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COVID-19
(Coronavirus)
Impact Update

IBISWorld's analysts constantly monitor the industry impacts of current events in real-time – here is an update of
how this industry is likely to be impacted as a result of the global COVID-19 pandemic:

· Revenue for the Canadian Pet Stores industry has risen as a result of higher disposable income and increased pet
ownserhip during the COVID-19 (coronavirus) pandemic. For more detail, please see the Executive Summary
chapter.

· Profit is expected to increase as economic conditions improve in 2021. For more detail, please see the Current
Performance chapter.

· The Government of Canada released a COVID-19 Economic Response Plan to support Canadians and
businesses enduring economic hardships due to the pandemic. Qualified industry operators may have benefitted
from these programs. For more detail, please see the Industry Assistance chapter.

Note: The content in this report is currently being updated to reflect the trends outlined above.
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About IBISWorld
IBISWorld specializes in industry research with coverage on thousands of global industries. Our comprehensive data and in-depth analysis help
businesses of all types gain quick and actionable insights on industries around the world. Busy professionals can spend less time researching
and preparing for meetings, and more time focused on making strategic business decisions that benefit you, your company and your clients. We
offer research on industries in the US, Canada, Australia, New Zealand, Germany, the UK, Ireland, China and Mexico, as well as industries that
are truly global in nature.
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About This Industry
Industry Definition The Pet Stores industry in Canada sells a variety of pets, including dogs, cats, fish and birds. Stores also sell pet

food and pet supplies, such as collars, leashes, health and beauty aids, shampoos, medication, toys, pet containers,
dog kennels and cat furniture. Some stores also offer pet services, such as grooming and training.

Major Players PetSmart Inc.

Petvalu

Main Activities The primary activities of this industry are:

Retailing pets

Retailing pet food

Retailing pet supplies

Pet grooming and boarding

The major products and services in this industry are:

Pet food

Pet supplies

Pet services

Live animals
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Supply Chain

SIMILAR INDUSTRIES

Small Specialty Retail Stores in
Canada

Veterinary Services in Canada Pet Grooming & Boarding in
Canada

E-Commerce & Online Auctions in
Canada

Mail Order in Canada      

     

RELATED INTERNATIONAL INDUSTRIES

Pet Stores in the US Online Pet Food & Pet Supply
Sales

Garden Centres & Pet Shops in
the UK
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Industry at a Glance
Key Statistics

$3.3bn
Revenue

Annual Growth

2016–2021

8.4%

Annual Growth

2021–2026

1.8%

Annual Growth

2016–2026

 

$182.1m
Profit

Annual Growth

2016–2021

6.5%

  Annual Growth

2016–2021

 

5.6%
Profit Margin

Annual Growth

2016–2021

-0.5pp

  Annual Growth

2016–2021

 

2,359
Businesses

Annual Growth

2016–2021

2.4%

Annual Growth

2021–2026

2.1%

Annual Growth

2016–2026

 

17,659
Employment

Annual Growth

2016–2021

5.6%

Annual Growth

2021–2026

2.5%

Annual Growth

2016–2026

 

$543.6m
Wages

Annual Growth

2016–2021

6.0%

Annual Growth

2021–2026

2.4%

Annual Growth

2016–2026

Key External Drivers % = 2016–21 Annual Growth

2.3%
Per capita disposable income

1.3%
Total retail sales

3.3%
Number of fixed broadband
connections

1.2%
Population

 
Industry Structure

POSITIVE IMPACT

  Life Cycle
Growth   Capital Intensity

Low

  Regulation & Policy
Light / Steady   Industry Globalization

Low / Steady

MIXED IMPACT

  Revenue Volatility
Medium   Concentration

Medium

  Technology Change
Medium   Barriers to Entry

Medium / Steady

  Competition
Medium / Increasing

NEGATIVE IMPACT

  Industry Assistance
Low / Steady

 

Key Trends

 Higher levels of pet ownership are expected to continue to
benefit industry operators

 Continued emphasis on pet services have been a primary
driver for sales

 Competition has stemmed from online retailers that sell
industry products for low prices

 Demand for premium pet products is expected to escalate

 More consumers will likely use extra income to pamper pets
with services

 Pet stores will likely continue to endure external competition
stemming from various retailers

 Pet stores have placed greater emphasis on providing
specialty services
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Products & Services Segmentation

 
Major Players SWOT

STRENGTHS

  Growth Life Cycle Stage

  Low Imports

  High Profit vs. Sector Average

  Low Customer Class Concentration

  Low Product/Service Concentration

  Low Capital Requirements

   

WEAKNESSES

  Low & Steady Level of Assistance

  Low Revenue per Employee

   

OPPORTUNITIES

  High Revenue Growth (2005-2021)

  High Revenue Growth (2016-2021)

