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Introduction

 Pet continues to be a highly dynamic area – there is significant M&A activity that 

shows no signs of slowing down, with strong interest from both strategic and 

financial buyers

 Amid the current volatility, Pet’s strong and enduring fundamentals make for a 

compelling investment case. Our recent consumer research provides reassurance that 

Pet continues to be a protected area of spend, even as consumers feel a squeeze 

on their income

– However, the nature of the different phases of the inflationary cycle do require 

players to deploy a broad set of levers to protect value

 As in other categories, consumers are increasingly conscious of sustainability –

and although not yet a significant driver of behaviour, brands cannot afford to be 

complacent

– There is a choice to be made around the right sustainability position to occupy, 

based on which attributes pet owners care most about – other more developed 

categories provide a point of reference 

 While Pet is a well-developed category, new areas of innovation provide opportunity 

for rapid growth across multiple new frontiers, driven by continued premiumisation 

and humanisation trends

 Public valuation levels have been negatively impacted by the Ukraine / Russia crisis 

and accompanying inflationary pressure, however, strong businesses with well-

articulated equity stories still achieve premium valuations in the current market

 Today, greater investor focus is on operational strength and capabilities to 

navigate successfully through the current environment – businesses with these 

characteristics will emerge as clear winners in the months ahead
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Why Investors Like Pet

Pet remains an attractive category for investors, especially in times of 
economic turbulence

Resilience through economic downturns

High margins (relative to other consumer goods categories)

Continued premiumisation, driven by humanisation

Pet ownership surge

Expandability into new products and subcategories

Prevalence of disruptive models
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Selected M&A Transactions in 2021 and 2022 in the Broader Pet Sector

Significant deal momentum across the pet space showing few signs of 
slowing down

Deals involving Harris Williams and / or OC&C 

HIGH GROWTH DTC
BRANDED STRATEGIC 

ADD-ON

PE PLATFORM 

INVESTMENT
PL / CO-MAN ADD-ON

Broad deal 

types

2021

Partner in Petfood 

(Cinven)

Manna Pro 

(Carlyle)

Wind Point

Vafo Group

Assisi Pet Care

Pet Food Experts

Apax Partners

Northern Star 

Acquisition

BRF

Mid America 

Pet Food (TA)

General Mills
(pet treats business)

Partner in 

Petfood (Cinven)

NXMH

Dane Creek

Several Vancouver 

Island pet retailers

Codico

A&M Capital

AUA

Platinum Equity 

IPN

Voff

Mars

Manna Pro 

(Carlyle)

KKR Barentz
Hellman & 

Friedman / EQT

Partner in 

Petfood (Cinven)

Vimian

UPF (Waterland)

Vafo Group

Brightpet

Nexus Capital

Dane Creek Capital

Maced (Resource)

Eurazeo

Elanco

Nutresa

Cinven

Cargill

A&M Capital

3D Corporate 

Solutions

L Catterton

Vestar

H&H

FountainVest

ADM

Nutreco

Manna pro

Piper

Voff

Petmate 

3D corp. Sol.

Antelope

Perwyn

Assisi Pet Care

Mera

L Catterton

Verlinvest

Cranswick

2022

Sources: HW Intelligence, Mergermarket, Pitchbook

3i Group Antelope

Assisi Pet Care

Antelope

Mars

Undisclosed

pet treats brand

Axcel

United Petfood

(Waterland)

Darling Ingredients

Cinven / Fressnapf

Holding

Spectrum Brands
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Pet food Pet services Pet retail Pet products Other

Pet Sector Deal Volume in Europe (# of Deals, 2000 – 2022)

Investor interest in pet has been steadily increasing, with exceptionally high 
deal volumes since the start of the pandemic

Strong momentum during the pandemic1

▪ Overall strong growth in the number of European pet sector 

transactions since 2000

▪ Record year in 2021 as the pet sector was one of the few 

resilient sectors that traded well during Covid

15%
CAGR in deal volume 

since 2000

52%
Increase in # of deals from 

2020 to 2021

147
Transactions in 2022 YTD2

– above 2020 level

36 31 32
44

59 54

37

67
58

40 36

13

Q1
2020

Q2
2020

Q3
2020

Q4
2020

Q1
2021

Q2
2021

Q3
2021

Q4
2021

Q1
2022

Q2
2022

Q3
2022

Q4
2022

2022

YTD2

Sources: HW Intelligence, Pitchbook

1. Record year 2021 driven by strong investor interest in pet sector during the COVID-pandemic due to resilience of the pet sector and rising pet ownership across countries 2. As of 1st December 2022 
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Breakdown of Pet Sector M&A Activity by Investor and Transaction Type

While strategic buyers continue to use M&A to gain market share, financial 
investor activity has significantly increased, driving cross-border deals

31%

69%

% Strategic

% Financial

1,533

Deals
47%

53%

% Domestic

% Cross Border

1,533 

Deals

DOMESTIC VS. CROSS BORDER TRANSACTIONSSTRATEGIC VS. FINANCIAL INVESTORS

LONG-TERM AVERAGES

20-Year 10-Year 5-Year 3-Year

Strategic
31% 28% 23% 20%

Financial 69% 72% 77% 80%

LONG-TERM AVERAGES

20-Year 10-Year 5-Year 3-Year

Domestic
47% 45% 41% 34%

Cross 
Border

53% 55% 59% 66%

Strategic acquisitions – share of cross border deals Financial buyer acquisitions – share of cross border deals

20-year average 10-year average 5-year average 3-year average

57% 56% 51% 56%
20-year average 10-year average 5-year average 3-year average

51% 55% 61% 68%
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Key Evolving Trends for Incumbents and Investors

With well-established and attractive category fundamentals, now is the right 
time to be planning your medium and long-term strategy in pet

Resilience in the

Macro Environment

Valuation and 

Transactional Impacts

New Frontiers

• Despite a challenging period for household budgets, consumers are 

protecting spend on their pets

• To maintain position, brands should ensure their price pack architecture

and channel strategy are accessible for consumers prioritising value for 

money

• Valuation levels of pet sector transactions have steadily increased over time

• Crafting a long-term equity story, backed by data and based on the key 

valuation drivers in the pet food space, is key to attract premium valuations

• Currently, investors are heavily focused on operational strength and 

capabilities to navigate successfully through the current environment

Evolving Consumer 

Attitudes to 

Sustainability

• Whilst ESG is not a major driver of choice in Pet today, consumers are 

increasingly mindful of it (and investors also place great value on it)

• Brands cannot be complacent, as other industries have shown that action 

typically follows awareness

• The most pressing challenge for brands will be meeting rising expectations 

around e.g. packaging – however, longer term, they will need to decide 

whether / how to evolve the core product

• The continued humanisation of pets is opening up new frontiers, which 

often follow trends that started in equivalent human categories

• Areas gaining traction incl. super-premium food (eg fresh, raw), and 

supplements for both physical & mental health

• Clear opportunity here for existing asset owners and investors
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Key Themes for Today

Evolving Consumer 

Attitudes to 

Sustainability

New Frontiers

Valuation and 

Transactional Impacts

Resilience in the

Macro Environment



9

© OC&C Strategy Consultants and Harris Williams 2023

Macro Context for Pet

Pet is underpinned by strong fundamentals, and despite the challenging 
external environment there are levers available for players to protect value

Strong & Enduring 

Fundamentals

 Sustained growth driven by:

– Pet ownership surge

– Continued 

premiumisation, driven 

by humanisation

– Expandable demand into 

new products and sub-

categories

 Alongside attractive 

margins (relative to other 

consumer goods categories)

