whiskas to tap into a broad consumer base. The 

composition of this segment predominantly comprises Generation Z individuals (78.6%), 

resonating with the characteristics of young students and early professionals. Given their financial 

landscape of modest disposable income, since the majority (57%) is not willing to spend more than 

50€ per month, and a proclivity towards cost-consciousness, this demographic resonates with the 

fact that Whiskas is trying to address Gen Z, a mainly price-sensitive generation when it comes to 

cat food. The primary determinant for Price-Sensitive consumers is price and promotions, with 

85.7% assigning the highest importance to these factors. This resonates seamlessly with Whiskas' 

commitment to providing budget-friendly options in the pet food market. The data reveals a distinct 

preference for supermarkets among Price-Sensitive individuals, irrespective of their generation. As 

Whiskas is predominantly available in supermarkets in the Iberian market, this alignment enhances 
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the brand's accessibility to its target audience. Price-sensitive consumers are likely to develop long-

term brand loyalty if they perceive consistent value in terms of affordability and quality. By 

establishing this loyalty early in the consumer journey, Whiskas can potentially retain these 

customers as they progress through different life stages, securing a sustainable customer base. 

While each segment has its merits, the decision to prioritize the Price-Sensitive segment is 

informed by distinct considerations. Although constituting a significant portion (36%) of the 

respondents, the Vet Loyal segment, predominantly comprising Millennials, presents a narrower 

focus. Their loyalty primarily hinges on veterinary recommendations, making them less susceptible 

to price-oriented marketing strategies. Furthermore, the cat's preference for a particular brand of 

food plays a major role in their brand loyalty, so it would be very challenging to convince the 

customer to purchase the product and keep buying it throughout the period of adjustment to the 

new food. The Info-Experts segment, representing 21.2% of the respondents, demonstrates a 

willingness to invest more in quality nutrition. However, their preference for online or pet store 

purchases and a higher spending limit may not align seamlessly with Whiskas' current market 

perception as an affordable option available in supermarkets. By catering to budget-conscious yet 

quality-seeking consumers, the plan aims to establish a robust connection with a wider audience, 

fostering brand loyalty and sustainable growth in the competitive pet food market. 
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7.1 Communication Program and Media Plan for New Dog Parents (Roberta Carrozza) 
 

7.1.1 Context 

This section is devoted to exhibiting a comprehensive exploration of the communication program 

and media plan designed for the Pedigree brand, tailored to a specific chosen target among the 

Millennials and Gen Z pet parents, residents is Portugal and Spain. The program is intended to 

better shape the perception that Millennials and Gen Z consumers have towards the quality of 

Pedigree’s products. Such objective has been developed because of a communication problem that 

the team has noticed after having conducted primary research on the selected sample. The team 

found a discrepancy between the values offered by the brand proposition (high-quality, nutritional 

commitment, health devotion) and current consumers’ perceptions. From the results collected by 

the survey, the team found that 39% of participants (Millennials and Gen Z) think that Pedigree is 

trendy, 31% think that it is artificial, and only 19% of them consider it healthy. From the conducted 

interviews, all participants were confident in addressing the popularity and success of the brand, 

but only a few mentioned the quality of their products and their commitment to pets’ wellbeing. 

Understanding this incongruity as a pivotal communication challenge, the communication program 

aims to strategically address the apparent discrepancy. By refocusing the messaging on the core 

values of high-quality, nutritional integrity, and holistic health commitment, the team aims to align 

consumer perceptions more closely with the genuine essence of Pedigree. Through targeted 

communication, the team aspires to highlight not just the popularity and success of the brand but, 

more importantly, the quality and dedication to pets’ well-being that define Pedigree at its core. 

This multifaceted approach seeks not only to elevate the brand in the eyes of the target audience 

but also to establish a narrative that resonates with the values and priorities of Millennials and Gen 

Z consumers who prioritize the health and well-being of their pets.  
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Brand’s current Positioning: Pedigree aims to connect with individuals who view their dogs as 

cherished members of the family. The brand stands out through its commitment to well-being, as 

it is not only a brand that sells pet food, but it is a dedicated partner in ensuring the overall health 

and happiness of dogs (Pedigree 2023). Pedigree targets a diverse range of customers who share a 

common love and responsibility for their pets. The brand addresses pet owners across different age 

groups, from young adults to seniors. The brand is designed to be inclusive, appealing to 

individuals from various demographic backgrounds, including diverse ethnicities, income levels, 

and geographical locations. Given Pedigree's commitment to supporting shelter dogs, the brand 

also targets individuals who advocate for and support shelter and rescue organizations (Pedigree 

Foundation 2023). 

Brand Perception: After having analysed primary data from the interviews and survey, the team 

has come up with the current perception of Pedigree in the minds of the selected segment, the 

health-conscious consumers, among the new pet parents. Several competitors mentioned by 

participants (Acana, Purina, Royal Canin, Advance) have been included in the analyses. The team 

developed a perceptual map (see Figure 12) showing the perception of consumers towards Pedigree 

and the other brands considering two variables: Brand Image, displayed in the vertical axis, and 

Ingredients’ Health, displayed in the horizontal axis. Perceptual maps are visual illustrations of 

how the customers perceive the competitors within the market (Aramayis 2014). The map draws 

out a clear picture to describe consumers’ perceptions based on specific attributes and the 

relationship between those attributes; the variables chosen for a positioning map strictly depend on 

the specific characteristics that are most relevant to the market and the preferences of the target 

audience (Chadha & Kapoor 2008). The team found the health-conscious consumers to be more 

sensitive to quality, healthy ingredients, and the image of the brand. New pet parents perceive 
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brands like Advance, Royal Canin, and Acana to have a more premium and exclusive image, while 

Pedigree and Purina to be more inclusive and for the larger scale. Regarding the quality and the 

health of the products, new pet parents consider Pedigree’s ingredients to be less clean and 

nutritious than its competitors’.  

 

Figure 10: Perceptual Map of Dog Food Brands 

 

7.1.2 Desired Brand Positioning  

Brand positioning is at the core of every brand; it is the place brands occupy in consumers’ minds 

relative to competitors (Kotler 1984). Brand positioning is the part of the brand identity and value 

proposition that needs to be communicated to the target audience and that clearly shows the 

advantages of the brand against competitors (Aaker 1996). In order to accurately define 

positioning, three main questions should be addressed: “What it is”, “What it offers” (benefit) and 

“Who it is for” (target) (Rossiter & Percy 1991). As previously mentioned, Pedigree’s category 

needs center around providing high-quality nutrition, from adoption to the dogs’ elderly stage, with 

a distinctive focus not only on physical health but also mental well-being. It is then crucial to decide 

the benefits on which to differentiate from the competitors to find a unique and differentiated 

positioning. Pedigree distinguishes itself by offering a holistic approach to dog health. The primary 

benefit lies in its deep commitment to dogs' well-being at every life stage. The brand goes beyond 
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providing dog food; it delivers a promise of complete care, focusing on clean ingredients and 

science-based formulas for optimal nutrition. As stated by Rossiter & Percy (1997), the benefit 

should be highlighted in advertising according to its Importance (I), Delivery (D) and Uniqueness 

(U). Consequently, following the I-D-U model, Pedigree campaign should emphasize the high 

quality of its products by enhancing its attributes (a), mentioning the numerous benefits the dogs 

could experience after using them (b), and the ultimate positive emotions (e) dogs’ parents could 

feel (happiness, satisfaction) after seeing their beloved pets being happy and well fed (a à b à e). 