  High Revenue Growth (2021-2026)

  High Performance Drivers

  Total retail sales

   

THREATS

  Low Outlier Growth

  Per capita disposable income
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Executive Summary Begging for more: Rising pet ownership and a rebounding economy will
likely support revenue growth

The Pet Stores industry in Canada has performed strongly over the five years to 2021 as cats, dogs, fish and birds
have remained popular home companions. High pet ownership rates and an increasing number of pet parents,
those that treat their pets as family members, have supported demand for industry products. IBISWorld estimates
that industry revenue will grow at an annualized rate of 8.4% to $3.3 billion over the five years to 2021, with revenue
rising an estimated 13.1% in 2021 alone. A rise in pet ownership and disposable income during the COVID-19
(coronavirus) pandemic has supported the industry as pet owners' spending on industry products and services
remains elevated. While the pandemic has posed challenges for smaller operators, the industry as a whole has
largely benefited due to higher expenditures by Canadian pet parents. Industry profit is expected to rise compared
with 2020 levels as these trends improve the financial performance of industry operators.

Pet stores, which are traditionally small and independently owned operations, have endured mounting competition
from supermarkets, mass merchandisers and online retailers. In addition to luring consumers with competitive
prices, these retailers offer the convenience of one-stop shopping. In response to heightened competition, pet stores
have placed greater emphasis on providing specialty services, such as one-on-one consultations with pet
nutritionists and veterinarians. Grooming and premium boarding options have also grown in popularity as operators
aim to leverage their price-premium retail space and increase foot traffic. In addition, pet stores have become
actively engaged in community initiatives and partnerships with animal shelters, charities and adoption services.
Such involvement helps raise consumer awareness and drives foot traffic to pet stores.

Over the five years to 2026, the Pet Stores industry in Canada is projected to maintain strong growth. As the
economy continues its upward trajectory and pet ownership continues to rise, revenue will likely be supported by
both rising levels of disposable income and strong demand for industry products. However, competition from
supermarkets, discount department stores and online-only retailers is expected to accelerate, limiting demand and
threatening profit. Consequently, IBISWorld forecasts industry revenue will rise at an annualized rate of 1.8% to $3.6
billion over the five years to 2026.
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Industry Performance

Key External
Drivers

Per capita disposable income

When disposable income falls, cash-strapped consumers may opt to shop at supermarkets and mass
merchandisers that offer lower prices, which siphons consumer dollars from the industry. Conversely, a rise in
disposable income increases the propensity for households to purchase a greater quantity of goods and more
premium items with higher price tags, which generally benefits operators in the Canadian Pet Stores industry. Per
capita disposable income is expected to decrease in 2021, but still remaining at a historically elevated level, posing
a potential threat to the industry.

 

Population

A broadening population is positively correlated with demand for industry services. In 2019, 38.0% of Canadians
owned a cat and 41.0% owned a dog, according the Canadian Animal Health Institute (latest data available). Pet
ownership tends to rise in line with population growth, which increases demand for pet food and toys. The
population is expected to increase in 2021, representing a potential opportunity for the industry.

 

Number of fixed broadband connections

The number of fixed broadband connections reflects the availability and demand for consumers to shop online.
Consumers are increasingly opting to purchase products online, enabling them to easily comparison shop and order
items from the comfort of their home. Such consumer behaviour has siphoned demand from the brick-and-mortar
stores that comprise this industry. The number of fixed broadband connections is expected to rise in 2021.

 

Total retail sales

Total retail sales reflect the performance of the overall retail sector. Since the Pet Stores industry in Canada is a
retail industry and relies on consumer demand to remain afloat, a rise in total retail sales has a positive effect on the
industry. Total retail sales are expected to increase in 2021.
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Current
Performance

The Pet Stores industry in Canada has purred along over the five years to
2021, driven by favourable economic conditions during most of the period
and the growing tendency of pet owners to treat their pets similar to
family members.

By offering a wider array of innovative, specialized and premium products and services, pet stores have cashed in
on owners' desires to pamper their pets. In addition, rising pet ownership in Canada has led to overall higher
demand for pet food and supplies. IBISWorld estimates that industry revenue will grow at an annualized rate of 8.4%
to $3.3 billion over the five years to 2021, with an estimated 13.1% growth in 2021 alone as the industry benefits
from the recent spending boom on industry goods and services.

The pandemic has posed a challenge to industry operators given changes in in-store shopping habits, with online
sales becoming a priority for many companies. However, as pet food and many other industry products are
essential, operators have experienced an overall rise in sales as expenditure on pet products grows. During the
pandemic, pet ownership is estimated to have risen as many Canadians experienced altered work and leisure
arrangements and increased time at home. According to the Canadian Animal Health Institute, 58.0% of Canadian
households reported owning at least one cat or dog in 2020. Higher levels of pet ownership are expected to continue
to benefit industry operators. As a result of these developments, industry profit, measured as earnings before
interest and taxes, is estimated to account for 5.6% of industry revenue in 2021, having risen substantially from
pandemic-induced lows in 2020, but declining overall during the period.

