
PET OWNER 
SURVEY REPORT
March 2023

caring for the
A British family business

nation’s pets
since1921



pet’s wellbeing

59% of all
pet owners

care more about their

than their own



Since Johnson’s Veterinary products was founded as a 
family business in 1921, it has been at the forefront of 
providing a wide range of healthcare products that help 
pets and their owners live better lives.
Driving our success for more than 100 years has been our ongoing commitment 
to produce products that are not only high quality and highly effective, but are 
inexpensive and readily available through local pet shops and pet stores.

This last point is central to the future of our business and remains as important today 
as it was before the internet. We believe pet owners should spend time in pet stores 
and benefit from the vast experience and specialist knowledge available freely over 
the counter.

We recognise the power of online selling and many of our retail customers choose 
to make products available to purchase online, but Johnson’s Veterinary Products 
remains committed to supporting local pets stores with quality, effective, inexpensive 
care products, for pets large and small.

Innovation is important and we strive to deliver new products that compete with those 
available through veterinary practices, but at significantly lower cost. We also create 
products to sooth, bathe, beautify, treat and reward pets, for which we need to know 
what our customers need or want.

To move our business forward with products and services that better reflect the 
changing needs of our customers and pet owners, we need to understand where pet 
owners go for advice, what they look for when buying products and what they hope to 
see in future. So we asked them.

We recently surveyed more than a thousand pet owners, of all ages and across all 
regions of the UK. Their responses offer us valuable insights into their view of the pet 
healthcare world and over the following pages we share those responses and our 
interpretation, which will help shape our future.

I hope you find the results as fascinating as we did, but if you have any specific 
questions about the information contained within this report, please get in touch.

Regards 

Paul Gwynn
Managing Director



Over the following pages you will see the 
questions we asked our audience and 
their responses in graphical format, with 
a summary of the data for you to read 
through, if you prefer. 

We have also added our own conclusions 
at the end, explaining what the findings of 
this report mean to Johnson’s and what 
we believe they mean for the wider pet 
care industry.



What propensity of pet owners seek advice 
for common, minor ailments from a qualified 
veterinarian rather than rely on the experience or 
feedback of others, including pet store owners, or 
online forums?

An overwhelming majority (57%) would prefer to speak to 
the vet in order to remedy a pet’s flea issue, whilst 35% opt 
to search for help online. Interestingly those aged between 
16 and 24 were far more likely to visit a vet (66%) than they 
were to search online (34%), disproving any assumption that 
youngsters would be more inclined to turn to digital channels 
to answer their queries. 49% of this age group said they would 
ask the vets for advice for fleas because they trusted this 
method more, whilst 41% said it was because it was more 
convenient.

Crucially, 27% of all 16 to 24 years olds questioned, said that 
they would rather buy a product directly from the Vet because 
they believed the products there have medical approval. And 
this is despite 31% believing that their local pet store was 
‘knowledgeable’ and that their opinion could be trusted, and 
67% stating that they would rather support their local pet shop 
than big stockists. However, a quarter did state that if there 
was a greater choice of independent stores available in more 
central locations, they would be more likely to shop there, 
mirroring their need for convenience.

Those aged between 25 and 44 sought remedies online 
most frequently (44 - 46%), suggesting that this was the age 
group most likely to research solutions before committing to 
purchasing either a service or product.

Around a third of those asked would simply opt to use 
products they had used before and that they trusted to get the 
issue solved.

Those living in the North West were the most likely to consult 
their local pet store for a solution (49%), whilst just 23% of 
respondents in the West Midlands would opt to do the same.

Trust (43%), habit (39%), convenience (37%), and 
accessibility (30%) were the primary drivers behind how all 
groups chose their preferred course of action.

Where would pet owners 
go for advice to cure minor 
conditions such as fleas?

Where, if anywhere, would you go for 
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How do pet owners perceive independent pet 
stores, their product selection and service 
provisions when judged in comparison with other 
pet product stockists?

Overall, 28% of survey respondents believed that their local 
pet store was ‘knowledgeable’ and had opinions that could be 
‘trusted’, with 22% believing that the pet store workers cared 
‘more about me and my pet than bigger stores’.

However, 22% found them to be overpriced, whilst 13% 
suggested that they would rather buy from a supermarket as 
they could then do all my grocery shopping at the same time, 
12% thought it was inconvenient to make a special journey 
to a pet store, and 12% responded that they’d rather shop at 
a major pet chain as there would be other services offered 
on-site. This implies that pet owners value their time and 
convenience, with a desire to multi-task when making their 
purchasing decisions.

