
2022 Update - A sequel to our 2020 report  

China’s Pet Industry
In a lucrative and highly-contested market, we 

determined what capabilities enable winning 

players to sustain a competitive advantage
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Executive

Highlights 

2

Pet continues to be one of the fastest growing FMCG markets in 

China during as well as after Covid and remains one of the key 

focuses for strategic and financial investors. This is evident by the 

consistent 18%+ growth in the past couple of years amidst Covid and a 

global economic slowdown.

1

The market, however, is undergoing a major shift from adoption-

driven growth to a value-based, trade-up driven growth. The 

former, which used to account for 60-70% of the past decades’ growth, 

has only contributed 30-35% of growth since 2019. On the contrary, 

value-based drivers now account for 50-55% of the growth.  The 

remaining 15-20% is driven by an increase in consumption per pet.

2

This shift is happening faster, and more drastically than many 

players have expected, resulting in a major game change in 

competitive dynamics. New players have set feet in, new capabilities 

are now required to win the market versus two years ago, and new sets 

of requirements are needed for investors to identify potential assets.

3

As we predicted in the 2020 report, consumer education has 

been at the very heart of this shift. The rise of corporate 

investments committed to consumer education, and its continued 

acceleration, has a massive impact on consumer maturity and 

behavior. Given the fact that 50% of new pet owners are under 32, 

digital and social media have been major catalysts in this process.
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As this continues, capturing market growth requires not only 

penetration and coverage, but also brand equity, product 

capabilities, and true differentiation. For one, buying traffic to put 

products on Tmall will not be sufficient anymore. Long term 

investments and capabilities will become increasingly key to success 

in the market.

5

Meanwhile, competition has significantly intensified. Consolidation 

is inevitable and imminent. While strong growth previously sustained a 

highly fragmented market and many new entrants, entry barriers are 

rising by the day, and we expect to see the elimination of players in near 

future.

6

We observed patterns that suggest what might help identify the 

winners in this game. For investors, it is important to identify those 

players who can deliver consistent, sustainable growth, and not just 

fallen stars that see massive growth in the short term but cannot 

sustain their trajectories and are quickly replaced. We have studied 

both sets of players and identified a few key capabilities that set them 

apart.
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If you’re interested in our 2020 

perspective of China Pet 

Industry, please click here

or scan the QR code 

China’s Pet Industry 2022

https://www.pwccn.com/en/services/deals-m-and-a/publications/finding-opportunities-in-china-fast-growing-pet-industry-sep2020.html


The Pet market continues 
to be one of the fastest 
growing and Covid resilient  
markets in China, 
delivering 18%+ CAGR 
since 2019

4

1 Pet Industry:
Growth and resilience
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The Chinese pet market has proven itself to be 

one of the most resilient and high-growth 

industries in China, delivering an impressive 

18%+ annual growth rate since 2019 and 

reaching ¥131 billion in 2021 (see exhibit 1).

Contextualising this growth rate against a Chinese 

economy experiencing its fair share of economic 

volatility over the same period makes it even more 

noteworthy. For example, grocery sales were up 

by just 2% and laptop sales by 5% YOY over the 

same period while China’s GDP growth was only 

10%, just over half of the growth seen in the pet 

industry. The rarity and subsequent value of the 

consistently high market growth rate of China’s pet 

industry is exceptional given this backdrop of 

market uncertainty. 

Of the three segments of the pet market, food 

remains the largest and most developed. 

Recent market maturation has led to the 

development of sub-segments, as product 

offerings have become more sophisticated and 

brands attempt product differentiation. Sub-

segments in pet foods such as snacks and treats 

have seen growth in demand and are experiencing 

above market average growth and higher 

penetration. 

The pet services segment- dominated by 

veterinary services, is less mature than food 

but has seen accelerated growth since 2019.

Among the 36 mergers & acquisitions within 

Chinese pet services from 2019-2021, Beijing Hao

Tang Technology Co., Ltd. (specialising in pet 

washing and grooming) was purchased by a VC 

for USD14M in 2019 and Chong Ai Pet Hospital 

was also purchased by a VC for USD15M in the 

same year. These investments have moved the 

needle on the penetration of services, and 

consumers now have options for more 

sophisticated veterinary services beyond the local 

neighbourhood vet.   

Pet products remain the least mature segment 

but can still be quite challenging given the high 

fragmentation. Pet products are experiencing 

faster growth than before. We are seeing growing 

segments of cat owners adopting higher-tech 

products such as automated odour control litter 

boxes and digital feeders. 