The communication program is strictly tailored to Spanish and Portuguese Millennials and Gen Z 

health-conscious consumers, who value health and quality above all other factors. The brand 

understands the evolving needs of modern pet owners who seek not only a product, but a partner 

in ensuring the vitality and happiness of their cared dogs. Given the actual perception of the brand, 

the program is intended to better shape the perception that this segment has on Pedigree’s quality 

and benefits of its products. 

 

Figure 11: Desired Position on the Perceptual Map of Dog Food Brands 

 

7.1.3 Communication Objectives 

The campaign is based on five communication objectives. They serve as the foundation for the 

plan, representing the desired communication outcomes to be instilled in the minds of the target 
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customers. The first objective, Category Need, refers to the perception the targeted consumers have 

towards a product’s capability of fulfilling specific needs (Percy & Elliot 2016). The second 

objective, Brand Awareness, refers to the target audience’s ability to identify, recognize or recall, 

the brand in the category (Percy & Elliot 2016). The third objective, Brand Attitude, is the 

consumers’ evaluation of the brand of its perceived ability to fulfil a currently relevant motivation. 

The fourth objective, Brand Purchase Intention, aims to guide the customer toward a self-

instruction to choose the brand when making decisions related to their needs. The fifth and final 

objective, Brand Purchase Facilitation, refers to the consumer’s perception of how easy and 

accessible it is to purchase the brand’s offered products.  

Category Need: Pedigree offers dogs’ food and snacks; hence it is reasonable to assume that 

consumers frequently purchase them and thus the category need is already present in their mind. 

Therefore, the advertising communications should omit the category need, as it represents 

something that the customer already possesses. Pedigree could however reinforce and enhance the 

importance of nutritional and healthy food choices. 

Brand Awareness: For Pedigree, brand recall should be the primary focus. It is crucial to create 

an association between the category need and the brand name and repeat the association in that 

order. In this sense, the desired response for the target of the three concepts would be to recall 

Pedigree as the preferred brand for healthy and nutritional dog’s food. 

Brand Attitude: Health-conscious consumers look for food options that are able to meet their 

dogs’ health and well-being needs. The communication strategy will work to establish a positive 

emotional connection with the brand, emphasizing how Pedigree positively and richly contributes 
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to the experiences of pets. Pedigree will be positioned as a brand that not only provides nourishment 

but also fosters joy, vitality, and a deep emotional bond between pets and their owners. 

Purchase Intention: The communication strategy should emphasize the quality, trustworthiness, 

and positive experiences associated with Pedigree products. By creating a positive brand attitude, 

the objective is to encourage consumers to consider and prefer Pedigree when making purchase 

decisions for their beloved dogs. 

Purchase Facilitation: Pedigree needs to ensure that the target audience perceives the brand as an 

accessible option, that not only offers high quality pet care products but also facilitates the shopping 

experience. This includes emphasizing accessibility, product availability, and the ease of acquiring 

Pedigree products. 

7.1.4 Creative Strategy 

Creative strategy works on transforming the message into content or communication. As 

advertising is a multifaceted form of communication not only restricted to visuals, words, and 

sounds, creative strategy delves into a deeper structure. Creative strategy includes a key benefit 

claim, a creative idea, and the development of brand awareness and brand attitude tactics (Rossiter, 

Percy & Bergkvist 2018).  

Pedigree holds a strong position in consumers' minds, recognized for its popularity and success. 

However, the research reveals a gap in understanding the brand's commitment to product quality 

and pets' wellbeing. The creative approach must build on this foundation of trust and visibility 

while redefining Pedigree's image to emphasize its nutritional excellence and holistic health focus. 
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Key Benefit Claim: The Key Benefit Claim (KBC) is a crucial element of the creative strategy, 

and it serves as the starting point for developing creative ideas. It is a distinctive, concise statement 

containing the primary benefit intended to persuade the target customer. While the benefit itself 

may not be entirely unique, the wording of the claim must be distinctive. The KBC is limited to 

one to four words, facilitating effective brainstorming, and ensuring clarity (Rossiter, Percy & 

Bergkvist 2018). The KBC must emphasize Pedigree's distinctive value proposition. The chosen 

KBC for Pedigree is "Nourishing Lifelong Wellbeing". Such claim encapsulates Pedigree's 

commitment to go beyond traditional pet food offerings; it signifies Pedigree's dedication to being 

a holistic partner in every stage of a dog's life journey, emphasizing both physical health and 

emotional happiness. The term "Nourishing" goes beyond mere sustenance; it conveys the idea that 

Pedigree's products provide essential nutrients that actively contribute to a dog's vitality. This 

includes ingredients carefully selected to meet dogs' nutritional needs, promoting optimal growth, 

strength, and energy. "Lifelong" emphasizes Pedigree's enduring commitment to dogs' health 

throughout their entire lifespan. From puppyhood to the senior years, Pedigree aims to be a constant 

companion, adapting its offerings to address evolving nutritional requirements at different life 

stages. The term "Well-being" is a holistic concept encompassing both physical and emotional 

aspects. Pedigree is not just about preventing illness; it's about promoting a state of overall 

wellness. This includes ingredients that support cognitive function, emotional balance, and 

contribute to a dog's happiness. 

Creative idea: The creative idea is the second fundamental component of the creative strategy, 

and it serves as the vehicle that brings the KBC to life. Its role is to serve as an attention-grabbing 

and relevant presentation of the KBC, and it is an intricate script for the primary persuasive content 
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across various advertising formats. Functioning as the creative platform, the idea is the blueprint 

for a series of advertisements that form a cohesive narrative (Rossiter, Percy, & Bergkvist 2018). 

The creative idea for Pedigree ("Nourishing Lifelong Wellbeing") revolves around showcasing real 

stories of dogs thriving on Pedigree's nutrition. Video and audio assets will feature heartwarming 

narratives of pet parents witnessing positive transformations in their dogs' physical health and 

emotional wellbeing. The focus will be on how Pedigree's scientifically backed formulas contribute 

to a happy and healthy life. The campaign will utilize digital platforms, social media, and traditional 

advertising to amplify these narratives. Engaging visuals and storytelling will emphasize the 

brand's dedication to clean ingredients and science-based formulas. The narrative will unfold from 

the moment of adoption, highlighting Pedigree's role in supporting dogs through different life 

stages.  

Brand awareness tactics: In the context of pet food, Pedigree already enjoys a notable presence; 

however, a crucial aspect demanding attention is brand recall, particularly among health-conscious 

consumers. When pet owners contemplate nutritional choices for their pets, Pedigree should 

effortlessly come to mind. Crafting a strategy centered around digital engagement becomes pivotal. 