A Challenging Environment

 Surging inflation & 

squeezed disposable 

incomes across markets

Pet products inflation 2021-

22YTD1 (ppt delta)

But with Levers Available to 

Protect Value

 Levers available to navigate 

continued inflationary 

pressures and protect 

pricing and margins (e.g. 

brand, portfolio and 

channel strategy)…

 ...With further levers 

available to sustain higher 

pricing through a future 

period of input cost 

deflation, primarily

premiumisation

+10.7ppt
+9.7ppt

+8.6ppt

US DE UK

Sources: ONS, BLS, Destatis, OC&C analysis

1. Up to August 2022: DE = Dog and cat food; US = Pet food; UK = Pet Care

Macro 

Environment



10

© OC&C Strategy Consultants and Harris Williams 2023

Pet Food Recession Performance1

The Pet Food market was resilient during the recession of 2008-10, exhibiting 
strong value growth; trade-up to premium continued

Sources: Oxford Economics, Euromonitor, OC&C analysis

1. Cat and dog food only

Recession

Value Evolution vs GDP by Geography

YoY % Change, 2009 – 2012

2009 2010 2011 2012

-6%

5%

6%

-5%

-4%

-3%

-1%

-2%

3%

0%

1%

2%

4%

7%

Volume Evolution by Price Point by Geography

% CAGR, 2008 – 2010

-0.3%

-0.4%

-0.3%

-2.3%

0.7%

3.3%

3.1%

2.1%

2.2%

Economy

Mid-Priced

Premium

US

UK

DE

Germany Pet Food

UK GDP

US Pet Food

UK Pet Food

US GDP

Germany GDP

Premium already more mature in the 

US and saw only minor decline amid a 

sharp recession…

…With pricing growth offsetting small 

volume declines across all tiers 

Pet food value growth consistently 

outstrips GDP in UK and US

Significant trade-up in the  

UK through this period

Macro 

Environment
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Purchasing Habits in the Last Six Months, by Category1

% of Respondents Who Shop Category

Evidence suggests that pet spend is holding again, with owners reporting 
they are protecting spend on pets over other areas

14% 16%

30%

56%
60%

43%
51%

44%

57%
66% 63% 60%

41%

53%

48%

24%

25%

43%

37%
44%

31%

23% 27% 30%

30%

24%

14% 10%
8% 7%

9% 7% 6% 4% 5% 5%13%
6% 7% 9% 6% 6% 4% 5% 6% 5% 4%

1%

I haven’t needed

to change

Pet Care

N=1,305

1%

Groceries Health and 

Wellness

Carefully budgeting

Gyms / 

Fitness

Clothing

1%

International 

travel

N=929
1%

Beauty 

Products

3%
1%

Eating and 

Drinking out

1% 1%

Electronics

N=1,355
1%

N=1,341

I’m buying more / more

premium

Furniture

1%

Out of Home 

Entertainment

1%

Homeware

Cutting back significantly

to save money for 

other things

1%1%

N=1,360 N=1,037 N=1,263

Prioritising spend, even if

cutting back elsewhere

N=1,289 N=1,222 N=1,202 N=1,280N=1,294

Sources: Consumer Survey, OC&C analysis

1. Which sentence best describes how your purchasing habits have changed over the last 6 months, in the following categories?

Increasingly Protected Spend

Only Respondents who are Reducing Spend due to Inflation

Survey Covered USA, Germany, and UK Respondents (Sep 2022)

Macro 

Environment
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Drivers of Pet Spend Resilience

This is underpinned by owners’ strong emotional connections with pets; they 
are often seen as cherished family members

Sources: Consumer Survey, OC&C analysis

1. Which of the below descriptions best characterises your relationship with your pet(s)?

2. Which of the following best describes how you spend money on your pet(s)? 

A cherished family member,

akin to a child

3%

An important companion

for me/my family

A pet, but not an essential

part of the family

32%

An assistant to my work or

due to a medical condition

62%

A breeding animal

1%

1%

Relationship with Pet(s)1

% of Respondents; N=3,031

In
c
re

a
s
in

g
ly

 c
lo

s
e
 r

e
la

ti
o
n
s
h
ip

Attitudes to Pet Spend2

% of Respondents; N=3,031

I buy them only basic products

I prioritise spend on them over luxuries for

myself or any other household members

I spend the minimum on them I can

4%

Spend on them is as important as spend on

myself or any other household members

21%

I buy them basic products and

top up with luxuries or treats for them

My spend varies according to my budget

50%

19%

5%

0%

Attitudes reflect strong 

humanisation trend

G
re

a
te

r 
p
ri
o
ri
ti
z
a
ti
o
n

As evidenced above, pets are generally treated as cherished family members and spend on them is prioritised and protected…

…However, despite recent anecdotal evidence of increases in returns of pets to shelters (due to normalisation of behaviours post-covid and the cost of 

living crisis), returns make-up a very small proportion of overall pet population and are unlikely to have a material impact on the trajectory of the market

Macro 

Environment
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CPI Petcare Inflation (End of Year CPI 2010 – Aug 2022, %)

Pet owners are however facing a challenging environment, with pet-related 
products surging in price relative to disposable incomes

Sources: ONS, BLS, Destatis, OC&C analysis

1. Dog and cat food 2. Pet food 3. Pet Care
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%
)
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UK3

201420132012 2015 2017 2019 2020 Aug-22

DE1

Long-term

average:

c.2%

2021-22YTD 

Delta

+9.7ppt

+10.7ppt

+8.6ppt

The general consensus is that 

input costs (and hence 

consumer price) inflation will 

remain high through 2023

Macro 

Environment
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Changes in Pet Food Shopping1

% of Respondents Who Changed Spend; N=1090

And amid the squeeze, a small selection of pet owners are trading-down 
permanently; when making changes, they are likely to protect food quality 

Sources: Consumer Survey, OC&C analysis

1. You said you have been more careful about your spending on pet food over the last 6 months. Which of the following have you done? N=377

44%

29%

37%

32%

43%
Purchased Same Food 

From Lower-Priced Store
13%15%

Purchased Cheaper Alternative

from New Retailer

12%12%
Switched to Cheaper Brand

Within Same Food Type

33%43%

13%

12%12%
Switched to Own-Label

Within Same Food type

42%35%15%7%
Changed Feed Mix, Increasing

% of Lower Priced Food

43%
Switched to Cheaper 

Food Type
35%

38%

9%

15%10%

Made this change, will continue it going forwards Made this change, but plan to reverse it I have done this occasionally I have not done this

Channel Shift

Food Mix Shift

Channel Shift + 

Food Mix Shift

In
c
re

a
s

in
g

 M
a

g
n

it
u

d
e

 o
f 

C
h

a
n

g
e

Generally, the changes that consumers are making are minimal –

maintaining food type wherever possible, and only a minority plan 

to continue the changes they have made going forwards

Brand Trade-

Down

Macro 

Environment



15

© OC&C Strategy Consultants and Harris Williams 2023

Phases of the Inflationary Cycle

Looking forward, the consensus is for continued high inflation and a squeeze 
through 2023, before transition to input cost deflation, potentially from 2024