5

Section 1 - Pet Industry: Growth and resilience

China’s Pet Industry 2022



6

20192014

¥23

¥93

2011

¥34

¥106

2020

¥131

2021

• Wet food

• Dry food 

• Snacks and treats

• Veterinary services

• Grooming & beauty

• Other services

• Accessories

• OTC medicine

• Supplements

By sector

Pet ServicePet ProductPet Food

20-30%

‘19 - ‘21CAGR

20-30%

‘19 - ‘21CAGR

20-25% 

of the

market

20-30% 

of the

market

Food remains the largest and 

most mature market – since 

2019 we have seen a growing 

number of sub segments and 

sophistication within snacks, 

treats and freeze-dried.

Product is the least mature and 

still highly fragmented. Demand 

for higher tech products for 

cats is growing, but this 

relatively small market has 

limited investment 

opportunities.

Service has seen a 

considerable shift in 

penetration over the last few 

years as the injection of 

capital has resulted in 

heightened consumer 

awareness, especially for 

veterinary services.

40-45% 

of the

market
10-20%’

‘19 - ‘21CAGR

Source: China pet industry white paper 2021, subject matter experts, Euromonitor, PwC analysis

Exhibit 1 – China’s pet market 2011-2021 (RMB Billion)

Section 1 - Pet Industry: Growth and resilience

CAGR

+18%

CAGR

+23%

CAGR

+13%
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2 Growth Drivers:
From volume to value

From adoption (volume) 
to trade-up (value) driven 
growth, there has been a 
fundamental shift in 
market drivers

China’s Pet Industry 2022



We are seeing a fundamental change in pet 

market growth drivers. Pet ownership, which 

used to be the largest driver and accounted for    

45-55% of growth prior to 2019, has slightly 

slowed down to 30-35% (see exhibit 2). As the 

population base grew in the past decade, the net 

growth in ownership has rationalised from c.16% 

between 2014 and 2018 to ~6% a couple of years. 

This is notably driven also by a more dramatic 

slowdown in dog ownership, from 12% between 

2016 and 2019 to -1% between 2019 and 2021 

(see exhibit 3). A preference for cats over dogs is 

not new to China – newer pet owners tend to be 

city dwelling, young professionals, the same 

demographic that tends to be influenced by social 

media. Some reports have also attributed part of 

the slowdown in dog ownership to hygiene 

concerns during the pandemic, and apprehension 

about being able to walk dogs during stringent 

lockdowns. 

Ownership rates and behaviours in Tier 1 and 2 

cities are starting to look a lot like those in 

mature markets. Household pet ownership rates 

are estimated to be 35-40% in T1 and T2 cities vs 

Japan (~40%), Germany (~40%), Australia (~60%), 

and US (~65%). T3 cities however vary quite 

distinctly – ownership rates are still very low 

compared to T1 and T2. T3 pet owners do not 

seem to have as strong a preference for cats as 

exhibited by their T1 and T2 counterparts, so we 

still see a more balanced pet ownership split 

between cats and dogs.
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Pet Ownership

Number of pets determined by rate of 

household pet ownership & number of 

pets per household

Consumption per pet 

Determined by penetration of commercial 

packaged pet food and volume of food 

consumed on a per pet basis

Trading up

Increase in price of food on a per unit basis 

determined by price per unit growth and 

upgrading to more expensive segments

Relative importance of driver

Low High

Exhibit 2 – Relative market growth contribution of drivers (%) 

Source: China pet industry white paper 2021, subject matter experts, Euromonitor, PwC analysis

2011 - 2013 2014 - 2018 2019 - 2021

55-65% 45-55% 30-35%

50-55%

15-20%25-35%15-20%

15-20% 15-20%

Adoption Era Transition Era Trade-up Era

Section 2 - Growth Drivers: From volume to value
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Exhibit 3 - The acceleration of cat growth since 2019 has meant that there are now more cats 

than dogs in China 

Source: China pet industry white paper 2021, Euromonitor, PwC analysis

• Trend of urbanisation brings a preference for cats over dogs. 

• Dog ownership affected by hygiene & lockdown concerns. Restrictions in dog walking seen during 

stricter lockdowns in China. 

• Pet owners continue to be young (50% born post-90s or millennials), well educated (60% with a 

bachelors degree or higher) Heavily influenced by social media and more likely to adopt cats.

Penetration of commercial food and services1 

has seen accelerated growth since 2019 as 

market dynamics have changed.  Massive 

corporate investments over the years as well as 

growing consumer maturity have aided this 

acceleration. Demand for food with specialised

nutritional benefits is convincing pet owners who 

previously did not buy pet food, to try commercially 

packaged food. This trend is further accelerated 

with the rising number of ageing pets and higher 

share of special breeds. This, however, is offset to 

some extent by the growing proportion of cats and 

preferences for smaller dogs, which generally 

consume less food (see exhibit 3).

