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Pet Care:
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HH Income under $25,000 HH Income $25,000-$49,999 HH Income $50,000-$74,999 HH Income $75,000-$99,999 HH Income $100,000+

mPrivate Brand = Name Brand
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Age: The youngest generation’s growth in buy rate outpaces

all other age groups by at least 1.5 pts. 9.4%

Income: High income households’ impact to wallet spend Total Pet

was 31% higher than any other bracket. Care

Ethnicity: Asian households drove the greatest increase in 20 M 5.5%
buy rate at +9.4%.
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1. NIQ Omnisales Measurement; 52 WE 12/30/2023 vs LY

2. NIQ Omnisales; Total Omni, L52W W/E 12/30/23 vs YAG

3. NIQ Omnishopper Panel, Total Pet Care, L52W W/E 12/31/2023 vs. YAG

4. NIQ RMS Scan, Total US xAOC by Department, L52W W/E 12/30/23, Pet Care using Total US xAOC + Pet Retail
5. NIQ Omnishopper Panel, Total Pet Care, L52W W/E 12/30/2023 vs 2 YAG
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