Conceptual

2024/25 onwards2022 2023/24

DeflationInflation
Input 

Prices

Indicative 

Timing1

High inflation and 

broader headwinds

Continued high 

inflation, but 

inflationary pressures 

beginning to ease

A transition to input cost deflation, 

providing the opportunity to 

generate a “super-margin” if selling 

prices are maintained

The here and 

now…

…the continued 

squeeze…
…the other side

A projected further squeeze on 

consumer disposable incomes in 2023 

as high inflation continues, and broader 

macro drivers (GDP, unemployment etc) 

also move negative

Macro 

Environment

Sources: Broker reports, OECD, World Bank, OC&C analysis

1. Based on broker notes and key commodity input price forecasts
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Strategic Levers for Pet Food / Product Players

For pet food / product players there are multiple tried and tested levers 
available to protect value through these different inflationary phases

Not Exhaustive

Critical to place some growth bets through this period to 
then fully leverage them on the other side

The here and now… …the continued squeeze… …the other side

Reassess the brand and product portfolio

Pack price architecture

Brand architecture & (re)launches

Focus on new occasions & trends

Value chain realignment and COGS 

(e.g. vertical int., SKU rationalisation, OH reduction)
2

5

Strengthening retailer 

commercial relationships, 

aligning business plans and 

terms to minimise downward 

pricing pressure

2

Reset retailer commercial models 

(e.g. index-linking, shorter refresh times etc) 
3

Reset channel strategy 

(e.g. engaging more strategically with Discounters) 
4

Core pricing & leveraging 

growth bets to protect pricing 

and margin and potentially 

generate a “super-margin”

1

Core Pricing – continuing to push pricing through 

to recover input cost inflation
1

A

B

C

Realign promotional strategy 

(e.g. deeper discounts from 

high sticker price to access new 

consumers / channels)

3

Core Pricing – getting pricing 

through with retailers, often

and early
1

Ensuring security of supply2

Macro 

Environment
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Cocoa Coffee Soybeans

Maize Wheat Orange

Beef Sugar Food Index

Agricultural Commodity Prices / Prices Indexed to 100 in Jan 2000 (Jan 2000 to Sep 2022)

“Super-margin” potential: Similarly to historical crises, inflation is driving up 
costs for manufacturers – notably raw material prices have increased

 There have been significant 

increases in prices across all 

agricultural raw materials over the 

past c. 12 months

 This has been exacerbated by the 

war in Ukraine, which has both 

directly restricted supplies of raw 

materials like wheat, but also 

affected all food commodities by 

driving up input costs

 However, some individual raw 

materials have not reached their 

historical ‘supercycle’ highs (e.g. 

coffee and beef)

 The last supercycle was driven by 

supply and demand factors:

– Increased land allocation to 

biofuel production

– Poor crop yields due to weather 

– Flight to perceived financial 

safety after the GFC (from 

equities) intensified by central 

banks’ policies of Quantitative 

Easing

Post-financial crisis 

commodity ‘supercycle’

Ukraine 

war

Financial 

Crisis

Accelerating post-

pandemic inflation

Macro 

Environment

Sources: World Bank, OC&C analysis

Note: Cocoa index capped at 550
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1.5%

2.1%

0.7%

3.0%

3.4%

(0.8%)

(1.3%)

1.8%

4.0%

7.0%

2.2%

(1.0%)

-

3.0%

0.5%

(2.5%)

2.2%

4.6%

4.9%

(1.7%)

0.4%

(1.2%)

(1.5%)

0.4%

(0.6%)

(1.9%)

(0.4%)

(2.1%)

(1.8%)
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0.7%
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(1.8%)

14.5%
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0.1%
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0.0%
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0.6%
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1.7%

1.3%

6.9%

(6.7%)

0.3%

(4.6%)

1.2%

10.8%

4.0%

0.7%

2.9%

(0.3%)

(2.2%)

(0.7%)

F
M

C
G

Percentage Points Change in Gross Margin of Selected Public F&B and FMCG Companies

Historical margins of F&B / FMCG companies after input price escalations 
provide evidence to generate “super-margins” as input costs normalise

FINANCIAL CRISIS

2008 VS. 2007 2009 VS. 2007 2011 VS. 2010 2016 VS. 2010 2022 YTD1 VS. 2020

LONG-TERM POST-CRISIS MARGINS COVID / UKRAINE WAR

OUTLOOK

▪ Significant 

margin decline 

for almost all 

companies in 

2022

▪ Margin decline in 

2022 greater than 

during previous 

crises

▪ Historical 

evidence from 

previous 

recoveries after 

crises points to a 

strong super-

margin 

opportunity once 

current raw 

material prices 

have normalised

There is evidence for super-margins of F&B and 

FMCG companies in the aftermath of economic 

crises, driven by raw material price increases

1) Initial raw material price shocks significantly driving up input costs 

2) Companies increase consumer price levels to match rising raw material costs

3) When raw material prices begin to normalise but increased price levels for consumers still hold for a 

certain period of time, companies are able to generate higher gross margins

F
o
o
d
 &

 B
e
v
e
ra

g
e

Sources: Capital IQ, HW Intelligence

1. As of 1st December

Macro 

Environment
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Key Themes for Today

Evolving Consumer 

Attitudes to 

Sustainability

New Frontiers

Valuation and 

Transactional Impacts

Resilience in the

Macro Environment
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Importance of Sustainability

Over 2/3 of consumers view sustainability as mid-to-high importance in their 
lives; this holds true in Pet Food, to a similar degree as in Beauty / Fashion

Sustainability

Sources: Consumer Survey, OC&C analysis

1. Which of the following best describes your attitude towards sustainability issues today? N=3031

2. Thinking about the purchases you make, how important is sustainability to you in each area? N=3031

67%

57%

54%

54%

53%

52%

50%

50%

50%

47%

46%

45%

Pet Toys and Accessories

Electronic Devices

Beauty / Personal Care

Pet Treats

Food for Home / Cooking

Pet Food

Clothing / Fashion

Homewares

Travel

Pet Supplements

Pet Services

Eating Out

Consideration of Sustainability by Consumer Spend Categories2

% Selected Somewhat / Very Important

General Attitudes towards Sustainability1

%

40%

6%

Addressing sustainability

is very important to me
28%

I care about sustainability

and it sometimes impacts

my behaviour

21%

2020

5%

I care about sustainability but it does 

not impact my behaviour

Sustainability will only be important

In the future

N=3,031

Sustainability is unimportant

Not 

Bothered

(32%)

ESG 

Champions

(28%)

ESG 

Engaged

(40%)
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Pet Food Key Purchasing Criteria1

% Rank Top 3

However, quality & value remain the fundamental drivers of purchase 
decisions, with ESG-related criteria lower down even for ESG Champions

Sources: Consumer Survey, OC&C analysis

1. Thinking about food purchases you make for your pet(s), how important are the following criteria? Please rank.

Sustainability

Pet Enjoys It

9%

Value for Money

Recommended by a Vet

Brand I Know and Trust

Natural Ingredients

Quality of Ingredients

44%

Deals / Promotions

I Know Every Ingredient

Low Price

Attractive Packaging

Easy to Store and Feed

5%

Wide Availability

16%

Locally Sourced

Ethical/Environmental Impact

37%

37%

34%

31%

19%

17%

16%

16%

10%

9%

ESGPrice / Value Clean LabelQuality / Health Other

Full Sample N=3031

D
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c
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Brand I Know and Trust

Pet Enjoys It

14%

Value for Money

Natural Ingredients

33%

Quality of Ingredients

32%

Recommended by a Vet

I Know Every Ingredient

Low Price

Ethical/Environmental Impact

Easy to Store and Feed

16%

Deals / Promotions

Locally Sourced

Wide Availability

Attractive Packaging

36%

33%

32%

19%

19%

17%

16%

15%

10%

8%

ESG Champions N=849

Natural often 

perceived as 

sustainable, 

although in reality 

it may not be (e.g. 