The brand must strategically position itself on social media platforms, consistently delivering 

content that underscores the nutritional advantages of Pedigree products. Educational campaigns, 

both online and through influencers, should highlight the brand's commitment to pet health, 

emphasizing nutritional expertise and the utilization of high-quality ingredients. In personalized 

messaging, Pedigree should directly address pet owners, utilizing personal pronouns to establish 

an emotional connection. A visually cohesive brand identity across all channels, coupled with 

strategic advertising frequency, can significantly enhance brand recall.  
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Brand attitude tactics: To address brand attitude, the team made use of the Rossiter-Percy grid, 

developed as a successor to the FCB grid (Vaughn 1980). The grid indicates that people purchase 

products based on two dimensions: involvement and motivation (Rossiter 1991). The first 

dimension of the Rossiter-Percy grid is the level of involvement, which refers to the amount of 

effort and risk a consumer is willing to undertake before making a purchase decision. Products are 

categorized into low involvement or high involvement based on this dimension. Low involvement 

products typically involve routine and less risky decisions, whereas high involvement products 

require more extensive research and may carry higher perceived risk. The second dimension is the 

type of motivation, which distinguishes between negative motivation (informational) and positive 

motivation (transformational). Negative motivation involves purchasing products to address a 

problem or fulfil a need, while positive motivation is driven by the desire for self-enrichment and 

positive experiences. Combining these two dimensions creates four quadrants in the Rossiter-Percy 

grid. Each quadrant represents a unique combination of consumer behaviour, guiding marketers in 

tailoring their advertising strategies to effectively communicate with different target audiences.  

Pedigree finds its place within the low-involvement - informational quadrant of the Rossiter-Percy 

grid. Advertising strategies should adopt a straightforward problem-solution format. Consumers in 

this category typically seek products to address specific needs or problems, and the primary goal 

of the advertisement is to deliver relevant information about how Pedigree satisfies those 

requirements. Given the low involvement nature of the decision, the ad should strategically 

emphasize at least one key benefit of Pedigree. The advertisement should ensure that the benefits 

are easily grasped by the targeted audience.   
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Figure 12: Rossiter-Percy grid for Pedigree 

Key tactics to implement this brand attitude strategy include initiating the campaign with visually 

compelling content that accentuates the positive benefits of Pedigree products – this could be 

achieved through a conveyer, showcasing the nutritional advantages, taste, and overall well-being 

derived from Pedigree's offerings. It is also important to provide consumers with information to 

address their concerns and doubts related to pet nutrition. Furthermore, Pedigree could consider 

leveraging a trusted and relatable expert presenter, such as a veterinarian or a recognized pet care 

specialist to increase credibility and trust.  

7.1.5 Integrated Marketing Communications (IMC) Strategy and Media Plan  

Identifying and selecting the right communication platforms is pivotal to effectively transfer the 

company’s marketing messages to the desired customers and encourage them to adopt the required 

attitudinal and behavioural response (Jenkinson 2003). Schultz (1991) emphasizes the importance 

of the common objective in marketing communication, and therefore introduces the concept of 

integrated marketing communication (IMC). Communication should not be conducted through 

separate channels without a common objective due to the lower effectiveness and higher costs.  
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The process of understanding “who”, “where”, “when”, and “how” to target consumers is widely 

facilitated by the construction of a behavioural sequence model (BSM). A BSM dissects the 

purchase decision process into individual key components. It outlines decision stages, identifies 

role-players, and details where and when decisions occur; it is able to reveal the customer's search 

procedures and decision-making criteria (Rossiter, Percy & Bergkvist 2018).  

A BSM was constructed to reveal the search procedures and decision-making criteria used by 

customers who purchase dogs’ food.   

1. What (decision stages) Need arousal à Information search and 
evaluation of alternatives 
à 

Pet food choice and 
purchase à 

Usage 

2. Who (roles) -Dog parent -Dog Parent -Dog Parent -Dog 

3. Where (location) -Home 
-Supermarket 
-Pet store 

-Online 
-Vet  
-Supermarket 
-Pet store 

-Online 
-Vet clinic/ lab 
-Supermarket 
-Pet store 

-Home 

4. When (time and timing) -Whenever food stock 
finishes 
-After vet consultation 
 

-At the moment of 
purchase  
-Days in advance 

-Instant/ minutes later 
-Days later 

-Shortly after purchase  
-Across following month 

5. How (decision process) -Need to feed own dog 
-Need to improve dog’s 
health/ address a dietary 
concern 

-Reading ingredients  
-Comparing alternatives 
(price, brands, quality) 
-Asking for advice (to vet, 
peers, staff) 
 

-Wise/ rational choice -Feeding the dog 

Figure 13: Behavioural Sequence Model for dogs’ food products 

As shown by the table, the dogs’ parents are the only figures (“who”) who actively search 

information, evaluate alternatives, and ultimately purchase the products, hence marketing strategies 

should specifically be targeting them. Regarding “where” to target, Pedigree should make use of 

online platforms, leveraging social media for educational content, including educational posts, 

testimonials, and product demonstrations, of supermarkets and pet stores, training store staff to 

provide information on Pedigree's nutritional benefits and ensuring prominent shelf placement, and 

veterinary clinics, promoting Pedigree products as recommended by professionals. Regarding 

“when” to target, Pedigree should accurately design its ads to be showed in the moment of the 
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purchase (in-store, online), and maintaining a consistent presence with helpful tips on dog care. 

Consequently, addressing the “how” to target the selected segment, the brand should revolve 

around personalized and informative engagement; online platforms become educational hubs, 

disseminating content that underscores the nutritional benefits of Pedigree products, emphasizing 

clean ingredients, and science-backed formulas; the in-store initiatives prioritize transparent 

communication about Pedigree's commitment to pet health, with specially trained staff offering 

insights into the holistic health support provided.  

Media Selection and Tactics 

The “Nourishing Lifelong Wellbeing” campaign will employ a multi-platform strategy, leveraging 

both new and traditional media to maximize reach and engagement.  

Social Media: The team recommends the creation of short video documentaries, each spanning 2-

3 minutes, to be released bi-weekly on both Facebook and Instagram. These videos will vividly 

portray individual dogs' journeys with Pedigree, emphasizing their physical and emotional 

transformations. The brand should encourage viewers to share their own stories or comment on the 

posts, fostering a sense of community, implement interactive features such as polls or Q&A 

sessions related to the showcased dogs. Then, Pedigree could develop extended versions of the 

video documentaries, ranging from 5 to 10 minutes, and release them on the official Pedigree 

YouTube channel. YouTube offers a platform for more in-depth storytelling, allowing the audience 

to connect on a deeper level with the featured dogs and their owners. To enhance a cross-platform 

integration, prior to each video release, the brand should create teaser trailers or snippets 

specifically designed for the Instagram Stories and Facebook previews. These teasers will serve as 

a preview, driving traffic to the longer versions on YouTube. It is also pivotal to maintain a 
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consistent visual and thematic branding across all platforms, creating a unified storytelling 

experience. Pedigree should then use branded hashtags to connect the content across social media 

channels (e.g., #PedigreeHealthJourney, #PedigreeInspirationalStories). 