Rather concerningly for independent pet store owners, 26% 
of all respondents, and 39% of those aged 16 to 24, admit 
to having never visited a small local outlet. This reflects their 
belief that products purchased at the vet are more likely to 
have medical approval than those acquired elsewhere. 

With 67% of this demographic stating that they would rather 
support their local pet shop than big stockists, these results 
indicate that it is veterinary practices themselves that are 
the primary competition for small store owners over large 
pet chains when it comes to selling products to younger pet 
owners. Meanwhile, just 11% of respondents aged 45 to 
50 believed products sold over the counter at the vet to be 
‘medically’ certified. A quarter of this age group also found pet 
stores to be more genuinely caring than the alternatives, and 
59% shop there regularly.

Cost was perhaps understandably the greatest influencer 
for product selection (50%) on the whole, however, this was 
more of a factor for the age groups over 35 years old, where 
over half of those asked said it was the most important factor, 
whereas this dropped to 47% for 16 to 24 year olds. For 

respondents aged 55+, how effective the products are (57%) 
took precedence over price cost (51%).

39% said they would be more likely to shop at their local 
pet store if prices were reduced, and 38% said they would 
if special offers were introduced, meaning a pet owner’s 
shopping habits could likely be swayed by promotions or 
incentives. Considering that trust (43%) and habit (39%) are 
the primary drivers behind how pet owners choose to source 
advice on caring for their animals, incentivising loyalty could 
well be a feasible hook for securing return customer visits.

Over half of those asked in the East of England, West 
Midlands, and North West prioritised quality above all else, 
whilst females (51%) were more likely to be concerned by 
how well a product works than males (33%).

Good reviews were most likely to influence the product 
selection of 25 to 34 year olds, mirroring the fact that this is 
the age group most likely to research online before making 
treatment or purchasing decisions.

Dog owners (62%) would rather support their local pet store 
over going to big stockists, cat owners (52%), or people with 
pet fish (57%).

Sentiment surrounding pet 
stores and products
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Ensuring a brand is both ethical and sustainable 
is high on the agenda for many businesses, 
but how does this advocacy translate with their 
customer base? What bearing do the environmental 
credentials of products have on the purchasing 
decisions of pet owners, and how should product 
manufacturers and pet stores reflect this in their 
offerings?

A product’s cruelty-free credentials are more important to 
younger demographics with 27% of 16 to 24 year olds, and 
25% of 25 to 34 year olds stating that it is a consideration 
when selecting products, whilst this drops to 20% for 35 to 
44 year olds and 17% for those aged 45 to 54. Interestingly, 
despite all respondents being pet owners, animal welfare 
does not seem to be the primary concern for any age group, 
and there are several other factors which they prioritise over 
and above a product being cruelty-free.

For example, the youngest age group were more likely to 
concern themselves with the organic nature of a product 
(63%), and whilst the importance of such falls as the age of 
the respondents increases, it is still broadly considered to be 
a more significant issue than cruelty.

What appears to be the most important issue for pet owners 
is the product’s ingredients, with 74% of all respondents 
noting this was significant for them. It is particularly relevant to 
the over 55’s age group, with 82% concerned by ingredients 
and 76% by the chemicals used in their production.

Women are also considerably more likely to be bothered 
by this, with 82% prioritising ingredients, and 80% worried 
by chemical content, against 66% in both respects for male 
respondents.

From a sustainability perspective, overall, 61% thought that 
packaging materials are important. But when asked what 
was more crucial to their purchasing decisions, packaging 
barely even factored when considered against cost. So whilst 
there is a clear demand for manufacturers to introduce more 
sustainable packaging (eg, glass or cardboard), this should 
not be done at the expense of the customer as this could be 
a turn-off.

Ethics and sustainability
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would rather pet products have
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When thinking about the environmental impact
of a product, is it important what the product 
packaging is made from (glass, cardboard)?
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When thinking about the environmental impact
of a product, is it important what ingredients are 
used in the product?
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The key to understanding the behaviours of 
pet owners is understanding the relationship 
they share with their animals. In this survey, we 
specifically focussed on dog ownership.

This survey revealed that 66% of dog owners care more 
about their pet’s wellbeing than their own, perhaps 
unsurprising given the companionship that many dog owners 
enjoy with their animals.