water-intensive 

agriculture)

Pet owners prioritise criteria such as taste, value and 

quality over ESG considerations

This holds true for ‘ESG Champions’, whose top 5 purchase 

criteria are the same
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Importance of Aspects of Sustainability

Consumer priorities for ESG in pet food are similar to human food, although 
there appears to be greater reluctance to make sacrifices on the core product

Sustainability

21%

51%

46%

33%

24%

23%

20%

19%

18%

17%

13%

13%

8%

Local Sourcing of Ingredients

Natural Ingredients

Animal Welfare

Organic Produce

Low Carbon Footprint

No Single-Use Plastic

Recyclable Packaging

Brand that Minimises Food Waste

Local Manufacturer

Brand with Sustainability Certifications

Brand that Supports Social Causes

Meat-Free Diet

1. Thinking about the food purchases you make for your pet(s), how important are the following sustainability elements?

2. 217 respondents selected ‘none of these - sustainability is not important to me’

3. To what extent do you agree with the following statements about your pet? “I do not think cats / dogs should eat a meat-free diet”

Sources: Consumer Survey, OC&C analysis

-6%

-9%

5%

0%

2%

-1%

7%

2%

5%

1%

0%

4%

Meat free is the 

least important, 

and significantly 

less important than 

for human food

Pet Food

Importance of Sustainability Dimensions1

% Rank Top 3, N = 3,0312

Human Food vs Pet Food

… and are less likely to choose a 

meat-free diet

The top ESG priorities are the same for pet and human food – however, owners appear 

more reluctant to make ESG ‘sacrifices’ on behalf of a pet, e.g. prioritising naturalness…

Support for Cats / Dogs Eating 

Meat-Free Diet3

% of Respondents, N=3031

9%

12%

20%

30%

29%

Neutral

N=3,031

Strongly

Disagree

Strongly

Agree

Disagree

Agree

“The jury is still out on vegan dog 

diets”

Justine Shotton, British Veterinary 

Association President
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54%

45%

40%

39%

31%

20%

31%

20%

46%

45%

28%

30%

27%

16%

26%

20%
Gave my pet(s) less food / toys

Switched to brand with better

environmental credentials

Purchased larger ‘bulk’ packages

Purchased products with 

environmentally friendly 

packaging

Purchased locally sourced /

manufactured products

Bought second hand toys / 

accessories or recycled 

old household items

Switched to brand with better

ethical / social credentials

Purchased more plant / insect

based food

Willingness to Switch to Sustainable Pet Products

As a result, action on ESG today lags caring – a small proportion of people 
have taken action, and behavioural changes are typically small

Sustainability

Actions taken to Improve Sustainability of Purchases2

(% of Respondents Who Have Switched)

Switching to More Sustainable Pet Products by Attitude to 

Sustainability1

(#, % of Respondents)

Sources: Consumer Survey, OC&C analysis

1. Thinking about what you buy for your pet(s), to what extent have you changed what you buy to make your pet purchases more sustainable?

2. Which, if any, of the following have you done specifically to try to make your pet purchases more sustainable?

60%

29% 33%

24%

46% 35%

12%
20%

19%

5% 5%
13%

ESG 

Champions

ESG 

Engaged

Not Bothered

I have switched most / 

all my purchases

I have switched

for some things

I have switched where

price and quality

are the same

I have not changed 

what I buy

N=973 N=1,209 N=849

ESG Champions (572)

Total Sample (1817)

Consumers who are more conscious of sustainability are 

more likely to switch pet purchases, although relatively 

few say they do so consistently…

… and the changes they make are small, e.g. looking for better 

packaging, rather than fundamentally changing their pet’s diet

Packaging 

Changes

Brand / 

Product 

Changes

Reducing 

Consumption
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However, evidence from other industries shows the impact as consumer 
awareness of sustainability rises; it impacts attitudes first, then behaviour

Time

Sustainability

Air 

Travel

Grocery

Sports & 

Outdoor

1

ElectricalsGeneral 

Merchandise

Clothing & 

Footwear
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Behavioural Impact

“The environmental and 

sustainability credentials 

of brands directly 

influences where I shop”

Emotionally Engaged

“I start to think differently 

about retailers and brands, 

but it has not yet influenced 

how I shop”

Environmentally 

Conscious

“I am environmentally 

aware, but it doesn’t 

infiltrate my view of 

retailers”

2 3

Indicative

Health 

& 

Beauty

Pet Food
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ESG Pioneers1

There is already a small, engaged group of consumers consistently making 
changes – giving clues as to what behaviours may become more prevalent

Sustainability

52%

37%

41%

38%

38%

21%

34%

22%

54%

45%

39%

40%

31%

20%

31%

20%

Purchased products with 

environmentally friendly 

packaging

Switched to brand with better

environmental credentials

Purchased larger 

‘bulk’ packages

Bought second hand toys / 

Accessories or recycled 

old household items

Purchased locally sourced /

manufactured products

Purchased more plant / 

insect based food

Switched to brand with better

ethical / social credentials

Gave my pet(s) 

less food / toys

ESG Pioneers (216) ESG Champions (572)

Actions taken to Improve Sustainability of Purchases4

(% of Respondents Who Have Switched)

1. ESG Pioneers are respondents who answered I have switched most/all of my purchases to sustainable products / brands to the question to what extent have you changed what you buy to make your pet purchases more sustainable?

2. In UK, 19% of ESG Pioneers earn over £100k p.a. vs 12% of total sample; in Germany, 27% of ESG Pioneers early over €77k p.a., vs 25% of total sample

3. Thinking of the meals you typically feed your pets each week, how much of it falls into the following types? 4. Which, if any, of the following have you done specifically to try to make your pet purchases more sustainable?
Sources: Consumer Survey, OC&C analysis

Packaging 

Changes

Brand / 

Product 

Changes

Reducing 

Consumption

They are more likely to seek out sustainable products (e.g. with 

ESG creds) – however uptake of meat-free remains low 

There are ‘pioneers’ making more radical changes -

typically younger, affluent, super-premium buyers

52% earning over $100k, vs 34% of 

total pet owners (US only2)

53% under 45, vs 45% of total pet 

owners

36% buying Super Premium, vs 

22% of total pet owners 

Affluent

Younger

Super-

Premium 

Shoppers3

ESG Pioneers

“I have switched most / all of 

my purchases to sustainable 

products and brands”

c.7% of pet owners
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Pet Meat-Free Diets

Whilst a major shift to meat-free diets seems unlikely today, there is scope for 
meat reduction, and better products / education may drive growth over time

Sources: BVA, Mintel, Consumer Survey, OC&C analysis

Sustainability

More creative sourcing, eg insects, 

invasive species

Growth is more likely to be driven by changes to 

consumption, rather than removing meat entirely

Reduced overall volume of meat 

consumption

Increased consumption of ‘less 

desirable’ cuts to minimise food waste

Potential slowing / reversing 

premiumisation trends towards ‘human 

grade’ / ‘prime cuts’ of meat

The meat-free segment has been growing rapidly within Human food –

this gives some clues as to how meat-free could evolve in Pet

 Rapid growth in human ‘meat-free’ has been driven primarily by 

an increase in people following a ‘flexitarian’ diet – i.e. 

reducing, rather than removing, meat from their diet

 A number of key factors drove the increase in ‘flexitarians’:

– Innovation in taste / formulation

– Improvements to products’ health benefits / claims

– Scientific research on health considerations

– Consumer education on health and ESG benefits 

317m

230m

189m

2019

245m

2018

397m

206m

2020

Frozen +10%

Chilled +27%

434m
524m

627m
+20%

2018 – 20 

CAGR

‘Meat-Free’ Market, 2018-20

£m
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Brands have a choice around how to position themselves on ESG – however, 
as the bar of expectation rises, there are risks to being behind the curve

Indicative

Sustainability

Example 

Actions 

in Pet

Plant or insect-based food

Food made from off-cuts 

from human food 

manufacturing

Local supply chain

Strong carbon commitments 

(eg net zero pathways)

Recyclable packaging

Minimising single-use 

plastic

Reducing carbon footprint 

and committing to targets 

Ensure ethical practices 

through supply chain

Meet minimum regulatory 

requirements on environment

n/a

Focus on compliance Rapid reaction to 

pioneers

Innovating and 

Leading the Change

Limited / no action

Resisters Slow Movers Fast Followers Pioneers

Increasing Leadership

Businesses which avoid 

making changes, because 

they see sustainability as a 

cost, burden or potential 

threat to their business

Businesses which do not see 

sustainability as a strategic 

priority, but are ensuring they 

keep up with what is 

necessary to be compliant 

and manage reputational risk

Businesses which put 

sustainability at the heart of 

their strategy, proposition 

and model and typically set 

an example on progressive 

attitudes and practices

Businesses which prioritise 

and invest in sustainability 

initiatives (rather than putting 

ESG at their core), often 

copying moves from the 

pioneers

The bar of expectation is rising for both consumers and retailers - retailers in many markets are making strong commitments on 

this topic and manufacturers across categories will find they need to respond

Being ‘in the pack’ likely means starting to move now on the key non-product changes, and making decisions about potential 

longer-term changes to product
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Pet Brand Case Studies

There are successful ESG ‘pioneers’ in Pet which have built a brand around a 
sustainable product proposition, while also delivering on health, taste etc.

Sources: Orbis, OC&C analysis

Sustainability

$50m+ 

Turnover

Upcycle misfit and 

surplus food into pet 

treats, utilising food 

that would otherwise 

go to waste

Combined with nutritional 

focus and health claims 

– ingredients tested to 

meet standards before use

Utilise 

renewable 

energy (80% 

of production) 

throughout 

the product 

line

Transformed 

packaging to only 

25% PCR plastic

Nutrition 

and taste 

remain 

critical

c.$5m 

Turnover

ESG 

messaging 

included on 

packaging, 

and website 

offers 

interactive 

calculator 

of env. 

savings

Uses insect-based protein and local 

sourcing to reduce environmental footprint 

– fundamental shift in proposition / model

£100m+ 

Turnover

Focus of activity across a wide 

spectrum of ESG activities, 

encompassing People, Pets & Planet

The UK’s first major pet food manufacturer to 

be Carbon Negative in 2020

Packaging is 98% 

recyclable with this clearly 

communicated to 

consumers on products
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For existing brands, the challenge is how to evolve to deliver on ESG while 
maintaining price, quality and convenience; we have seen brands in similar 
categories (e.g. Baby) navigate this

Sustainability

Sustainability in Baby Food Category

Source: OC&C analysis

 Ella’s Kitchen is a UK manufacturer of organic baby food that 

places sustainability at the core of its brand, for example:

Packaging shows B Corp 

certification and a call to find 

out more on ‘ellacycle.co.uk’

‘Ellacycling’ scheme works with 

supermarkets and nurseries 

around the UK to make all 

flexible plastic pouches fully 

recyclable

Child-friendly graphics on 

website display 3 

sustainability promises

Similar consumer dynamics

The consumer is buying for someone else who 

they care deeply about, who can demonstrate taste 

preferences but cannot make decisions on ESG

Baby is a good analogue category that is 

further along in its sustainability journey

Similar challenges for brands

Stakeholder expectations are rising: Consumers are 

increasingly ESG conscious, but will not 

compromise on price and convenience, and

retailers are also increasingly making 

commitments which suppliers need to respond to

Further along the journey

ESG concerns have more traction in Baby, e.g. 

recyclable packaging in top 3 purchase criteria for 

20% of baby food buyers - as a result, major 

suppliers are prioritising solutions
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Key Themes for Today

Evolving Consumer 

Attitudes to 

Sustainability

New Frontiers

Valuation and 

Transactional Impacts

Resilience in the

Macro Environment
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Potential Investment Theses – Food and Supplements

There are attractive investment opportunities in Food, Treats & Supplements, 
particularly where innovation is driving volume growth or premiumisation

New 

Frontiers

Scale Brands in 

Premium / Natural 

Food and Treats

 Invest in scaling / internationalising individual brands, or build brand platforms driving cross-sell, in Premium / Natural

– Rapid growth in Premium / Natural is expected to continue, with remaining headroom in Food (particularly outside the 

US) and Treats / Toppers representing an expandable category in terms of both volume / price points

Develop Super-

Premium Food 

Categories

 Place multiple smaller bets in nascent super-premium categories

– New super-premium formats will drive the next wave of premiumisation in Pet Food – however, it is not yet clear what 

will be the winning format (raw, fresh, air- / freeze-dried, personalised, etc.) so creating optionality is key

Scale Brands in 

Health & 

Supplements

 Scale-up individual brands, or create brand platforms, in supplements and related OTC health products

– Innovation expected to continue driving rapid growth, mirroring trends from human VMS – e.g. catering to broader set of 

conditions than traditional supplements and more tailored to specific needs 

Roll-up Private 

Label

 Consolidate Private Label manufacturers within and across markets

– There is headroom for Private Label within Pet Food, including in premium, but the manufacturing base is currently highly 

fragmented (including both Pet specialists and the Pet arm of meat businesses)

Drive Durables & 

Tech Category 

Growth

 Drive category expansion and create scale brand(s) in Pet Durables and Tech space

– Growth in spending on premium lifestyle products (e.g. pet housing, beds, toys, other lifestyle products) and Pet Tech 

expected to continue, supported by broader humanisation trend in Pet and continuing innovation

Drive Growth in Pet 

Specialist 

Channels

 Invest in driving expansion of differentiated specialist pet retailers

– Pet specialist retail is seeing strong growth as highly engaged pet owners seek expert advice and a broad, but curated 

range of products; this will likely be accelerated as financially squeezed owners seek value for money 

Invest Behind 

Growing Pet 

Services Space

 Consolidate and roll up Vet Services in markets where regulatory conditions allow

 Support expansion of spend on new Pet services models and associated digital platforms 

– Growth in spending driven by continued humanisation of pets, with younger owners in particular open to ‘sharing 

economy’ or tech-enabled solutions for pet care
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Across categories, innovation is often driven by humanisation, with many 
trends from human products and services translating into Pet

New 

Frontiers

….To much greater nuance in need statesFrom basic, generalised care…

• Simple, nutritionally 

complete solution

• Opaque formulation

• Ambient storage

• Minimal tailoring for 

age and breed size

• Natural ingredients and clean 

label – fresher, simpler and less 

processed

• “Human-grade” meat

• Greater focus on gut health

• Vegetarian / vegan, halal diets
All-natural Fresh / raw food

Food &

Treats

• Basic preventative 

physical health 

treatments - e.g. anti-

flea / deworming

• Tailoring by life stage, breed, 

individual needs

• Supplements for joints, digestion

• Holistic approach to wellbeing –

importance of mental health

Health

• Local vet visits for health issues

• Training classes

• Dog walkers & pet sitters

• Televet & online prescriptions

• Nutritional advice

• Animal behaviourists

Services

• Functional litter 

& hygiene

• Dog / cat friendly

shampoo

• Natural, “clean beauty”