Website: The team suggests creating a dedicated campaign landing page on the Pedigree website; 

this page will serve as a hub for all campaign-related content, including full-length documentaries, 

behind-the-scenes footage, and additional resources. The website should also implement 

interactive elements such as quizzes or polls on the website, engaging visitors and encouraging 

them to explore the benefits of Pedigree's nutrition. 

E-mail & Newsletter: Pedigree could send exclusive content, including extended versions of 

documentaries or bonus footage, to email subscribers and use newsletters to provide updates on 

new stories and encourage subscribers to share their own experiences. 

In-store: The team suggests installing eye-catching screens or traditional posters within prominent 

areas of pet stores and supermarkets. These displays will showcase captivating visuals from the 

"Nourishing Lifelong Wellbeing" campaign, creating a visually appealing and immersive 

experience for consumers. Also, Pedigree could incorporate QR codes on the displays, allowing 

customers to interact with the campaign directly. These QR codes will link to the online campaign 

landing page, providing a seamless transition from the in-store experience to the digital narratives. 

Furthermore, the brand could integrate short snippets or captivating visuals from the campaign on 

Pedigree product packaging; this on-pack messaging serves as a visual cue for customers, 

reinforcing the brand's dedication to the lifelong wellbeing of pets. Pedigree could also include QR 

codes on product packaging; these QR codes will serve a dual purpose: offering customers quick 
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access to the online content and emphasizing Pedigree's transparency by providing a direct link to 

the source of information. 

Media Timeline 

Pre-Launch (Week 1-2): In the lead-up to the official launch, Pedigree will initiate a two-week 

pre-launch phase. Teaser content will be deployed on social media platforms such as Facebook and 

Instagram, providing glimpses of the narratives that will unfold in the upcoming "Nourishing 

Lifelong Wellbeing" campaign. Simultaneously, teaser emails will be dispatched to subscribers, 

generating anticipation and curiosity surrounding the imminent campaign. 

Launch (Week 3-5): Upon reaching the launch phase spanning weeks three to five, Pedigree will 

release the campaign across its primary digital platforms. The initial set of video documentaries 

will be unveiled on Facebook and Instagram, capturing the essence of individual dogs' journeys 

with Pedigree. To enhance user interaction and generate a sense of community, a campaign-specific 

hashtag will be promoted, encouraging audiences to share their thoughts and experiences. 

Concurrently, the campaign will make its official online debut with the launch of a dedicated 

landing page on the Pedigree website. This central hub will serve as a comprehensive repository 

for the campaign, housing in-depth stories, videos, and additional content. The cross-channel 

promotion of the landing page will ensure widespread visibility and engagement. 

Ongoing (Week 6 & beyond): As the campaign progresses into the ongoing phase from week six 

onwards, Pedigree will maintain momentum by introducing a weekly cadence of new dog stories. 

These releases will be posted on social media platforms and the campaign landing page, offering a 

consistent flow of narratives to the audience. The installation of the displays within pet stores and 

supermarkets will be synchronized with the online launch, creating a cohesive brand experience 
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across physical and digital touchpoints. This in-store presence will be sustained throughout the 

campaign duration. 

Campaign Tracking (KPIs) 

The evaluation of the campaign's success will considering multiple aspects. Key performance 

indicators (KPIs) will be established to measure various aspects of the campaign's success, 

including digital engagement metrics such as likes, shares, and comments on social media 

platforms. Website analytics will be closely monitored to assess traffic to the campaign landing 

page, user interactions, and the duration of visits. Additionally, Pedigree will employ sentiment 

analysis tools to gauge audience reactions and sentiments expressed in online discussions related 

to the campaign. Tracking the reach and impressions of campaign-related hashtags will provide 

insights into the campaign's virality and community participation. 
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8. Thesis Limitations 

In the pursuit of obtaining valuable insights through interviews and an online survey, a limitation 

arises from time constraints. The allocated timeframe for the collection of data imposed limitations 

on the extent of participant reach. Given more time, it would have been possible to attain a more 

expansive and diverse sample, thereby improving the generalizability of the findings. 

Consequently, the interpretation of results should consider this temporal limitation, recognizing the 

potential for a more comprehensive exploration with the availability of additional resources and 

time.  

9. Conclusion 

This project conducted a thorough investigation of the pet care sector with a focus on independent 

Gen Z and Millennial pet owners in Portugal and Spain. The main goals were to segment and create 

a profile of these new pet parents to set them apart from the older generation and to develop the 

best possible marketing plan for Pedigree and Whiskas to draw in and hold their interest. The study, 

which combined primary and secondary research methods, provided information on the pet care 

market, which is competitive and constantly changing, and on the characteristics of consumers. 

The research found that while many characteristics did not differ significantly between new and 

older dog parents in the dog care category, it is important to note that price has become less 

important, and supermarkets have decreased its relevance. Three important dog owner segments in 

Portugal and Spain were identified thanks to market trends and insights obtained from surveys and 

interviews: health-conscious, brand-loyal, and tight budget. Especially, considering that consumers 

are willing to pay more for pet food that is in line with their values, the health-conscious market 

segment jumped out as a potentially lucrative target. This realization prompted the creation of a 
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customized marketing campaign with the goal of communicating Pedigree as a brand that is present 

at all stages of the dog's life, guaranteeing its physical and mental health.  

When it comes to cats, the most crucial factors are quality and price, with the importance of online 

shopping growing. In this industry, the basis for strategic decision-making was established by the 

identification of three key market segments: informed, vet-loyal, and price-sensitive. The project 

carefully focused on the Whiskas brand's "Price-Sensitive" market segment, in line with the goals 

of the brand and the trends of the industry.  

Conclusively, the project produced noteworthy understandings of market dynamics and useful 

recommendations for enhancing brand positioning and engagement strategies in the pet care 

industry, with a focus on the dental care category, which presents a vast opportunity for both brands 

to explore.  



   Group Part 

67 
 

10. References 

“7 Major Benefits of Strong Branding | Frontify.” 2018. June 14, 2018. 

https://www.frontify.com/en/blog/7-major-benefits-of-a-strong-brand/.   

Aaker, David. 1996. Building Strong Brands. 1 st ed. London: Simon & Schuster   

Advanced Care. 2022. “Everything You Need to Know about Cat Dental Care.” March 31, 2022. 

https://www.advancedcareanimalclinic.com/site/blog/2022/03/31/everything-to-know-

about-cat-dental-care.    

Ais, Team. 2023. “9 Types of Pet Care Services and Professions.” Advantage Insurance Solutions. 

February 17, 2023. https://www.teamais.net/blog/9-types-of-pet-care-professions/.    

“Alimentos húmidos ou secos - como alimentar um gato.” n.d. Royal Canin PT. 

https://www.royalcanin.com/pt/cats/health-and-wellbeing/wet-or-dry-food-what-to-feed-a-cat. 

“Alimentos para cães de acordo com a raça.” n.d. Royal Canin PT. 

https://www.royalcanin.com/pt/dogs/products/breed-health-nutrition. 

“An Analysis of the Pet Food and Pet Treats Industry.” 2021. Studylib.Net. November 13, 2021. 

https://studylib.net/doc/6759542/an-analysis-of-the-pet-food-and-pet-treats-industry.  