Increasing average spend per pet now makes 

up the most significant contribution to growth 

within the Chinese pet industry, with the rapidly 

growing ultra-premium market being a testimony of 

the trading-up that is happening across city tiers. 

The dramatic rise is attributed largely to more 

educated consumers now who are willing to pay 

more where they see value. This would range from 

nutritional benefits such as improved formulation to 

functional benefits such as shinier coats, or special 

needs such as food for geriatric or pregnant pets. 

In Tier 1 and Tier 2 cities, consumers have 

become more discerning and are very capable of 

recognising the value in pet food, products, and 

services.  Lockdowns have also increased time 

spent with pets has accelerated ‘humanisation’ and 

consequential willingness to spend money on 

higher-level necessities such as specialised

nutrition, treats, and products.

Note: 1. The conversion to commercially packaged 

food/product or professional services.

Section 2 - Growth Drivers: From volume to value

34

44

58

45

55

54

2017 2019 2021

‘19- ‘21 CAGR

-1%

15%

VS

Cat and Dog Population in China, 

2017-2021, Million
Cat population has seen accelerated 

growth since 2019 and overtaken the 

dog population

Dog

Cat

China’s Pet Industry 2022



10

3 A Unique China Market:
Speed of driver evolution

Some leading players have 
seen disruption to growth 
rates as market drivers 
evolve remarkably quickly

China’s Pet Industry 2022
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The rapid evolution from an adoption driven market to 

a value based game is happening earlier and more 

drastically than most industry players expected. 

This is in stark contrast to other global markets 

where the shift to a value based game has been 

more gradual. Just five years ago the penetration 

of commercially packaged food in China was 

comparable to countries such as Turkey, Peru, and 

Colombia (higher than developing economies such 

as India, Indonesia, and the rest of SEA, but still 

far from the west). As the consumer has become 

more sophisticated, commercially packaged food 

penetration rates today are closer to smaller 

European countries such as Portugal, and 

penetration in Tier 1 cities are close to Australia, 

and the UK. 

One of the reasons the shift is happening so 

quickly is the immense impact social media 

has on pet owners in China. Chinese pet owners 

are young (~50% are post-90s or millennials) and 

well educated (~60% have a bachelor’s degree or 

higher). This demographic is highly active on social 

media, cat owners, especially so. Studies show 

that cat owners spend 1.5x the amount of time on 

video apps compared with the average user. The 

extent of the influence that social media has on 

consumers in China is unique to the region, 

establishing how critical a robust digital 

engagement model is for players in the pet market. 

We expect pet product and service will see 

similarly accelerated maturation in the years to 

come, and we are already seeing early signs of 

this, especially with cat products. 2015-2016 

saw the entry of lower-tech cat products such as 

wearables with GPS tracking. Over a span of two 

to three years, automatic feeders and water 

dispensers became more widely used. Now in 

2022, we are seeing higher tech products become 

more popular such as digital cat toilets with 

automatic clearing and odor control functions. 

The scale and spread of higher tech products are 

still limited. Top brands such as PetKit, Homerun 

and Catlink are selling these pet products in 

relatively lower numbers on Tmall. But the speed 

at which this will grow in comparison to food still 

remains to be seen, driven by key players and their 

investments. 

Section 3 - A Unique China Market: Speed of driver evolution

China’s Pet Industry 2022

Source: China pet industry white paper 2021, Euromonitor, PwC analysis



As we predicted in the 
2020 report, consumer 
education has been at the 
very heart of this shift 

12

4 Consumer Education:
A key catalyst for change

China’s Pet Industry 2022
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Education is impacting all stages of pet ownership 

while consumers turn to both online and offline 

channels to keep informed on pet care. But since a 

large proportion of new pet owners are post-90s and 

millennials, online channels take on a more prominent 

role. As the roles of vertical platforms such as Boqi

have diminished over the last two years, KOLs and 

brands present on social media sites have become 

more critical for education. 

In turn, corporate investment in online 

channels has also increased as brands are 

actively spending resources and advertising to 

reach consumers. Pure and Natural has been 

using the knowledge-sharing platform Zhihu to 

share information on pet care with users, while 

Solid Gold has been using its official profile on 

WeChat as well as mini groups to interact with 

users. While most top brands have used KOLs in 

the past – Fancy Feast, Solid Gold and Alfie and 

Buddy have a thorough KOL strategy and actively 

invest in doing live-streams for product launches. 

