RESEARCH

H Zoomark ka1 n eTaipeia epeuvdv Nomisma,
«PIXVOUV (PpRC» GTNV

ayopd nNPoiovTwyVv Yia Katoikidia,
EKTOC TWV NPOIOVTOV SIaTPOPNC
MIA NEA EPEYNA 2KIAI PAOEI TO IMNMPODIN ENOX

TYTHKOY ITAANOY KHAEMONA ENO2 KATOIKIAIOY

L e

H véa ouvepyaoia petaku tns Zoomark kai tns Nomisma napdyel pia npwitonopiakn
gpeuva nou Ba eEeNixOsl kal TOUs NPOOEXENs UNVes, LUexpl th Zoomark 2025. H épeuva
ENIKEVIDWVETAl OTNV avdAuon twv tdoswVY O€ €va Kpioluo tunua yia tn Biounxavia
karoikidiwy {owv tns ltanias: tTnv katnyopia eKtos twv npoioviwVv dIatpoQris.

nnyn deATio TUNnou Zoomark

bie€nyaye n Nomisma yia th Zoomark oxeu-

K& PE US ayopactkés ouvnBeies twv ltafmv
kndepdvwy  Katoikidiwv  podis  KukAo@opnoav.
Anokaduntouv PBacikés TACEIS OTov TOpEa EKTOS
TV Npoiéviwy d1atpo@ns, 0 ornoios éxel enektabel,
Kal avantUooetal CUVEXWDS Td teneutaia xpdvia Kal
nepilapfaver:  oupnAnP®UATA, AvUNAPACITKA
npoiévta, afecoudp, naixvidia, npoidvia uylel-
vhs Kal Gupo yia ydres.

To npwWIa oNPAvuKa onpeia tns €peuvas nou
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Ta bedopéva nou Napoucidotnkav €ival 10 NPw-
10 PApa o€ pia eupUtepn ouvepyaoia petatu s
Zoomark kal tns Nomisma. Auth n cuvepyaoia Ba
avantuxBei tous enOPEVOUS PNVES WS PEPOS EVOS
NPOYPAUHATOsS yia v tautonoinon twv Ttdoswy,
TV andYewv, twv oUVNBEIDY Kal TWV CUUNEPIPO-
PV twv ltandv kndepdvwy Katoikidiwv.

«O1 bpactnpidtntes nou arnotedouv tn SIET otpatn-
YIKA pas ue T Zoomark Las enitpénouy va KAvoupe



The pet care market worldwide pia ant ouveiopopd otoV ITafiko TopEa npoio-
VIwv yia katoikibia yia npwin gopd», €Ehynoe

Total expenditure on pets in 2022 o Mattia Barchetti, Enikepadns kar Market

B - “ I l Intelligence otn Nomisma. «Ta anotedéopata

= s épeuvas napéxouv pia O1aToUN TwV TPEXOU-
130.0 33.0 53.6 6.8 oWV kai HEAAOVUKWDY TdoEWV OXETKG LE TN OU-

€ Billions € Billions € Billions € Billions LMEPIPOPA Kal TS MPOTLINTEIS ayopwV twv KNde-

10% 12% 5% 19% 9 i [ [ A -

*+10% 2% 5% +19% povawv katoikibiwv {wwv, kabws kai {wukns on

paoias ninpogopies nou Ba BonBrocouv Ts ko-

non-tood* _{ 53% @ @ 43% pUQaiEs ITAAIKES Kal EEVES EMIXEIPNOEIS TOU TOUEQ

=7576)

U U va kaBopioouv Ts otpatnyikes NwANCEWY TOUS».