Aramayis, Dallakyan. 2014. "Yogurt Market Analyisis In Armenia Using Hedonic Price Model 

And Perceptual Mapping Method." American Economic Association (AEA) Annual 

Meeting. http://www.aea.am/files/papers/w1402.pdf. 

BDC.Ca. 2023. “The 5 Most Common Pricing Strategies,” October 19, 2023. 

https://www.bdc.ca/en/articles-tools/marketing-sales-export/marketing/pricing-5-

common-strategies. 



   Group Part 

68 
 

 

Berry, Donna. 2022. “Visual Purchasing: How to Use Colour to Appeal to Pets and Owners.” 

/Images/Favicons/, October 26, 2022. https://www.petfoodprocessing.net/articles/16320-

visual-purchasing-how-to-use-colour-to-appeal-to-pets-and-owners. 

Brunjes, Kathy. 2023. “Age Range by Generation - Beresford Research.” Beresford Research. 

October 30, 2023. https://www.beresfordresearch.com/age-range-by-generation/.    

Camilleri, Mark Anthony. 2017. “Market Segmentation, Targeting and Positioning.” In Tourism, 

Hospitality & Event Management, 69–83. https://doi.org/10.1007/978-3-319-49849-2_4.  

Chadha, S. K., and and Deepa Kapoor. 2008. "An attribute based perceptual mapping of the 

selected private life insurance companies: An empirical study in Ludhiana." VISION-The 

Journal of Business Perspective 12 (3): 53-60.  

Crusta, Mallory. 2023. “Unbiased Whiskas Cat Food Review in 2023 - Cats.Com.” Cats.Com. 

April 11, 2023. https://cats.com/whiskas-cat-food-review.  

Curi, Rod P. 2023. “Buyer Persona: A Step by Step Guide to Build the Perfect Persona for Your 

Business.” Rock Content. July 19, 2023. https://rockcontent.com/blog/buyer-persona/.  

De Pelsmacker, Patrick, Maggie Geuens, and Joeri Van Den Bergh. 2021. Marketing 

Communications: A European Perspective.  

Dhiman. 2023b. “What Is a Perceptual Map and How to Build One (Template) - LogRocket Blog.” 

LogRocket Blog. April 24, 2023. https://blog.logrocket.com/product-management/what-is-

a-perceptual-map-how-to-build-

template/#:~:text=Perceptual%20maps%20indicate%20how%20customers,a%20positioni

ng%20map%20represents%20reality.  



   Group Part 

69 
 

Dog Food Advisor. 2023. “Dog Food Reviews and Ratings | Dog Food Advisor.” November 29, 

2023. https://www.dogfoodadvisor.com/.  

“Dog Multivitamins | PEDIGREE® UK.” https://www.uk.pedigree.com/dog-multivitamins. 

“Dogs Can’t See Colours, so Why Use Them in Dog Food | Purina” n.d. https://www.purina-

arabia.com/contact-us/faq/ingredients/colours-in-dog-food. 

“Europe Pet Care Products Market.” 2023. June 5, 2023. 

https://www.futuremarketinsights.com/reports/europe-pet-care-products-market.  

“European Pet Population by Animal 2022 | Statista.” 2023. Statista. September 5, 2023. 

https://www.statista.com/statistics/453880/pet-population-europe-by-animal/.  

Example: Becker, Gary S. 1993. “The Evidence against Blacks Doesn’t Prove Bias.” Business 

Week, April 19. http://bwarchive.businessweek.com/index.jsp.   

“Facts about PEDIGREE® Dog Food.” https://www.uk.pedigree.com/about-us/facts-about-our-

food. 

Fadul, Adriana. 2021. “Ração Whiskas é Boa? Confira os Prós & Contras - Amor aos Pets.” Amor 

Aos Pets. February 9, 2021. https://amoraospets.com/racao-whiskas-e-

boa/#google_vignette.  

“FEDIAF | Pet Food Trends.” n.d. https://europeanpetfood.org/pet-food-facts/pet-food-trends/.  

“Feeding Calculator.” https://www.pedigree.com.au/feeding-calculator. 

 

“Global Pet Industry To Grow To $500 Billion By 2030, Bloomberg Intelligence Report Finds | 

Press | Bloomberg LP.” 2023. Bloomberg L.P. April 13, 2023. 



   Group Part 

70 
 

https://www.bloomberg.com/company/press/global-pet-industry-to-grow-to-500-billion-

by-2030-bloomberg-intelligence-finds/.    

Graham, Rachel. 2023. “The Pet Food Industry’s Future, from Plant-Based to Cultivated Meat.” 

Sentient Media. September 15, 2023. https://sentientmedia.org/pet-food-

industry/#:~:text=What%20Industry%20Is%20Pet%20Food,fed%20to%20livestock%20a

nd%20poultry.   

Grimm, P. (2010). Social desirability bias. Wiley international encyclopedia of marketing.  

Hanlon, Annmarie. 2023. “STP Marketing: The Segmentation, Targeting, Positioning Model.” 

Smart Insights. May 24, 2023. https://www.smartinsights.com/digital-marketing-

strategy/customer-segmentation-targeting/segmentation-targeting-and-positioning/.   

“Higiene dental para cão - Petness Portugal.” n.d. Petness. https://petness.pt/caes/s_higiene-

dental#q=pedigree.  

Hubbard, Maddy. 2021. “Move Over Millennials, Generation Z Is Here | Alvaria Blog.” 

Https://Www.Alvaria.Com. May 1, 2021. Accessed November 21, 2023. 

https://www.alvaria.com/blog/using-gamification-to-motivate-millennials-gen-

z#:~:text=Generation%20Z%20is%20accustomed%20to,and%20recognized%20for%20th

eir%20accomplishments.  

“Informação | Whiskas” n.d. https://www.whiskas.pt/sobre-nos. 

Janiszewska, Karolina, and Andrea Insch. 2012. “The Strategic Importance of Brand Positioning 

in the Place Brand Concept – Elements, Structure and Application of the Positioning 

Statement.” Journal of International Studies 5 (1): 9–19. https://doi.org/10.14254/2071-

8330.2012/5-1/2.  



   Group Part 

71 
 

Johns Hopkins Medicine. "The Friend Who Keeps You Young." Johns Hopkins Medicine. 

https://www.hopkinsmedicine.org/health/wellness-and-prevention/the-friend-who-keeps-

you-young.  

Kapferer, J. (1997) Strategic Brand Management. Kogan Page, London.  

Kerwin, Nicole. 2023. “Spanish Pet Food Market Exceeds $1.8 Billion in 2022.” 

/Images/Favicons/, July 6, 2023. https://www.petfoodprocessing.net/articles/17159-

spanish-pet-food-market-exceeds-18-billion-in-2022.    

Kerwin, Nicole. 2023. “Younger Generations Decrease Pet Product Spending.” /Images/Favicons/, 

May 31, 2023. https://www.petfoodprocessing.net/articles/17042-younger-generations-

decrease-pet-product-

spending#:~:text=On%20average%2C%20Gen%20X%20pet,spending%20the%20least%

20at%20%2436   

Kerwin, Nicole. 2023. “Wellness, Personalization and Sustainability: Trends Driving Pet 

Nutrition.” /Images/Favicons/, March 7, 2023. 

https://www.petfoodprocessing.net/articles/16722-wellness-personalization-and-

sustainability-trends-driving-pet-nutrition.  