While online is the bulk of where education 

takes place, the offline channel is also gaining 

traction. Legacy brands such as Royal Canin have 

always invested heavily in their vet programs which 

include skill development and education 

on their prescription food products. Newer, domestic 

brands are also starting to follow suit – Alfie and 

Buddy has started an offline training program with 

store owners in key cities to enable representatives in 

stores to become brand custodians to educate pet 

owners about product claims. 

Section 4 - Consumer Education: A key catalyst for change

We’ve been advocating for the importance of 

consumer education since our last report in 2020, 

and it has been increasingly a key driver for winning 

players in the past couple of years. The acceleration 

in consumer maturity and the need for quality will 

push for brands to double down on their investment 

in consumer education.

Jacky Lui

Partner, Asia Pacific Deal Strategy

China’s Pet Industry 2022
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The investments brands are making into 

education are transforming the role of brands 

from previously just being manufacturers to 

now custodians that consumers can turn to 

and trust. We see this change happening 

especially on social, where users actively engage 

with brands to understand how to take better care 

of their pets. In turn, consumers are now adept at 

ratifying and validating advice from brands on pet 

care, a sharp divergence from the behaviors 

exhibited just a few years ago. 

Consequently, consumers have become more 

mature and discerning in the last two years. 

While still relatively unsophisticated compared with 

their western counterparts, they are still eager to 

learn and improve. Their needs have become 

more sophisticated and their awareness has 

increased. It has become imperative for brands to 

prove their value in terms of both product and 

education to retain existing customers and acquire 

new ones. 

The complexity and sophistication of pet food 

claims players are advertising are a clear 

indicator of how far the Chinese consumer

has come. In April of 2022 Solid Gold launched a 

cat food product with “5x more immunoglobulin to 

boost immunity”, while Pure and Natural is adding 

claims of “glucosamine hydrochloride for enhanced 

bone health”. Brands are also spending more 

money to promote these claims – Gambol’s 

advertising spend has been growing at more than 

50% CAGR since 2017 (revenue grew at ~40% 

CAGR during the same period). Wanpy’s parent 

company Zhong Chong has also been increasing 

advertising spend on at about 35% YoY. 

The transition from mere manufacturers to 

effective thought-leaders signifies a leap in value 

delivered to the end consumer. Trust is 

subsequently developed that facilitates paying 

premiums for higher quality products, that may not 

have been accepted a few years previous.

Section 4 - Consumer Education: A key catalyst for change

China’s Pet Industry 2022



Crazy Dog

Case Study 1: 
Chinese consumers are becoming more 

educated about pet care and we are seeing 

this reflected in new products released by 

pet brands

Previously, brands 

claims around value for 

money and taste

Claims to be the ‘value for 

money’ option among 

packaged dog food suppliers. 

Sold for 15-20RMB/kg 

Offers ‘balanced’ and 

‘sufficient’ nutrition at an 

affordable price. Sold for 

35-40 RMB/kg

Advertising “5x more immunoglobulin 

to improve immunity” and has “1 

billion patented probiotics to promote 

digestion”

A patented formulation for “bacterial 

vitality” that promotes 

gastrointestinal health

Specially formulated for older cats over 

the age of 7 years old with key health 

care ingredients such as glucosamine 

hydrochloride to enhance bone health 

and fish oil to improve brain cognition

Formulated a probiotic rich cat food 

that promotes “intestinal peristalsis” 

In recent years, brands offer more elaborate 

and refined features, reflecting a heightened 

consumer awareness

Classic household name pet 

food products

Newly released pet food products

Source: Subject matter experts, desktop research, PwC analysis
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Section 4 - Consumer Education: A key catalyst for change
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Promises to contain at least 

20% freshly diced beef for a 

superior taste profile



Capturing market growth 
requires not only 
penetration and coverage, 
but also product 
capabilities, brands, and 
true differentiation

5 Call for change: 
Winning capabilities in new markets

16China’s Pet Industry 2022
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Winning no longer merely requires expansion 

in sales coverage and route-to-market, but also 

product innovation and quality more than ever. 

With the Chinese consumer becoming ever more 

educated, even subtle differences in product 

quality and sophistication will be recognised. 

Brands that can innovate and bring novel health 

benefits with specialised foods will be rewarded by 

many early adopters within the industry. The 

quality and consistency of their novel food will 

decide their long-term market success.

While price elasticity reduces and the ultra-

premium market is blooming, consumers won’t just 

pay a premium for anything. They need to see the 

actual product value and be convinced by the 

results. Now more than ever, Chinese consumers 

will read and study the impact of ingredients on 

their pets nutritional state while furthermore 

observing their pet’s digestive system and health.  

Consumer segmentation and position will start to 

complement a channel and distributor-centred

model to drive corporate strategy. Brands are 

starting to occupy different niches - Nature Bridge 

and Pure and Natural are positioned around 

natural ingredients and additive-free products. A 

demand driven mindset is pushing the brands to 

pivot from a push strategy to a pull strategy. 