• “Inclusive” products, e.g. 

shampoos by coat type

• Activity monitoring tech

Products
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Case Studies: Premium Brands Winning in High Growth Areas

We are seeing fast growth from innovative, premium brands in new Food 
categories, such as freeze-dried, fresh, personalised and air-dried 

Source: OC&C analysis

New 

Frontiers

Fresh

Air-Dried Raw

 Largest Player in Refrigerated Pet Food with 

focus on 100% natural ingredients

 Premium Distribution e.g. Wholefoods

 Sustainable Brand – marketing focus on ESG 

credentials, e.g. 100% wind-powered kitchens

 Growing Share in Premium – grew from 9.4% to 

16.0% of premium wet dog food from 2016-21

 Air-Dried and Raw – air dry locks in superior 

nutritional value and moisture of raw ingredients

 Convenience – only air- / freeze-dried player with 

meals that are ready-to-eat

 Sustainable Local Brand – brand marketed as 

‘ethical New Zealand produce’

 Rapid Growth – 28% CAGR from 2018-20

 Leader in Freeze-Dried and Raw – method 

preserves entire pieces of raw meat for maximum 

nutrition 

 Offline Channel Dominance – only raw player in 

PetCo & PetSmart, the top 2 US specialist retailers

 Rapid Growth – c.$180m US revenue in 2020; 5-

10% top line CAGR 2017-20

Freeze-Dried Raw

Personalised

 Bespoke Meals tailored to dog’s portion size and 

nutritional content needs, based on online calculator

 Human-Grade Ingredients – meals look like 

human food

 Pet Kitchens – chefs create made-to-order meals

 Secured Funding – $68m in Series C funding in 

2020
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Penetration of Frontier Products

Innovation often emerges and gains traction in mature markets (e.g. UK, US) 
where pet spend is highest

Sources: Consumer Survey, Euromonitor, OC&C analysis

1. What types of pet products have you purchased for your pet(s) in the last 12 months?

New 

Frontiers

“Frontier” Products Purchased in Last Year1

% of Respondents

16%

Supplements /

Vitamins

Meal toppers

(e.g. broths,

flavourings)

41%

11%

Nutrition Advice

27%

19%

Tech /

Wearables

35%

32%

17%

13%

6%

9%

16%

US UK DE

Household Pet Food Spend per Dog/Cat, by Country

2014-22 ($ - Fixed 2022)

0

20

40

60

80

100

120

140

160

180

200

220

240

260

2022202020162014

USA 3.8%

2018

UK 0.4%

DE -1.6%

CAGR

2014-22

Penetration of several ‘frontier’ categories is highest in the 

US, but UK and DE are not far behind

Spend per pet is highest in the UK and US, partly reflecting 

greater propensity to spend on new / more premium 

products

Higher share of premium in the US, 

although with premium brands / products 

typically priced lower than in the UK
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Comparison of Google Search Activity for ‘Pet Supplements’, USA vs UK

For example, Pet Supplements is a more developed category in the US, with a 
more engaged, educated consumer – suggesting likely headroom in Europe

New 

Frontiers

Average Search Volume of ‘Pet Supplements, 

USA vs UK (Indexed4, 2017-20223)

Search Volume1 on ‘Pet Supplements’, by 

Country (Indexed2, 2022 LTM3)

100

62

0
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100

-38%

0
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90

100

2017 2018 2019 2020 2021 2022

USA

UK

18ppt

5ppt

Ppt. Increase

2017-2022

‘Pet Supplements’ capture a higher 

share of searches in the USA than UK…

… and search volumes are increasing 

faster in the USA than UK

Related search terms are more 

sophisticated in the US than UK
1 2 3

Search Terms Related to ‘Pet Supplements’, 

USA vs UK

USA UK

‘pet vitamins’ ‘dog supplements’

‘holistic pet organics’ ‘pet drugs online’ 

‘only natural pet’ ‘pet supermarket’

‘Zesty paws’ ‘pets at home’

‘Petco’
‘joint supplements 

dogs’

+ 20 more related 

searches

1. Search volumes are normalised to allow comparison, by dividing by the total number of searches in the period; 2. Search volume indexed against the country with the highest volume of searches over the period; 

3. 2022 LTM (18/09/2021 - 18/09/2022); 4. Average search volume over each year is indexed against the highest performing week for each country within the 2017-2022 period

Sources: Google Trends, OC&C analysis

In the US, search terms related to ‘dog 

supplements’ are more numerous and 

more educated, often targeting specific 

brands and products
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Evaluating New Frontiers

Companies deciding where to place their bets should carefully consider their 
customer base, capabilities, and right to win

New 

Frontiers

How could you access 

new customers?

What is your right to win?

How do you continue to 

serve current pet owners 

as they trade up?

 What do your customers care about?

 Are they trading up? If so, what to and why?

 Are there new segments that do not currently consider the brand, who could be reached 

through new frontiers?

 What are their values and preferences?

 Why will your proposition be superior to existing and potential competitors?

 What do you expect your competitors to do? How will they respond to you?

What capabilities do you 

have, and how can you 

leverage them?

 What are the sources of advantages in your core business and how can you deploy 

these effectively in new frontiers?

– E.g. innovative product development, communicating brand messages, distribution…

How should you pursue 

the opportunity?

 Do you have the capabilities (manufacturing, brand, RTM etc) to develop the 

proposition organically?

 Should you partner or acquire to obtain the right capabilities?
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Key Themes for Today

Evolving Consumer 

Attitudes to 

Sustainability

New Frontiers

Valuation and 

Transactional Impacts

Resilience in the

Macro Environment
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5.0x

7.0x

9.0x

11.0x

13.0x

15.0x

17.0x

19.0x

2017 2018 2019 2020 2021 2022

Long-term Valuations of Public Companies

Public pet sector peers have traded at averages of c. 12-16x EV / EBITDA 
over the last 3 years, depending on the subsector

EV / LTM EBITDA MULTIPLES – PET SECTOR1

PET RETAIL GENERAL PET PRODUCTS
BRANDED PET FOOD / 

FMCG WITH PET ACTIVITIES
PET CARE

Pet sector valuations have proven their 

resilience during the pandemic

Valuations increased during the onset of 

COVID driven by increasing growth and 

profitability

Across subsectors, valuations have remained 

at or above pre-COVID levels until the 

outbreak of the Ukraine / Russia crisis

1-Year Average 14.9x 14.0x 14.4x8.9x

3-Year Average 14.6x 15.4x 15.6x11.7x

ONSET OF COVID
START OF UKRAINE / 

RUSSIA CRISIS

Peer Group

Valuation and 

Transactional 

Impacts

TODAY 18.0x 13.7x 14.1x8.5x

Source: Capital IQ (Multiples greater than 50.0x considered not meaningful)

1. As of 20th December
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Long-term Valuations of Pet Sector Transactions

Valuation levels of pet sector transactions have steadily increased since 
2013, with pet services and pet food achieving the highest valuations

SELECTED EV / LTM EBITDA MULTIPLES – PET SECTOR1

Subsector 1y-median 3y-median 5y-median 

Pet services 25.5x 23.9x 21.2x

Pet food 17.0x 15.4x 12.9x

Pet products 9.8x 9.8x 9.0x

Sources: Mergermarket, HW Intelligence

1. As of 1st December

-

5.0x

10.0x

15.0x

20.0x

25.0x

30.0x

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022

Subsector 1y-median 3y-median 5y-median 

Pet services 25.5x 23.9x 21.2x

Pet food 17.0x 15.4x 12.9x

Pet products 10.4x 10.4x 9.8x

Premium businesses with well-articulated 

equity stories still achieve premium 

valuations in the current market

Pet services and pet food have shown 

the highest valuation levels over the long term

Consistent upward trend in valuations across 

the pet sector

Valuation and 

Transactional 

Impacts



40

© OC&C Strategy Consultants and Harris Williams 2023

The Best Equity Stories are Long-Term in Nature (10+ Years) and are Heavily Supportable by Data

What makes a compelling equity story?