Kick off meeting with Mars, 2023  

Kotler, Philip. 1984. Marketing Management: Analysis, Planning and Control. 5th ed. 

Prentice/Hall International, Inc., London.  

Kotler, Philip, Donald H. Haider, and Irving Rein. 1994. “Marketing Places : Attracting 

Investment, Industry, and Tourism to Cities, States and Nations / P. Kotler,...” 

ResearchGate, January. 



   Group Part 

72 
 

https://www.researchgate.net/publication/31644669_Marketing_Places_Attracting_Invest

ment_Industry_and_Tourism_to_Cities_States_and_Nations_P_Kotler_DH_Haider_I_Rei

n.  

Kwak, Min-Kyu, and Seung-Eun Cha. 2021. “A Study on the Selection Attributes Affecting Pet 

Food Purchase: After COVID-19 Pandemic.” International Journal of Food Properties 

24 (1): 291–303. https://doi.org/10.1080/10942912.2021.1879133. 

Maione, Ines. 2023. “What Is Primary Data Collection? Types, Advantages, and Disadvantages.” 

Resonio. November 2, 2023. https://www.resonio.com/blog/primary-data-collection-types-

advantages-and-disadvantages/.  .  

“Marcas Rendem-se aos Patudos.” Animais de Estimação – Caderno Especial, Fevereiro. 

https://marketeer.sapo.pt/wp-content/uploads/2022/04/MKT_Animais_Fevereiro.pdf 

Mars, Incorporated. 2021. "Mars Petcare - The State of the Pet Nation Report 2021." Mars, 

Incorporated. https://gbr.mars.com/sites/g/files/jydpyr521/files/2021-

11/Mars%20Petcare%20-

%20The%20State%20of%20the%20Pet%20Nation%20Report%202021_0.pdf. 

Mars Petcare. "Feito pela Mars - Petcare." Mars, Incorporated. Accessed November 29, 2023. 

https://prt.mars.com/feito-pela-mars/petcare  

Mars Petcare. "Made by Mars - Petcare." Mars, Incorporated. Accessed November 29, 2023. 

https://esp.mars.com/en/made-by-

mars/petcare?language_content_entity=en%20accessed%20on%20november%2029th%2

02023   



   Group Part 

73 
 

Mayer, Aliza. 2023. “Sampling Marketing — The Complete Guide.” Hubspot, March 2, 2023. 

https://blog.hubspot.com/marketing/sampling-marketing.  

MAXIMIZE MARKET RESEARCH. “Pet Food Market: Industry Analysis and Forecast (2023-

2029),” November 22, 2023. https://www.maximizemarketresearch.com/market-

report/global-pet-food-market/21009/ 

Molenaar, Koba. 2023. “29 Statistics on Gen Z Spending Habits You Should Know in 2023.” 

Influencer Marketing Hub. October 18, 2023. https://influencermarketinghub.com/gen-z-

spending-habits-stats/.   

Murtoff, Jennifer. 2023. “Mars, Incorporated | Candy, Pet Care, Food, & Facts.” Encyclopedia 

Britannica. September 28, 2023. https://www.britannica.com/topic/Mars-Incorporated. 

National Merchants Association. 2017. “Gen Z Purchases Largely Influenced by Social Media | 

National Merchants.” August 11, 2017. Accessed November 26, 2023. 

https://www.nationalmerchants.com/gen-z-purchases-largely-influenced-social-media/.  

“Newsletter.” n.d. https://www.pedigree.com.au/register. 

Nicasio, Francesca. n.d. “5 Pet Market and Pet Food Trends Shaping the Industry | Tracksuit.” 

https://www.gotracksuit.com/blog/5-pet-market-and-pet-food-trends-shaping-the-

industry.  

Noel, Michelle. 2022. “Understanding and Implementing Brand Positioning Models.” Studio 

Noel. November 23, 2022. https://studionoel.co.uk/understanding-brand-positioning-

models#:~:text=More%20than%20anything%2C%20positioning%20models,for%20every

thing%20that's%20to%20follow. 

Pedigree. (2023). Pedigree Portugal. Retrieved December 2, 2023, from https://www.pedigree.pt  



   Group Part 

74 
 

Pedigree Dog Food Reviews & Comparisons.” n.d. Dog Food Insider. 

https://www.dogfoodinsider.com/tag/pedigree-dog-food-reviews/.  

Pedigree Foundation. (2023). Home - Pedigree Foundation. Retrieved December 2, 2023, from 

https://www.pedigreefoundation.org 

PEDIGREE. n.d. “Alimentamos o bem nos cães de todas as idades e todas as raças | PEDIGREE®.” 

https://www.pedigree.pt/sobre. 

“Perceived Value: The Link between Price Sensitivity and Consumer Perception - FasterCapital.” 

n.d. FasterCapital. https://fastercapital.com/content/Perceived-Value--The-Link-Between-

Price-Sensitivity-and-Consumer-Perception.html#The-Importance-of-Perceived-Value-in-

Brand-Loyalty.  

Percy, L., & Rosenbaum-Elliott, R. (2016). Strategic Advertising Management. (5. ed.) Oxford 

University Press. 

“Pesquisar | Goldpet” n.d. https://goldpet.pt/pesquisa?controller=search&s=pedigree. 

“Pesquisou por pedigree - Petoutlet. Petoutlet.” n.d. 

https://petoutlet.pt/loja/?s=pedigree&post_type=product. 

“Pet Care in Portugal | PetRelocation.” n.d. https://www.petrelocation.com/blog/post/pet-care-in-

portugal.   

“Pet Care Market Insights.” n.d. https://www.mordorintelligence.com/industry-reports/pet-care-

market.   

“Pet Care Market Size, Share, Scope, Opportunities & Forecast.” 2023. Verified Market Research. 

July 20, 2023. https://www.verifiedmarketresearch.com/product/pet-care-market/.   



   Group Part 

75 
 

“Pet Care Market Size, Share & Trends Analysis Report By Pet Type (Dog, Cat, Fish, Bird), By 

Type (Product, Food), By Region, And Segment Forecasts, 2022 - 2030.” n.d. 

https://www.grandviewresearch.com/industry-analysis/pet-care-market.   

“Pet Oral Care Market.” 2023. July 27, 2023. https://www.futuremarketinsights.com/reports/pet-

oral-care-market.   

“Pet Snacks And Treats Market Size To Hit USD 123.2 Bn By 2032.” n.d. 

https://www.precedenceresearch.com/pet-snacks-and-treats-market.   

Portugal, Kitchen. n.d. “Henrique Sá Pessoa.” https://www.24kitchen.pt/chefs/henrique-sa-pessoa.  

“Portugal Pet Food Industry Outlook 2022 - 2026.” n.d. 

https://www.reportlinker.com/clp/country/5704/726376#:~:text=Key%20Market%20Indi

cators,%E2%82%AC50.6%20million%20in%202021.   