Building and maintaining a high level of trust with 

their consumers is critical for pet food brands going 

forward. Consumer confidence in consistently high 

quality products will spawn much higher retention 

rates and maximise consumer lifetime value. PwC 

believes that retaining customer will gradually 

substitute the relative importance of recruiting new 

consumers, especially as adoption recovers post 

the pandemic. 

CRM and brand building are becoming more 

critical than before. With market drivers shifting 

from adoption based growth to value-based 

upgrades from existing consumers, brands should 

be attempting to build stickiness and goodwill. 

Focusing on increasing the average value of 

consumers’ baskets versus increasing the number 

of baskets is where true growth is expected to 

come from in the coming years. 

Section  5 - Call for change: Winning capabilities in new markets

China’s Pet Industry 2022
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Exhibit 4 – Key capabilities that separate the winners from the rest

Pet consumers conscious of additives and preservatives know that 

Pure and Natural applies strict material selection and production process to 

guarantee natural goodness of their pet food. Through some advanced 

production techniques, such as 80° low temperature baking, as well as 

their patented cold processing technology the ingredients retain their 

natural nutrients to the maximum while ensuring good taste.

Pure & Natural’s strategic segmentation has facilitated an ever-growing 

niche demand from pet owners wary of the negative health affects of 

unnatural ingredients.

Example of strategic segmentation and differentiation:

Source: Company websites, desktop research, PwC analysis

Key differentiating capabilities Description

Section  5 - Call for change: Winning capabilities in new markets

Investing in 

brand equity

As growth of new pet owners decelerates, 

brands who can retain and engage

existing customers will be better off in the 

long run

Maximising 

lifetime 

customer value

The ability to drive growth will increasingly 

depend not only on customer conversion, but 

ability to expand basket size and drive 

incremental spend

New product 

capabilities

As consumers maturity grow, true product 

differentiation and superiority in product 

technology are increasingly key to 

capturing and retaining demand

Strategic 

segmentation and 

differentiation

Diversity and fragmentation of consumer 

needs will demand that winning brands 

deploy strategic, targeted segmentation 

to achieve efficiency in approaching the right 

consumers that fit their brand proposition

China’s Pet Industry 2022



The competitive landscape 
largely remains as what we 
saw in 2019, however 
dynamics have evolved 
since then

6 The A League: 
Growth is easy, sustainable growth is rare

19China’s Pet Industry 2022



2019

Source: PwC analysis, company websites, desktop research subject matter experts

International brands Domestic brands

Exhibit 5 - Competitive landscape of China’s top 40 pet food brands 2019 and 2021 

Bubble size indicative of total sales

Cat Focus Dog FocusCat & Dog

Share of portfolio 

Premium

60 – 90RMB per kg

Mass to mid priced

≤60RMB or kg

Ultra premium

≥90RMB per kg

$$$

$

2021

Cat Focus Dog FocusCat & Dog

Share of portfolio 

Premium

60 – 90RMB per kg

Ultra premium

≥90RMB per kg

$$$

$

Mass to mid priced

≤60RMB or kg

Section  6 - The A League: Growth is easy, sustainability is rare
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2

3

4

1
Significant growth in 

ultra premium segment

Shifting focus from dog to 

cat portfolio has accelerated 

Leading domestic players able to 

achieve stronger & faster growth 

than traditional MNC players

Which remains has considerably 

sized up, likely from consolidation

China’s Pet Industry 2022
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The most prominent observation is a clear 

acceleration in the ultra-premium segment. 

Numerous international brands have entered the 

market or are actively considering competing, 

resulting in a clear-cut expansion in the segment. 

On one hand, incumbents have concurrently 

gained market share and are expanding the 

category through strong growth driven by heavy 

investment. But newer international players have 

also made their mark since 2019. 

Shifting focus from dog to cat 

portfolio has accelerated 

Leading domestic players able to

achieve stronger & faster growth than 

traditional MNC players

Which remains has considerably 

sized up, likely from consolidation

Significant growth in ultra-premium 

segment A trend that we noted in our 2020 reports, 

which has continued to manifest is the rise of 

domestic players. This time we are specifically 

seeing this in the premium category – where 

domestic players have been able to 

continuously upgrade and challenge 

incumbents. Market data shows they are closing 

the gap on their previously dominant MNC 

competitors. However, it is crucial to note that 

there are technology gaps still inhibiting them from 

competing directly at ultra-premium price points, 

which are still dominated by international players.