TAILORED MESSAGES FOR 

DIFFERENT INVESTORS 

CATEGORIES / INDIVIDUAL 

INVESTORS

FOCUS ON THE AREAS OF THE 

STORY THAT WILL DRIVE MAXIMUM 

VALUE

ASSESS THE LIKELY PROOF 

POINTS OF EACH INITIATIVE WELL 

IN ADVANCE

SPLIT THE GROWTH INITIATIVES BY 

LEVEL OF EVIDENCE ATTACHING 

TO EACH – KEEP IT SIMPLE

FURTHER INTERNATIONAL 

EXPANSION

FOCUS ON THE 10+ YEAR STORY, 

NOT JUST THE NEXT 3 YEARS

▪ Different investor categories (and individual investors) may value parts of a business 

differently

▪ Understand these in advance and focus on the areas that are going to most excite the investor in 

question; this often means different and bespoke messaging  

▪ Keep this simple

▪ A small number of hard hitting, evidenced initiatives is far more effective than a large number of 

untested elements in a business plan – look to build trust

▪ Assess well in advance how an investor is likely to diligence the elements of the plan. Are the proof 

points sufficient to enable that investor to complete diligence to their satisfaction?

▪ If time allows in advance of a sale, ensure management focus on the proof points

▪ Delineate between fully and partially proven growth drivers. Don’t risk clouding the base story 

by confusing the two categories

▪ Ideally have a base plan that delivers a solid return on its own. The less evidenced initiatives 

provide upside for investors to build on this (growth overlays)

▪ International growth stories generally have far longer growth horizons

▪ They also have the benefit of attracting a wider investor universe

▪ Whether marketing to Private Equity, Patient Capital or Strategics, one needs to look far longer term 

than the next 3 years (in the forecast plan)

▪ We encourage clients to set their horizons for 10+ years
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The Highest Valuations are the Preserve of Businesses that Deliver Strong Operational and Financial KPIs, but Also (and Most 

Importantly) Have Vast Proven Whitespace for Long-Term Growth

How we think about valuation drivers

› 2
THE RELATIVE BUILDING BLOCKS OF VALUATION

STRONG AND 
SUSTAINABLE 
OPERATIONAL

KPIs

2

PROVEN WHITESPACE 
FOR LONG-TERM 

GROWTH /SYNERGIES

3

STRONG
FINANCIAL METRICS

1

Outstanding multiple 
of EBITDA / Revenue

Very strong multiple 
of EBITDA / Revenue

Good multiple of 
EBITDA / Revenue

Forming a sustainable and solid platform Driving valuation to a premium multipleA B

Valuation and 

Transactional 

Impacts
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Key Valuation Drivers for Branded and PL / Co-Man Pet Food Companies

Crafting a long-term equity story, backed by data and based on the key 
valuation drivers in the pet food space, is key to attract a premium valuation

Financial metrics

1

Branded PL / Co-man

Strong brand 
(segment leaders)

2

Innovation power

3

Multi-channel strategy 
with high-growth DTC 

channel

4

Quality / shape of 
customer base

5

Manufacturing capabilities 
and competency

6

Long-term organic 
growth strategy

7

M&A platform capabilities 
(proven platform and 

pipeline)

8

P

P

P / O

P

P

P

P

P

Importance

P

P

P

O

P

O

P P

Highly importantP Not importantO

Whitespace / 
growth

Operational 
leadership 
and KPIsFORMING A 

SUSTAINABLE 
AND SOLID 
PLATFORM

DRIVING 
VALUATION TO 

A PREMIUM 
MULTIPLE

A

B
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Overview on KPIs Across the Key Valuation Drivers in the Pet Food Space (Non-Exhaustive)

We recommend tracking KPIs and data that impact the key valuation drivers 
early to support the equity story, facilitate diligence and maximise valuation

Innovation power

▪ R&D spend

▪ # of product upgrades / new products

▪ Sales share of new launches

▪ Speed to market

▪ Current innovation pipeline

▪ Awards

▪ ESG vision and track record of ESG 
improvement (CO2 footprint, B-Corp etc.)

Manufacturing capabilities 
and competency

▪ Supplier capacity and relationship length

▪ Environmental and safety certificates

▪ Reliability of supply chain

▪ % insourced / outsourced 

▪ Operational capacity (OEE, tons per year, 
cost per tonne etc.)

▪ OTIF

▪ CPMU

Strong brand 
(segment leaders)

▪ Brand awareness

▪ NPS and customer satisfaction (palatability 
testing)

▪ Social media reach and presence

▪ Online engagement reviews / customer 
reviews

▪ User surveys to reaffirm brand strength

▪ Press coverage / media / awards

Quality of 
customer base

▪ Overall customer database – size & shape

▪ Cohort performance analysis

▪ Customer concentration / diversification

▪ Customer demographics

▪ CRM (ability to target and retain current 
base)

Financial metrics

▪ Revenue growth (by SKU / category / 
geography / channel)

▪ Gross and EBITDA margin (if possible, on 
SKU level)

▪ Proven ability to manage cost inflation

▪ Working capital requirements

▪ Capex (growth vs. maintenance)

▪ Margin improvement potential

Multi-channel strategy with 
high-growth DTC channel

▪ Overall channel split and growth

▪ Whitespace in retail / specialty / grocery

̶ ACV / # of SKUs per retailer

̶ Retailer cash margin, ROS / velocity

▪ DTC:

̶ LTV / CAC ratio

̶ Traffic (# of sessions), conversion rates

̶ AOV, price development

̶ Repeat, churn rates %

M&A platform capabilities 
(proven platform and pipeline)

▪ Historical synergy analysis by type

▪ Synergy realisation cost analysis

▪ Proven integration capabilities (M&A playbook)

▪ Synergised EV / EBITDA multiple analysis

▪ Tangible add-on pipeline with ongoing discussions

Long-term organic growth strategy

▪ Total addressable market across all geographies

▪ Proven track record of expanding across species, categories, formats 
and channels

▪ Performance on historic market entries and continued momentum

▪ Historic SKU / retailer growth
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Key Takeaways from Recent Transactions

Currently, investors are more focused on operational strength and 
capabilities to navigate successfully through the current environment

▪ Most brands have instigated multiple price rises already; more will be coming

▪ A delineation in the success between “must have” brands and “me-toos”. Channel mix is important to success

▪ Focus on other opportunities to drive / retain GM% (benefits the vertically integrated brands)

▪ Significant impact on OTIF

▪ International brands with outsourced value chains most impacted

▪ Significant opportunity to rapidly take market share

▪ Investors are much more focused on profit; life will become much tougher for the smaller, VC-backed (often digital-

channel focused) brands

▪ Those that have low margins to start with (or promised “jam tomorrow”) will struggle without additional investment 

▪ There are now a number of “platforms” across Europe; many of which have started from slightly different angles