Priest, Ronda. 2005. “Statistical/Substantive, Interpretations and Data Limitations.” In Elsevier 

eBooks, 671–74. https://doi.org/10.1016/b0-12-369398-5/00180-8.  

“Produtos | WHISKAS®.” n.d. https://whiskas.pt/os-nossos-produtos.  

“Quality versus Price? We Have the Lowdown on the Pedigree Dog Food Brand.” n.d. 

https://www.mypetneedsthat.com/pedigree-dog-food-review/. 

Queen, Jacob. 2023. “What Is the Pet Industry?” WiseGEEK. November 9, 2023. 

https://www.wisegeek.net/what-is-the-pet-industry.htm.   

Quinns_News. 2022. “Colour Your Brand.” January 14, 2022. 

https://www.quinns.com.au/blog/legal-news/colour-your-brand/.   



   Group Part 

76 
 

Research, Industry Expert. 2023. “Pet Food Market Analysis Report 2023-2030 | 118 Pages 

Report.” September 19, 2023. https://www.linkedin.com/pulse/pet-food-market-analysis-

report-2023-2030-118/.   

Rossiter, John R, Larry Percy, and Lars Bergkvist. 2018. Marketing Communications: Objectives, 

Strategy, Tactics. SAGE.  

Rossiter, J. R., and Percy, L. 1998. Advertising Communications and Promotion Management.  

Rossiter, J. R., Percy, L. & Bergkvist, L. 2018. Marketing Communications: Objectives, Strategy, 

Tactics. London, United Kingdom: Sage. 

Rossiter, J. R., Percy, L., & Donovan, R. J. (1991). A better advertising planning grid. Journal of 

Advertising Research, 31, 11-21. 

Sadique Hussian, Saadat ali, Muhammad Ibrahim, Amna Noreen, Sayed Ahmad "Impact of              

Packaging on Consumer Perception and Purchase Intention", Journal of Marketing and              

Consumer Research, Issue (2015): 10, 234693879.pdf (core.ac.uk) 

Son, Katelyn. 2023. “Pedigree Dog Food Reviewed: Pros, Cons, and Ingredient Analysis.” 

Veterinarians.Org. August 15, 2023. https://www.veterinarians.org/pedigree-dog-food/. 

“Spain Pet Food Market Insights.” n.d. https://www.mordorintelligence.com/industry-

reports/spain-pet-food-market.   

Statista. n.d. “Pet Food - Worldwide | Statista Market Forecast.” 

https://www.statista.com/outlook/cmo/food/pet-food/worldwide.   



   Group Part 

77 
 

Statista. 2022. “Global Daily Time Spent on Online Networks 2021, by Generation.” September 

16, 2022. https://www.statista.com/statistics/1314973/global-daily-time-spent-on-social-

media-networks-generation/. 

“Statistical Significance Calculator | Qualtrics.” 2022. Qualtrics. October 20, 2022. 

https://www.qualtrics.com/uk/experience-management/research/statistical-significance-

calculator/. 

Statista. n.d. “Pet Food - Worldwide | Statista Market Forecast.” 

https://www.statista.com/outlook/cmo/food/pet-food/worldwide.   

Statista. 2022. “Global Daily Time Spent on Online Networks 2021, by Generation.” September 

16, 2022. https://www.statista.com/statistics/1314973/global-daily-time-spent-on-social-

media-networks-generation/.  

Superside. 2023. “What Is Brand Recall and Brand Recognition?” What Is Brand Recall and Brand 

Recognition? - Superside (blog). November 30, 2023. 

https://www.superside.com/blog/brand-recall-recognition#What-is-Brand-Recall.  

Test, Steven. 2022. “Millennials and Health Care Benefits.” Harvard Pilgrim Health Care - HaPi 

Guide. July 27, 2022. https://www.harvardpilgrim.org/hapiguide/millennials-health-

benefits/#:~:text=Millennials%20are%20more%20proactive%20and,food%2C%20and%2

0self%2Dcare.   

TGM Research. (2023). TGM Global Pet Care Report 2023: Pet Food Brand & Breed. Retrieved 

from https://tgmresearch.com/tgm-global-pet-care-report-2023-pet-food-brand-breed.html 

Todorova, Gergana. 2015. “Marketing Mix.” Investopedia 13 (Suppl.1): 368–74. 

https://doi.org/10.15547/tjs.2015.s.01.063.  



   Group Part 

78 
 

“Todos os produtos | WHISKAS®.” n.d. https://www.whiskas.pt/os-nossos-produtos/todos 

Van Haaften, Ronald. n.d. “Brand Awareness.” https://www.van-haaften.nl/branding/corporate-

branding/114-brand-awareness.   

Vaughn, Richard. 1980. How advertising works: A planning model. Journal of Advertising 

Research. 20(5): 27–33. 

Vijay. 2022. “Competitors in Pet Food Market, Global Pet Nutrition Market.” Ken Research. 

November 1, 2022. https://www.kenresearch.com/blog/2022/11/global-pet-food-market-

revenue/.   

Wall, T. (2023) Personalization of pet food trending in 2023, Petfood Industry. Available at: 

https://www.petfoodindustry.com/news-newsletters/pet-food-

news/article/15540766/personalization-of-pet-food-trending-in-2023   

Weilkiens, Tim; Weiss, Christian; Grass, Andrea; Duggen, Kim Nena (2016). "Frameworks". 

OCEB 2 Certification Guide. Elsevier. pp. 149–169.  

WHISKAS. n.d. “ABOUT THE WHISKAS® BRAND.” https://www.whiskas.co.uk/about-us.  

“Whiskas Slogan - Slogans of Whiskas - Tagline of Whiskas - SloganList.” n.d. 

https://www.sloganlist.com/household-slogans/whiskas-slogans.html.  

“Who We Are – Mars Petcare Academy.” n.d. https://www.marspca.com/who-we-are.  

Wicknertz, Bodil. 2023. “How Is Generation Z Shopping? - Voyado.” Voyado. June 27, 2023. 

https://voyado.com/resources/blog/generation-z-online-shopping-habits/.   



   Group Part 

79 
 

Wright, K. B. (2005). Researching Internet-based populations: Advantages and disadvantages of 

online survey research, online questionnaire authoring software packages, and web survey 

services. Journal of computer-mediated communication, 10(3), JCMC1034.   

Writer, S. (2009) Retail research: The Power of Observation, Talking Retail. Available at: 

https://www.talkingretail.com/opinion/talking-points/retail-research-the-power-of-

observation-16-11-2009/ (Accessed: 20 November 2023).  

Zagame, Kristina. 2023. “Pet Spending Trends of 2023: Older Americans Spend More on Pets.” 

MarketWatch. November 22, 2023. https://www.marketwatch.com/guides/pet-

insurance/pet-spending-trends/.   



   Group Part 

80 
 

11. Appendix 
 

Appendix 1: McKinsey Consumer Decision Journey 

 

Appendix 2: Young and Rubicam Europe’s Graveyard Model  
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Appendix 3: Mars Pet Nutrition 

 

 

Appendix 4: Screenshots of Bla Bla Blah Whiskas classic commercial ad 
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Appendix 5: Interviews: Research Questions 

1. Introduction: Welcome and introduction to the interview. Explain the purpose of the interview and its 

significance to the research. Ensure informed consent from participants regarding recording and data usage. 