1

2

3

4

The shifting focus from dogs to cat has also 

become far more pronounced, as we can see in 

the shift along the x axis in the exhibit 5. This shift 

has brought along with it a deviation in product mix, 

R&D focus, and marketing efforts. Alfie and Buddy 

recently made a slew of changes in their product 

portfolio to cater more to cats while committing 

proportionately more investments in R&D for their 

cat-focused treats. Even the SKU sizes on some 

of their food offerings have been altered to better 

suit cat-sized servings. 

And finally, we are seeing more consolidation 

in the mid-priced to mass segment. This comes 

as competition has intensified, and players have 

not been able to sustain previous growth. Entry 

barriers are rising by the day, and we expect to 

see the elimination of players soon.

Section  6 - The A League: Growth is easy, sustainability is rare

China’s Pet Industry 2022

When compared to 2019, we observe the A 

league list has undergone significant changes
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Section  6 - The A League: Growth is easy, sustainability is rare

China’s Pet Industry 2022

The pet market has a wide range of players 

competing against each other, from MNCs to local 

players, ultra-premium specialists to mass market 

providers. Each bring their own set of 

competencies that deliver divergent results. 

Over half of the top 10 players in 2019 have not 

been able to defend their market share. Royal 

Canin, Myfoodie and Pure and Natural have all 

been able to maintain their positions, showing 

strong growth and promise, but some players have 

fallen completely out of the top 10 with market 

share losses making way for newer players, 

showing promising growth trajectories (see exhibit 

6). 

Multinational players such as Whiskas, 

Pedigree & Royal Canin have seen relatively 

stable year-on-year growth in the last 5 years. 

They have always been a core part of the market 

and to navigate more volatile revenue and market 

have been instrumental in pushing product 

innovation and branding. Their strong brand image 

and tried-and-tested formula capture new pet 

owners who may not prioritise the product claims 

in more advanced pet food formulas. This, along 

with enjoying a raft of recommendations from 

respected vets globally has facilitated them 

benefiting from more consistent growth figures 

than their local competitors.  

Conversely, local players are far more diverse, 

comprising of some players who have seen strong 

growth while other suffered losses in relative 

market share. Many enjoyed growth over a number 

of years before struggling to maintain momentum 

while contending with the changing market 

dynamics mentioned earlier in the report. 

Historically, there has been a tendency among 

investors to focus on the strong growth rates within 

the industry when evaluating targets, resulting in 

high premiums and multiples. As such, the 

volatility of individual players has been overlooked 

at times. Many investors have paid high premiums 

for targets in the last 3 years, demonstrating the 

importance of looking at long term potential and 

core capabilities. 

The most notable market share growth has been in 

the ultra-premium segment since our 2020 study. 

All 4 of the new entrants into the top 10 are ultra-

premium players, benefitting from >50% revenue 

growth YOY since 2019. While the reliability and 

consistency of these high growth rates may still be 

under scrutiny, their products have certainly struck a 

chord with affluent Chinese pet owners. 

While we’re seeing diversity in market 

battlegrounds and player competencies, the 

universal applicability and benefit of consumer 

education holds true for all. International and local, 

ultra-premium and mass players can all benefit from 

educating their existing and potential future customers 

regarding the nuances of their offerings. 

An important point to note regarding the market 

rankings above is that market share is merely a 

snapshot of a company’s performance relative to 

competitors at a particular moment in time, making 

it one dimensional. Firms prioritising quality-centric 

long-term strategies like R&D investments rather 

than quick-win strategies to shift below-par 

products may not see market share advancements 

overnight but will certainly benefit from returning 

customers and thus build a more sustainable 

business model in the long term.

Despite all these changes, the competitive 

landscape continues to be very fragmented vs 

mature markets. As the game is moving from 

traffic-driven to longer-term capabilities, we expect 

a continuation of the consolidation seen in our 

2020 report.
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Top 10
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10+ Ultra-premium

10+ Mass to Mid-price

No longer  

in top 10 

2 Brand A Premium

4 Brand B Mass to Mid-price

6 Brand C Mass to Mid-price

7 Brand D Mass to Mid-price

8 Brand E Mass to Mid-price
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2019 Rank Brand Positioning 19-21 CAGR2021 Rank

Legend

Source: Annual reports, Euromonitor, desktop research

25%-50%<5% 5%-25% >50%

Section  6 - The A League: Growth is easy, sustainability is rare

China’s Pet Industry 2022

Exhibit 6 – Top pet food brands in China ranked by sales in 2021 and 2019



In our study, we have 
identified several key 
capabilities that differentiate 
the winners from others
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7 Investment Takeaways:
Our research and perspective on how 

winning profiles look like 

China’s Pet Industry 2022
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Our research and analysis: We have developed a database containing hundreds of pet brands and we 

have deep dived on 40 players. In addition, we have spoken to more than 10 companies and experts to 

record observations and movement in the market. Most notable is the volatility seen in the top players in the 

market. Incumbents are being disrupted and maintaining market share is not as clear cut anymore. Amongst 

the top players 3 distinct player profiles stand out:

Sustainably growing players are those who have sustained growth and continue to remain in the top 10 

players in the pet food market by investing in developing core competencies and capabilities with long term 

outlooks. From an investment point of view, these are the companies that prove to be healthier investments, 

with higher chances of value creation. There is no one-size-fits-all for sustainably growing players. Business 

models naturally vary, some leverage established brands with production capabilities in China, some directly 

import products from overseas, and some are specialised OEM turned OBMs. Despite their distinctive value 

propositions, common underlying critical capabilities exist that differentiate them from more volatile players 

(see exhibit 8). 

• Strong customer acquisition and education: Brands are differentiating their products and crafting a 

clear position by educating consumers on the value of their products – this also enables brands to defend 

price points and charge premiums for higher value products. Education enables brands to have 

meaningful conversations with consumers where the latter now see the former as trustworthy custodians 

of their pet’s health

Sustainably Growing 

Players

Players who have 

sustained growth despite 

market fluctuations and 

have developed a loyal 

consumer base, and 

differentiated propositions.

Fallen Stars

Players who had 

previously grown much 

faster than the market, but 

have not been able to 

sustain their growth and as 

a result have lost market 

share since 2019.

Emerging players

Players who have won 

share, and are seeing lots 

of growth since 2019 but it 

remains to be proven if this 

growth is sustainable. 

Exhibit 7 – Profiling pet players 

Section 7 - Investment Takeaways: Our research and perspective on how winning profiles look like 

China’s Pet Industry 2022

Sustainably growing players
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Exhibit 8 – Key capabilities of sustainably growing players

Agile Product Development

Ability to catch whitespace through new 

product development and speed to market 

is a priority for sustainably growing players.

Strategic Route to Market

Careful consideration of organic vs paid 

and offline vs online distribution strategies 

are essential. Nuanced tier-based 

strategies are seen as key going forward. 

Customer Acquisition and 

Education

Education solidifies market position, 

justifies price premiums and transforms 

brands from mere salespeople to trustworthy 

custodians of pet health. 

Manufacturing & Production 

Capabilities

Investing in manufacturing autonomy to 

mitigate consumer concerns over quality, 

while differentiating from competitors, has 

been a successful strategy. 

Section 7 - Investment Takeaways: Our research and perspective on how winning profiles look like 

China’s Pet Industry 2022

• Well distributed offline route to market: Sustainably growing players tend to have a very strong sales 

team that developed relationships with national and regional distributors while also striking a balance by 

owning end retailer relationships. Having a clear cut strategy for cities within Tier 2, Tier 3 and below 

seems to be one element of what differentiates these players from the rest. Education offline and 

investments in specialist channels such as vet through education sponsorship and training goes hand in 

hand with developing an offline route to market strategy. 

• Responsive product rollout: Strong players have a keen sense of the market and can catch 

whitespace in markets for products that are growing fast. Speed to market is also imperative as 

competition can be fierce. This, along with product development, needs to be a strategic priority. For 

domestic players who have achieved sustainable growth this is quite a significant achievement as they 

have typically lagged behind international players, especially in the premium space.

• Investments in manufacturing capabilities with high degree of control: Domestic and international 

players are investigating their own manufacturing facilities to gain a greater degree of control over their supply 

chain. Product quality has been a customer concern in the past, and this is a way to mitigate concerns, it’s 

also a means for premium players to differentiate their products within the freeze dried category as many 

domestic players source generic freeze dried products from local OEMs.
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Section 7 - Investment Takeaways: Our research and perspective on how winning profiles look like 

Over the past few years we have witnessed the rise 

of many new pet brands and innovations in the 

industry, and there have been tremendous interest 

from investors and strategic buyers to identify the 

players that are capable of delivering sustainable 

growth. Investors must carefully identify companies 

that are not only focused on the short term, but that 

are also investing to develop the core competencies 

and capabilities needed to succeed in the long run

Waldemar Jap

Partner, Asia Pacific Deal Strategy

China’s Pet Industry 2022

Fallen stars

Fallen stars are players who have previously grown rapidly to gain market share, but growth has been in 

spikes. The following are some of the reasons that we believe are attribute to the changes. 