With this in mind, we wanted to understand how the canine-
owning community felt about the prospect of paying to 
regulate dog possession in the UK, asking them about the 
potential reintroduction of dog licencing.

33% said they would be willing to pay between £1 to 
£20 per dog, and 21% between £21 to £40, with 38% of 
all respondents hoping that such a licence would deter 
unsuitable dog owners. Those aged 45 to 54 were most 
against the idea with 31% believing the reintroduction of a 
dog licence was a bad idea, whilst only 20% of 16 to 24 years 
were opposed to the concept. This age group was on the 
whole the most amenable to paying up to £40 per dog (33% 
of all respondents in this bracket). However, on average, 
dog owners across all demographics would be willing to pay 
approximately £38 per year, per animal.

There was some concern about the potential adverse 
effects of the Government making such a move, with a 
quarter of those asked believing that having a dog licence 
would decrease demand meaning more dogs would end up 
homeless or in kennels, and 31% fearing that abandonment 
would likely increase. Those aged over 45 were most fearful 
about abandonment (39%), whilst those aged 24 and under 
were the least concerned.

However, the perceived benefits including minimising over-
breeding or stopping puppy farming (31%) and encouraging 
better standards of care or training (24%) were also prevalent 
amongst respondents, whilst 16% hoped that the funds raised 
would help support local street or highway upkeep.

The relationship between  
dog owners and their pets

dog licence

38% of
UK dog owners
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to deter unsuitable dog owners

If the Government were to reintroduce the dog
licence, what do you believe the results would be?
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There is clearly a desire to support local pet stores across the board, but 
for younger people at least there is a level of caution and misinformation 
that is driving their decision to favour direct veterinary support rather than 
head to other pet product stockists to purchase remedies or ask for help.

Cost does not appear to be so much of a concern for this group, but considering that the PFMA’s 
most recent report highlighted that this age group is the most likely to relinquish their pets, it does 
seem to point towards the fact that there is an education job to be done amongst young adults as 
to the true impact of pet ownership, both from a lifestyle and financial perspective, so that they can 
make more informed decisions.

The older pet owners become, the more likely they are to stick to what they know, so engaging 
with younger pet owners to attract their loyalty at the start of their ownership journey will be key to 
forming long-lasting consumer relationships for pet stores.

There is a clear demand for convenience and having a ‘one-stop shop’ so that customers are 
able to make better use of their valuable time. But with cost being key, and a rising demand for 
sustainable packaging, there are opportunities for pet stores to rethink their sales strategies, 
perhaps considering bulk purchase or refillable product options to make product selection more 
affordable, accessible and convenient.

The importance of online reviews for businesses continues to be paramount, as between 44 - 46% 
of those aged between 25 and 44 will search online before committing to procuring a service. 
Investing in websites, engaging on social media, and encouraging Google reviews will all help 
boost online presence locally, and promote the services, products, offers and knowledge to 
prospective customers.

When it comes to pets, an owner’s commitment to their animal’s wellbeing is clear, with over half 
admitting to putting their pet’s wellbeing above their own. Specifically in the case of dogs, where 
71% of those asked would be willing to pay a sum of money to hold a dog licence, with the hope of 
improving care standards.

With an estimated 12.5 million dogs kept as pets in the UK as of 2021, and dog owners willing to 
pay up to £38 in licensing per animal, reintroduction could result in a £475m boost to the economy. 
Whilst it would undoubtedly be an unpopular move for many, particularly in the South East where 
43% were against it, at a time of economic crisis, these kinds of figures may well pique the interest 
of those in both central and local government looking to bolster budgets or better balance the 
books.

We will undertake our next survey in the coming months, asking equally important questions to get 
into the minds of the pet-owning public and will again share the responses with you in due course. 
In the meantime, if you have any questions, please get in touch. 

Conclusions
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The survey

The survey was undertaken on behalf of Johnson’s Veterinary 
Products Ltd., by Censuswide Ltd. We asked the questions to 
1,000 pet owners and began by finding out their age, gender, 
region, city and pets that they currently have.

Sampling theory, incentives & 
accuracy
The research is conducted online, with respondents sourced 
via online access panel. All respondents are double opted 
in (with an opt in and validation process) and complete a 
profiling questionnaire when joining. Their data is then stored 
anonymously and specific sectors and demographics can 
be targeted easily. Respondents are invited to participate in 
surveys via email. All surveys are incentivised according to 
the specialism of the panel, rewards include; points for prizes, 
cash, charity donations, loyalty schemes and air miles all 
of which vary in value depending on the survey length. We 
include geo-IP checks to ensure respondents are completing 
from the right country, and cookie checks to ensure the same 
respondent isn’t completing the research more than once.