H ayopd Katolkidiov {Owv

Italian pet care market I l ouvexiZel va avanTicoeTal
H ayopd katoikiblwv {dwv CUVEXIOE va ava-
6 8 Expenditure by nwiooetal naykoopiws 1o 2022, naviou and us
° ItQIIOntEO'usehtolds IMPACT OF PET PRODUCTS SPENDING ON HIMA €ws v Eupd)rln kar tnv Acia. Ol KnéE-
€ Billions on their pets TOTAL HOUSEHOLD EXPENDITURE 1,05% P P , . ,
{In2022) pOVES TV Katolkidiwv {hwv naykoopiws ival
6o kal nio npooektkoi otn epovtida twv ya-
The recorded incidence of pet TV, Twv oKUAWY Kal twv aAAwv PIKpy {dwv,
0,70% , , , ,
consermption mereased by almost eniAéyovtas 1600 T SIATPOPN TOUs BCO Kal Ta
oS bps unoAoina NPoidvta PE yVpova v gunpepia
208 2019 2020 20m 2022 TOUS Kal nAgov tous avupetwnifouv ws péAn ts
OIKOYEVEIQS.
. H Itadia &enepva us HMA, v Kiva kal tnv Eu-
The pet accessories segment I l I . . )
pwrn doov agopd s ouvonikés dandves yia
Expenditure by 1.2 talion household katoikibia, pe ouvoflikh au§non otov topéa
6.8 Italian households . expenditure on pet wwv Katolkidiwv {wwv oxedov 20% os ou-
& Billions on their pets € Billions accessories . , )
(in202) (in2022) YyKpIon pE tnv nponyoUpevn xpovid. Ta npo
COMPOSITION OF EXPENDITURE ON ACCESSORIES" i6via ektds s SlaTpoPns avunpoomneucav
Eood Meclos xpenses uppiemensensont por. < NEPINOU 10 43% Ttwv ouvorikdv danavdv. O
cotiitor | 16% ouvofikés dandves yia katoikibia npooeyyi-
57% ) Accessories Home accsssorics . I 14% {ouv 1a 7 dioekatoppupla EUPW.
Hygiene and grooming. _ 13%
Toys 10% O1 1tanikés oikoyéveles Eodelouv 6,8 dioeka-

TOUHUpIa gupw KAOs xpovo yia tn gpovtida
WV HIKpWV {OwV Tous Kal yia tnv eEaopdnion
s eunpepias tous. And autd, to 57% nnyai-

Animal on which pet expenditure L L,
focuses Vel O€ TpOoPn Kal 10 26% oe 1atpikd €§oda yia

x_ﬂu] Age DOG KTINVIATPOUS.
k |8

> 45 YEARS | 47%

Among those who have more
than one pet: a CAT is the most
frequent

AUTo agnvel 10 17% twv danavwv yia Katol-

ITALIAN PET | Household House type ) ] .
OWNER AMILY WiTH Kidla va apiepvetal oe afeooudp, Kal OUYKE-
COHABITING HOUSE WITH . . . .
IDENTIKIT CHILDREN OUTDOOR SPACE KQIPJEVA OE MeVIE KUPIES KATNYOPIES:
&4 e YupnAnpwpata Kal avunapaoitukd npoid-
ém | oot . Lifestyle via,
balanced  Appo yia ydtes,
Urban Global and curious Sustainable Active life p pa s z
m m m - ¢ Afeooudp (onitakia kal €idn dveons, Aou-
9% L, s -,
e — p1d, nepifaipia kar pouxa),
@ . PRESS ¢ [poidvta uyleivhs & kadAwniopou, Kai
= ZOOMARK Sl |, niimner KQ/:] g%h:;:';EoNziE en non-food merket e Maixvidia.
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Spending habits

Pet owners who have purchased In the last 12 months, how much did you spend on the following
each product category in the last
year purchases for your pet?
Cateulation basis: otal pet owners Calculation basis: purchasers of each expenditure category.
mUPIOEI00  mFromei0Ito €300 More than €300

69% iz supplements s antper products o
64% ﬁ Home accessories 77% 16% [
63% i Hygiene and grooming products 81% 13% 113
54% (O o ST
38% == Leashes and muzzles 87% 7% i
32% Cat litter* 56% 39% 5%
3% @ Tronspor accessois | 3 6%
24% - citning n

aecronic scuprert . 3 6%

2 High spender 7 32%
Categories where the share of
o0 spendrs's igher han e
Purchase
Ch,°|°e @nown manufacturer brand } 44%
. drivers i
HIGH . ]
SPENDING" Lifestyle 'ﬁ'«'ﬁ’ Luxury seekers 3 42%
PET OWNERS Purchase channel online specialised %
i, they spend for their pet more of pet accessories —_—

than the sample average

% Household M Family w/o cohabiting children ; 39%

Age -‘.ﬁ? 30-45 years old | 37%

Pet ;
on which expenditure is Dog ' 37%
focused
o Nomisma survey on alan pet owers

15 Million 280 Million

The regions of Lombardy,
Lazio, Emilia-Romagna,
and Tuscany account for
more than 60% of the

spending on pet
accessories. ’ : \

Preference for the specialised channel and online = ®

Where do you buy most of your pet accessories?