Good morning/afternoon/evening, 

My name is ____________, and I am a student at Nova School of Business & Economics. Together with four other 

colleagues, we will be working this semester on a project group work regarding the pet care industry in Portugal and 

Spain. Therefore, we would like to ask you some questions to understand your preferences, consumer behaviour, and 

experiences. 

For this reason, I would like to conduct a qualitative interview that will take around 30/45 minutes. I will ask open 

questions and feel free to answer them with all your thoughts and ideas. There are no wrong answers.  

If you are fine with it, I would like to record our conversation so I can review it afterward. It will stay anonymous, will 

not be published, and will be deleted after the analysis. 

Again, thank you very much for your availability and participation. 

2. Warm-up: type of pets, details, pet ownership, relationship… 

• Can you tell me a bit more about your pet(s) and your relationship? (What do you call your pet? “Baby”? 

“Child”? & What do you usually do with your pet? Do you walk your pet? Do they socialize with other pets? 

• What breeds or types are them, and what are their ages? 

• What motivated you to become a pet parent in the first place? Was it a long-standing desire, a family decision, 

or another reason? 

• In what ways has your life changed since becoming a pet owner? 

• What do you enjoy about having a pet? What worries you? 

3. Behaviour & Involvement in the category  

Involvement: 
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• Do you make your own pet food, or have you ever considered making your own pet food or snacks? Or do 

you always rely on commercial food? 

o If you rely on commercial food, do you feed the pet with dry or wet food? 

• What kind of products do you usually buy for your pets?  

• How often do you buy pet food and snacks? Is it "scheduled” or when you see that the food is finishing?  

• Do you participate in any events or activities related to pets, pet food, etc., such as seminars or exhibitions? 

Health: 

• Are there any specific health or dietary concerns for your pets, when you decide to buy any pet food? (to 

find and attribute the reason for the interest in the pet food) 

• What are some preventive measures you take in order to ensure your pet’s health and well-being? 

(Specific diet, premium quality, ordinary vet checks…)  

• How often do you purchase functional products (such as hair hygiene products, bones, etc.) and why? 

• Do you actively study the nutritional needs of your pets? Or do you stay updated on the latest trends in the 

pet food market? If so, where do you find the information? 

• On the topic of pet dental health, do you feel that you are an informed person? What do you know about 

dental snack food? 

o What are some preventive measure you take in order to ensure the oral care of your pet? (Brushing 

teeth, using dental gums, oral care products, dentastix…) 

• What barriers or challenges do you face when trying to make informed decisions about your pet's dental 

health? 

• What would be a better way to get your pet to consume snacks for dental care? 

• Are you open to trying new pet health products or services if they come highly recommended or are backed 

by scientific research? 

• Are there any specific topics within pet health and nutrition that you believe require more attention or 

education in the pet owner community? 

4. Shopping Experience 

• Where do you buy pet care products (in which type of store)? Online vs. Offline 
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o If in-store:  

§ Where do you look inside the store?  

§ Tell me about the last time you were at the store. Which store was it? What did you buy? 

§ How important is in store customer service or assistance when you shop for pet food? 

Apart from in store help, who else influences or helps you in the search for the best product? 

(vet, WOM, influencer,…) 

• When buying pet care products, which factors do you consider? 

o How do you balance factors like price, quality, and brand reputation when choosing pet food? How 

does the price influence your decision-making? 

o How do you assess the quality of pet food products? Are there any particular labels or certifications 

you look for? 

• Have you ever faced any challenges or difficulties when buying pet food? If yes, how did you address 

them? 

• If you could make the ideal product for your pet, what would that be? 

5. Brand image and perception of competitors and focal brand 

• Could you please name 3 brands of pet care that come to your mind? 

o How would you describe those brands in 3 adjectives each? 

• Which brands do you usually buy? 

• What do you associate Pedigree and Whiskas with? (this depends on whether we’re talking with a cat 

vs. dog owner) 

• What sources of information have shaped your perception of these brands, Pedigree & Whiskas? (e.g., 

advertising, recommendations from friends, online reviews) 

• Do you perceive any differences in the quality or value offered by these brands (Pedigree & Whiskas) 

compared to their competitors? 

• Are you loyal to a specific brand?  

o What makes you trust a brand, whether it's in the oral care, snacks, or food category? 

o Are you subscribed to any Loyalty Program? (if not, mention some and see if they recognize) 

6. Social Media and Influence on decisions 
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• Does your pet have a social media account? 

• Do you post pictures of your pet? 

• Do you follow any pet care brand on social media? 

o What are the main reasons that made you follow these brands on social media? (Is it because of its 

engaging content, the information it provides about the products, or because you really like the brand 

and want to keep updated…?) 

• Do you follow any pet influencer? 

o Who? What are the main reasons for following that person? 

o In your point of view, what would the ideal pet influencer talk about (which topics would he/she 

cover)? 

• How much do you think advertising influences your decision-making? 

o Advertising in social media vs. organic reach (influencers & pet brand’s content) 

• Have you ever got advice from fellow pet owners on social media regarding pet food brands or feeding 

practices? Do you trust this information and reviews shared by other pet owners when making pet food 

choices, or do you rely more on official brand channels and websites? 

7. Demographics: (If not clear during the interview ask the following questions) 

• How old are you? 

• Gender 

• What do you do for a living? (working/studying) 

• Which is your country of origin? 

• How big is your household? 

• Are you living in an urban, suburban, or rural area? 

• Do you have children? If yes, does this affect your pet ownership experience?  

8. Conclusion and Wrap-Up: Thank the participant for their time and valuable insights. 
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Appendix 6: Online Survey: Research Questions 
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Appendix 7: Store Observations: Observation Grid  
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Appendix 8: Store Observations: Location details 
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Appendix 12: Brand Recall and Brand Recognition of the most mentioned brands on the survey 

(new pet parents) 

GRAVEYARD 
MODEL BRAND RECALL BRAND RECOGNITION 

Royal Canin 64.29% 97.22% 
Pedigree 25.00% 86.11% 

Purina/purina one 21.43% 69.44% 
Friskies 17.86% 33.33% 
ACANA 17.86% 22.22% 

Libra 14.29% 22.22% 
Advance 7.14% 58.33% 
activepet 0.00% 50.00% 

Marca continente 0.00% 50.00% 
PorSi 0.00% 50.00% 
Hill's 0.00% 19.44% 

 

Appendix 18: Brand Recall and Brand Recognition of the most mentioned brands on the survey 

(new pet parents) 

GRAVEYARD 
MODEL BRAND RECALL BRAND RECOGNITION 

Whiskas 25.00% 100.00% 
Purina One 50.00% 63.64% 
Royal Canin 50.00% 72.73% 
Friskies 8.33% 60.61% 
ActivPet 4.17% 48.48% 
Libra 8.33% 12.12% 
Continente 4.17% 57.58% 
Acana 12.50% 12.12% 
Felix 4.17% 3.03% 
Hills 4.17% 15.15% 
Weego 4.17% 0.00% 
Brekkies 0.00% 9.09% 

 