 

Accreditation
Censuswide.com complies with the MRS Code of Conduct 
which is based upon the ESOMAR principles (for more 
information visit www.esomar.orghttp://www.esomar.org/).

Main principals listed below:

 A Market researchers will confirm to all relevant national 
and international laws.

 A Market researchers will behave ethically and will not do 
anything which might damage the reputation of market 
research.

 A Market researchers will take special care when carrying 
out research among children and other vulnerable groups 
of the population.

What kind of pet(s) do you currently have?
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Q1.  Where, if anywhere, would you go for advice if your pet got 
fleas? 

 A Online
 A Vets
 A Local Pet Store
 A Ask a friend
 A Just use trusted products I’ve used before
 A Other, please specify
 A N/A I have never looked anywhere for advice 

Q2. In answer to Q1, you said X, why is this? 
 A It is more convenient 
 A It is a more personal experience 
 A They are more accessible for me 
 A I have always used this method for advice 
 A I trust this more 
 A Other, please specify 

Q3. How, if at all, do you feel about independent pet stores in 
comparison to other stockists? 

 A I find them overpriced
 A They are inconvenient as I have to make a special journey
 A They are knowledgeable and I trust their opinion
 A They care more about me and my pet than bigger stores
 A I’d rather shop at a major pet store chain as they offer other 

services on site
 A I’d rather buy from the Vet because I believe the products there 

have medical approval
 A I’d rather buy from a supermarket as I can do all my grocery 

shopping there
 A Other, please specify 

Q4. What are the main factors that influence your purchasing 
decisions for your pet products? (tick up to 3)

 A The cheapest product
 A Cost 
 A Quality 
 A Shopping locally
 A Good reviews 
 A How well they work
 A Packaging 
 A Sustainability 
 A Cruelty free
 A Size 
 A Other, please specify 

Q5. When thinking about environmental impact of a product, how 
important or unimportant are the below factors? 
Rows: 

 A Whether the product is recyclable 
 A If it is made locally 
 A What the product packaging is made from (glass, cardboard)
 A What ingredients are used in the product
 A What chemicals are used to make the product
 A If it is organic or not 

Columns:
 A Very important 
 A Somewhat important 
 A Neither important nor unimportant 
 A Somewhat unimportant
 A Not important at all 

Q6. To what extent do you agree or disagree with the following 
statement? “I care more about my pet’s wellbeing than my own”

 A Strongly agree
 A Somewhat agree 
 A Neither agree nor disagree 
 A Somewhat disagree 
 A Strongly disagree 

Q7. At what annual cost should the Government reintroduce the ‘Dog 
Licence’? 

 A It shouldn’t reintroduce the licence
 A £1 - £20 per dog
 A £21 – £40 per dog
 A £41 - £60 per dog
 A £61 - £100 per dog
 A More than £100 per dog with discounts for multiple ownership 

homes.

Q8. If the Government was to reintroduce the ‘Dog Licence’ what do 
you believe the results would be? (select all that apply)

 A Raise more funds for street or highway upkeep 
 A Deter unsuitable dog owners
 A Minimise the number of dogs people own
 A Minimise over breeding or stop puppy farming
 A Encourage better standards or care or training
 A Increase abandonment
 A Decrease demand meaning more dogs would end up homeless 

or in kennels
 A Decrease standards of care
 A Other, please specify 

Q9. What, if anything, could your local pet shop do to encourage you 
to shop there more? 

 A Reduce the cost of products
 A Special deals 
 A Match product costs for larger stockists 
 A Increase marketing scope 
 A More visibility within the community 
 A Collaborations with animal charities 
 A More choice of stores available (e.g. more central locations)
 A Other, please specify
 A N/A nothing could encourage me 

Q10. To what extent do you agree or disagree with the following 
statements? 
Rows:

 A The pandemic has made me more likely to shop locally for my 
pet products

 A I have never visited my local pet shop 
 A I would rather support my local pet shop than big stockists 

Columns:
 A Strongly agree
 A Somewhat agree 
 A Neither agree nor disagree 
 A Somewhat disagree 
 A Strongly disagree 

The questions
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