First answer in order of importance

Medium/large petshop chains [ 22% J —
37% mainly use

the specialised
physical channel

Online on generalist websites 7
19% | 35% mainly
use the online

Online on websites specialising in pet products 16% channel
Hyper and supermarkets 16%
small specialised petshops 15% J o
Discount and big markets 7%
t physicalchannel
Sampl: ot other 5%
= v PRESS .
s . Pet owners n taly: focus
= ZOOMARK Sas | L 2 §%’fy”§%“z? on non-food market
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Or1 6andves yia Katolkidia ws Nooootd Twv
€€06WV WV ITANIKWY OIKOYEVEIDV €XOUV QU-
EnBei otaBepd 1a teneutaia xpdvia, kar 16iai-
tepa petd tov Covid, pe ouvodikh av&non 35
povadwv Baons peta&u 2018 kar 2022, obn-
yVIAs O€ ONPAVUKES ENINTWOEIS otnv aduoi-
6a epodiaopou Katolkidiwy {Dwv.

O1 npognickonnaoels tns €peuvas tns Nomisma
beixvouv 6u 10 52% TWV AVIAnNokpIvopé-
vwv avépepav 6u danavouv 1o peyanUte-
PO HEPOS TwV Pnvidiwv €§6dwv tous yia 1o
okuno tous. Qotdoo, étav cupnepifapPa-
vovtal ol KnGePbVes pe nepiocdtepa anod éva
(o, o1 YATes NTav td Mo oUXVA avapepopeva
O€ QUTA TN PETPNON.

ITaAoi KNSEUOVEG KATOIKISIWV:

To npo@iA kal o Tpéno¢ {wWNG TOUG
H €peuva tns Nomisma yia tn Zoomark na-
pouciadel 1o npoeiA tou wnikoU 1Itafou Kn-
bepodva katolkidlou: ol IB10KTATES gival Katd
péoo 6po Avw twv 45 g1V (47 % twv oup-
HETEXOVIWV OTnv £€PEUVa) Kal avAKOUV Of
pia oikoyévela pe naidid (43% tou ndaven).
EninAéov, oxedov 10 90% twv yovimV Ka-
toIkidiwv el og oniu pe e€wtepikd XwPoO,
6nnadn pe touddxiotov éva pnankovi h
KNNo.

H avanduon avayvwpilel enions us S1GQopes

T0U Tponou dwns twv KNSEPOVWY KaTtolKidlwy:

¢ ‘Evas otous névie (19%) opicel tov 1pdno
{wns ou ws "loopponiotnsy», avaldntw-
vias 1copponia petagu tns Npoownikns
tou {whs Kal s €pyacias tou, n onoia
nepiNapPaver ta katoikidid tou.

¢ AxodouBouv autoi pe tov "Acuko" 1p6-
no (wns (10% twv avtanokpIVOPEvwy),
avBpwnol nou {ouv o€ ypnhyopous pub-
poUs Kkal napakofouBouv Kolvwvikd
Kal noAiuoukd yeyovota tns néAns,

e O1 "Maykéopiol kai Mepiepyol” (enions
10%), nodites pe avoixtd Nvelpa Kal e-
yano evdiagépov yia tov nofitopd kai v
KOOWO.

e Eva aképa 10% nepiéypaye tov €autd
ou ws «@ido tou MepiBdnnovios», nou
akonouBsi éva nio Biwoipo tpéno {wns,
eouadovtas oty avadhnon twv QIAIKOV
npos to nepiPandov Avcswv oe dAoUs
TOUS TopEis s {wNs Tous.
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User experience is the main advantage of offline

channels

You buy accessories for your pet at ... because ...

First answer in order of importance, the three most significant reasons were provided for each channel.

SPECIALISED 23%0“% veyed pet

wners purchase

ONLINE

owners purchase

SHOPS through this channel through this channel
I can see and test
24% Prices are convenient 27%
products
It is close to home 18% There is a wide choice 15%

I can ask shop
| can compare several

assistants for advice 17% 12%

roducts
and information P

57% of the surveyed pet

35% of the surveyed pet

LARGE-
owners purchase
SCALE RETAIL through this channel

"[vowpiloupe ndéoo peydin SUvaun aokei o
TOUEAS TwV TPOPIUwWV OTNV OIKOVOUIa Twv
katoikibiwv. Mapdia autd, n kaivotopia

I can do family

shopping at the same 27%
e nou anokanunietal and us nio npoéopa-
cheaper prices - €S TdOEIS OTOV TOUEA TwV Un TpoPiuwyv
uas Néel naws e€efiooetal n ayopd" - "Xto0
e ot b o nAaioio auths s onpavukns avantuéns,

Eexivioaue tn ouvepyaoia pe t Nomisma
Ue okond tv avdduon twv tdoewv Kai

Personal taste and price drive purchasing choices

When buying accessories for your pet you choose based on ...