▪ Attractive synergy opportunity – the question is how diversified a brand portfolio they want, and how large they can 

grow their brands

▪ Still a very large number of potential consolidation chips to target

▪ Post-Covid, long-term shift towards multi-channel tech platforms 

▪ Mass and Specialty are fighting back well

▪ The large increase in pet numbers from Covid will be helpful to long-term market growth 

▪ Increasingly important to meet consumers’ AND investors’ expectations on ESG criteria

▪ Key topics to focus on are CO2 footprint, packaging, sourcing and raw materials as well as manufacturing conditions 

and employee diversity

▪ The best businesses are able to support positive ESG trajectory with data and KPIs

PRICE RISES

SUPPLY CHAIN DISRUPTION

INCREASED FOCUS ON

EBITDA AND CASH

CONSOLIDATION

COVID / CHANNEL MIX

ESG

INFLATION

▪ Across the whole supply chain – COGS, manufacturing, people costs and logistics

▪ The devaluation of EUR and GBP has further impacted those that source in USD

▪ Likely beneficiaries in Private Label and Value brands, however pet owners feeding premium and super premium 

products tend to stay loyal to their brands / pets’ diets
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Summary Perspectives

Source: OC&C analysis

For Investors

Pet is a resilient category, with attractive 

underlying growth drivers and continued 

strong investor interest

Emerging ESG pioneer brands in Pet, 

experiences in other categories and evolving 

consumer preferences show ESG is gaining 

real traction, even if consumer behaviour is yet 

to shift en masse

Huge whitespace remains and premiumisation 

will continue through new frontiers

Focus should be on operational strength and 

whitespace opportunities – those businesses, 

that navigate well through the current 

environment will emerge as clear winners 

coming out of the recession

For Asset Owners

The squeeze should not be existential, but 

there is opportunity to maximise value and 

generate a super-margin through smart brand 

& portfolio choices, and channel strategy

The ESG bar of consumer and retailer 

expectation is rising in Pet, and it is critical to 

deliver on the aspects of ESG that matter most 

to your customers whilst maintaining price, 

quality & convenience

Customers will continue to trade up and seek 

out new trends, consider how you can leverage 

your capabilities to follow them

Premium business that utilise the available 

data to craft a compelling long-term equity 

story continue to achieve premium valuations
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Credentials

HARRIS WILLIAMS

has invested in 

has been acquired by

a portfolio company of

Leading vertically 

integrated pet treats 

brand

has been acquired by

a portfolio company of

has been acquired by

a portfolio company of

has been acquired by

a portfolio company of

has been acquired by

has been acquired by

a portfolio company of

has been acquired by

a portfolio company of

VDD for £300m 

Sale by

Commercial Due 

Diligence for

Sell-side Market & 

Consumer Mapping

Commercial 

Vendor Due 

Diligence for

Vendor Due 

Diligence for

Commercial Due 

Diligence for

Vendor Due 

Diligence for

Due Diligence for 

Investment by

Commercial Due 

Diligence for

Commercial Due 

Diligence for 

Acquisition by 

Commercial Due 

Diligence for

Vendor Due 

Diligence

As well as supporting numerous Pet clients in strategy 

engagements encompassing a broad range of topics, 

including: portfolio / brand strategy, new market entry, 

pricing and net revenue management, diversification 

strategy and beyond

OC&C

G L O B A L  M & A  A D V I S O R

With Robust Experience 
Across the Globe

8 I N D U S T R Y  G R O U P S
Providing Award-Winning 
M&A Advisory Services

3  D E C A D E S
Bringing Firmwide Dedication 
to Every Engagement 

1  U N I F I E D  T E A M
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Contacts

OC&C HARRIS WILLIAMS

MATT NICHOLAS

Associate Partner 

Matthew.Nicholas@occstrategy.com

T: +44 20 7010 8070

M: +44 7890 250 214

TOM GLADSTONE

Partner 

Tom.Gladstone@occstrategy.com

T: +44 20 7010 8051

M: +44 7765 253 631

Harris Williams LLC is a registered broker-dealer and member of FINRA and SIPC. Harris Williams & Co. Ltd is a private limited company incorporated under English law with its registered office at 8th Floor, 20 Farringdon Street, 

London EC4A 4AB, UK, registered with the Registrar of Companies for England and Wales (registration number 07078852). Harris Williams & Co. Ltd is authorized and regulated by the Financial Conduct Authority. Harris Williams & 

Co. Corporate Finance Advisors GmbH is registered in the commercial register of the local court of Frankfurt am Main, Germany, under HRB 107540. The registered address is Bockenheimer Landstrasse 33-35, 60325 Frankfurt am 

Main, Germany (email address: hwgermany@harriswilliams.com). Geschäftsführer/Directors: Jeffery H. Perkins, Paul Poggi. (VAT No. DE321666994). Harris Williams is a trade name under which Harris Williams LLC, Harris Williams 

& Co. Ltd and Harris Williams & Co. Corporate Finance Advisors GmbH conduct business.

The information and views contained in this presentation were prepared by Harris Williams. It is not a research report, as such term is defined by applicable law and regulations, and is provided for informational purposes only. It is not 

to be construed as an offer to buy or sell or a solicitation of an offer to buy or sell any financial instruments or to participate in any particular transaction nor shall its contents form the basis of any contract. The information contained 

herein is believed by Harris Williams to be reliable but Harris Williams makes no representation as to the accuracy or completeness of such information. This presentation does not purport to be comprehensive or to contain all the 

information that a recipient may need in order to evaluate an offer in connection with a potential transaction. Opinions, estimates and projections in this presentation constitute Harris Williams’ judgment and are subject to change 

without notice. No part of this material may be copied or duplicated in any form or by any means, or redistributed, without Harris Williams’ prior written consent.

COYE NOKES

Partner 

Coye.Nokes@occstrategy.com

T: +1 212 301 0754

M: +1 646 369 5890

CHRISTOPH TREIBER

Partner 

Christoph.Treiber@occstrategy.com

T: + 49 89 8091 3680

M: +49 152 2173 4129 

JEAN-BAPTISTE BRACHET 

Partner 

Jean-Baptiste.Brachet@occstrategy.com

T: +33 (0)1 73 44 56 00 

M: +33 (0)6 12 59 29 20 

ANDREAS POTH

Director

apoth@harriswilliams.com

T: +49 69 3650638 20

M: +49 173 6514686

DANIEL WANG

Managing Director

dwang@harriswilliams.com

T: +1415-238-2944

M: +1415-217-3416

ZACH ENGLAND

Director

zengland@harriswilliams.com

T: +1415-217-3429

M: +1415-547-9483

KONSTANTIN MOLINARI

Vice President

kmolinari@harriswilliams.com

T: +49 69 3650638 25

M: +49 170 333 6627

WILL BAIN

Managing Director

wbain@harriswilliams.com

T: +44  20 7518 8906

M: +44 7976 558 006

RYAN BUDLONG

Managing Director

rbudlong@harriswilliams.com

T: +1415-217-3409

M: +1612-799-4314

DEIDRE SORENSEN

Partner 

Deidre.Sorensen@occstrategy.com

T: + 44 20 7010 8031

M: + 44 7890 250 201

VERONICA WANG

Partner 

Veronica.Wang@occstrategy.com

T: + 852 2338 1808

EMILY ANDREWS

Associate Partner 

Emily.Andrews@occstrategy.com

T: +44 20 7010 8123

M: +44 7989 340 282

STEFAN VAN DE VEN

Vice President 

svandeven@harriswilliams.com

T: +44 20 7518 8921

M: +44 7917 412 474
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