• Highly dependent on paid online traffic to push sales: We have observed that fallen stars include 

brands that have in the past had a heavy push online- primarily by buying traffic on Tmall and heavy 

allocation of digital media during promotional sales such as 11/11, often undercutting pricing and 

discounting heavily. Unsustainable margins and reduced brand loyalty have followed, leading to these 

players losing market share. 

• Need for a more holistic route to market strategy: Often when brands discount online, they’re unable 

to sustain strong offline growth due to differential pricing, and price undercutting. Distributors also need 

well developed centralised sales teams that can manage relationships and establish a presence beyond 

Tier 1 and 2 cities, which requires investment in people and a sales organization. 

• Lower investment in R&D and product innovation: This has been true, especially for domestic 

players who rely on local OEMs or source generic formulations. While this may work in the short term, 

and enables a faster route to market, players are seeing these impact long term growth. Chinese 

consumers are acutely aware of quality concerns, given the market’s history of quality-related scandals.

• Inability to respond to market trends due to scale and size: more relevant for larger MNCs who have 

slower product development than nimbler domestic players and are unable to move at the same speed. 
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Emerging players

Emerging players are new entrants to the top 10 that are seeing success in the market, but questions remain 

regarding the endurance of this success. From an investor’s point of view, these players could be a chance 

to identify players who have high value creation potential at lower multiples. The method to do this would be 

through identifying the right investments they are making in long term capability growth. Common among 

many emerging players are the following attributes:

• China-specific customer education and marketing strategy: This is especially relevant for imported 

brands who have not been as aggressive in working with local KOLs and livestreaming as domestic 

players and have veered towards a globalised strategy. Domestic players have successfully used KOLs 

and feedback on social media online to develop relationships with customers, which can’t be said of 

many international brands. 

• Invest in local sales teams to balance dependence on local TPs and distributors: Without a strong 

sales team, many lack the internal capabilities to manage relationships with distributors. This limits 

channel expansion opportunities, especially as competition intensifies amongst the top players. 

Relationships with distributors are key to ensuring that the distributors are working with up-and-coming 

brands, thus ensuring maximum reach. 

• Stay agile to keep up with product portfolio demands: Identify trends to capitalize on through a 

pipeline of products satisfying market demand. This requires quick turnarounds and rapid go-to-market 

with decentralised teams. 
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Case Study 2: 

We have compared two brands, one which is a 
sustainably grower player and the other a Fallen Star

Brand 2 
Fallen Stars

Brand 1 
Sustainably growing player

Consumer 

acquisition & 

education

Route to 

Market

Product 

innovation

Production

Profile

Section 7 - Investment Takeaways: Our research and perspective on how winning profiles look like 
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Brand 1 has had a very strong 

omnichannel strategy focused on 

social media, e-commerce and offline. 

Its increased focus on online 

education includes over 200 

livestreams on Douyin to interact with 

consumers as well as programs to 

upskill end retailers on product claims 

and serving customers better.

Brand 1 has frequently adjusted its 

product portfolio. They pivoted to

cat and increased share of cat portfolio 

from 10% to 35% in a relatively short 

period of time . This has been possible 

because of the development of an in-

house R&D centre and OEM 

experience as well

Brand 1’s OEM capabilities have 

enabled them to have more control 

over their supply chain, and have 

steadily expanded capacity over the 

last five years. Their focus on the 

traceability of food sources has 

developed trust with consumers. 

Brand 2 is focused on heavy 

customer acquisition online through 

discounting and “value for money 

positioning”. But the heavy focus 

online limited its growth offline - and 

while plans were announced to invest 

in store openings, they were later 

abandoned

Brand 2 was highly recognized as a 

purely online brand and failed to invest 

in a strong offline team to manage 

distributor relationships. And while they 

saw immense success online, their 

growth was heavily driven by online 

spending which was unsustainable 

Brand 2 had very quick turnarounds, 

and even though their frequency of 

product launches was high, the market 

viewed them as lacking innovation 

and consumers had the impression 

that their products are mostly copies 

of existing products in the market 

Brand 2 had undergone multiple 

product quality concerns and 

scandals. This has lead to consumers 

not trusting the products quality levels. 

Brand 1 has maintained a high 

degree of control of its online 

channel by managing 50% of sales 

internally, and 50% through online 

distributors. This has resulted in 

superior price controls, while also 

establishing offline partnerships 

with strong national and regional 

distributors for pet stores and 

hospitals 

This player is a leading mid priced 

domestic brand that has seen 

consistent growth over the last few 

years. Its focus on building long term 

capabilities has meant that it has 

retained its rankings and has 

consistently been in the top 10.

This player is a mass domestic brand 

that up until recently had seen meteoric 

growth. While it has been in the top 10 

for a few years, since 2019 its been 

unable to sustain growth and has lost 

its position and market share. 
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