First answer in order of importance

The product reffects my personal taste (aesthetically and others)
Low price.

special offer or discount 12%

Cruelty free or non-animal tested product 13%

Label wording and logos certifying product or manufacturer... 7%
Known manufacturer brand 12%
Brand name of supermarket or petshop 8%
Retailer's advice 8%
Advice and suggestions collected on social networks and from 2%
Products geographical origin 3%

other 1%

e Aiyo miow otn Aiota givar o1 katavanwEs
(9% twv avtanokpivopévwyv) nou ava-
yvopilovtar ws "Wneiakoi", pe nabos
yla wnv texvonoyia kal us online ayo-
PEs, Kal

e TéAos, €va 9% opilel tov 1podno {wns Tous
ws "ABAnukoi", 6nAadn ackouvtal ta-
Kukd kar akofouBoUv 1copponnpévn
Slatpopn.

Ta npoidvia katd twwv napaocitwy, ta afe-
ooudp yla to onit, Kabms kal ta npoidvia
uylelvhs kal kadAwniopoU ATav ta nio ouxva
ous eninoyés twv KNdepdvwy, 10 nponyou-
pevo €tos, anotedwvtas ndvw and 1 60%
v NWANCEWV.
O1 knbepdves twv Katolkidiwv ouvexi(ouv
va eninéyouv ta e§IbIKeUpéva QUOIKA Ka-
TaoThPATa WS NPpwielwv Kavanl ayopmv
tous, andd n online ayopd yivetar 6Ao kal
nio onpavukn, 161aitepa yia OpICUEVES Ka-
myopies npoidviwy. Ta npoidévia pe ava-
pevépevn auénon ous péoss dandves ta
enoépeva duo éws tpia xpoévia nepiAapPa-
vouv Gupo yia ydates, npoiévia Katd twv
napaocitwyv Kal nAektpovikéd e€onniopd.
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WV ayopactikwy ouvnBeidy twv 1tafwv
knbeudvwv katoikibiwv. H npéBson tns
Zoomark napapéver va npoo@épel otous
EKOETES Kal TOUS NIOKEMNTES ta anapaitnta
20% epyaneia yia tnv avénon twv enixeipnua-

26% UKWV TOUS EUKAIPIWV, Kal MOTEUOUUE O
ta npwta debdopéva nou ouykevipwBnkav

SUSTAINABILITY

e 46% ané m Nomisma €ival 1o owotd onyeio k-
BRAND of pet owners will par L, . |
20% roreatenton to” kivnons yia evoiapépouaes oulntnoeis nou

sustainability aspects
in the next 2-3 years

Ba avantuxBouv otnv €kboon tou 2025",
unoypaupicel n Luisa Bersanetti, AieuBu-
vipla ExkBéoewv ths Zoomark.H

SUGGESTIONS
10%

The economic situation is favourable

PURCHASING POWER RECOVERY
Percentage values, quarterly data

EMPLOYMENT AT AN ALL-TIME HIGH
Percentage values, monthly data

61.9%
7.5%

ns Employment rate
Contractual hourly wages -
Unemployment rate

INFLATION TEMPORARILY UNDER CONTROL

Percentage values, monthly data

March 2024
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POSSIBLE ITALIAN PET CARE

2017 2018 2019 2020 2021 2022 20232024 MARKET EXPANSION

analysis on Istat data.

Spending forecast: almost all categories growing

Looking ahead to the next 2-3 years, how much do you expect to spend on the following categories...?

Caleulation basis: respondents who have purchased each category of pet products or services In the ast 12 months.
P P gory of pet pr NET

catlitter | 73% 5% 16%

supplements & anti-par.  [IIEEZE 69% 8% 15%
Electronic equipment  [IIECEEEN % 9% %
Hygiene/Grooming products [N 75% 10% 6%
Home accessories [ % 13% 3%

Toys 14% 73% 13% 1%

Leashes and muzzles  [IEZAN 74% 2% %
Transport accessories 74% 12% %
Clothing  [EEE3 74% 12% 1%

Decreasing

o

 on Htalan pot owners

g e ) PRESS pot in Italy: f
4 ZOOMARK s . s byl | meme
8 May, 2024