PART OF THE FAMILY

According to 2019 data from the Canadian Animal Health Institute, pet
ownership has increased in recent years, with an estimated 38.0% of
Canadians owning a cat and 41.0% owning a dog in 2019 (latest data
available).

In addition to rising pet ownership, Canadian consumers have been spending much more on their furry friends, with
the average pet expenditure per household increasing consistently during the period. Enthusiastic pet owners that
treat their pets as family members are known as pet parents. These owners typically seek pet services that go
beyond traditional grooming, dog walking and training. Today, premium services, such as pet therapy sessions and
pet-only flights, are widely available for four-legged family members. Continued emphasis on pet services have been
a primary driver for sales. This is particularly important as pet stores opt to differentiate from supermarkets and other
retail outlets selling pet food and supplies. This rise in demand for pet services has positively influenced the industry
over the past years. There are few variable costs associated with these services. Therefore, any rise in revenue
directly improves pet stores' bottom lines.
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Price-premium dog food has also bolstered industry revenue and returns. The Pet Food Association of Canada,
which comprises pet food manufacturers and retailers alike, is a strong industry advocate for food that promotes the
health and vigour of pets. Growing concerns regarding the use of pesticides and genetically modified foods have
translated to the pet market as consumers continue to humanize their pets and incorporate them as members of the
family. For example, Orijen is a premium pet food brand that specializes in grain-free food solutions and uses free-
range meats. The ingredients are sourced regionally and better match the diets of dogs and cats prior to
domestication. Such foods can be sold at much higher prices than traditional dog food, which is predominantly
produced using grains and other ingredients that may be harmful to a pet's health.

INCREASING COMPETITION

Pet stores are traditionally small and independently owned operations,
with the exception of a few national chains.

Due to their predominantly small size, industry operators have competed with supermarkets and mass
merchandisers for consumer dollars, in addition to fending off competition from big-box specialty pet stores. This
pressure has contributed to overall consolidation within the industry and has placed substantial price pressure on
small specialty stores, some of which were forced to exit or find niche markets to remain competitive. Consequently,
IBISWorld estimates that growth in the number of industry enterprises has been relatively slow compared with
revenue growth, rising at an annualized rate of 2.4% to 2,359 companies over the five years to 2021.

Offering the convenience of one-stop shopping, supermarkets, mass merchandisers and grocery retailers have lured
consumers away from smaller specialty pet stores. For example, grocery stores provide consumers with the
opportunity to shop for a wide range of household products in one location, including pet food and supplies. As a
result, time-poor consumers have turned to this type of store to streamline and simplify errands. At the same time,
mass merchandisers are becoming major retailers of pet food and offer less expensive products for cash-strapped
consumers. Due to their economies of scale, stores such as Walmart Inc. and Costco Wholesale Corporation can
exercise greater buying power and purchase in bulk from wholesalers, passing cost savings in the form of lower
prices on to end consumers. Consequently, grocery stores and mass merchandisers have become leading retailers
of pet supplies in recent years.

Additional competition has stemmed from online retailers that sell industry products for low prices due to their lower
overhead costs. As more people have turned to the internet for their shopping needs, as evidenced through an
increase in the percentage of services conducted online and the number of fixed broadband connections, some
consumer dollars have been siphoned away from brick-and-mortar industry establishments. Online shopping offers
the convenience of enabling consumers to shop from the comfort of their homes, which typically appeals to younger
and time-strapped shoppers. The increased prevalence of online purchases has somewhat pressured industry
demand in recent years.

Experiencing mounting competition from large chain grocery retailers and online retailers, pet stores are placing
greater emphasis on providing specialty services to lure in customers. For example, Canada's largest specialty pet
retailer, PetSmart Inc., is planning to expand its spa and hotel services for dogs and cats, tailoring to the needs of
consumers who travel on a regular basis. To meet rising demand, industry employment is expected to rise at an
annualized rate of 5.6% to 17,659 workers over the five years to 2021. Pet stores are increasingly engaging in
community initiatives and creating collaborations and partnerships with animal shelters, charities and adoption
services. Such involvement helps raise consumer awareness and pet ownership numbers, thus driving more
customer attention and foot traffic to pet stores.
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Historical Performance Data

Year
Revenue

($m)
IVA

($m)
Establishments

(Units)
Enterprises

(Units)
Employment

(Units)
Exports

($m)
Imports

($m)
Wages

($m)

Domestic
Demand

($m)

Per capita
disposable

income
($)

2012 1,827 454 2,376 1,937 11,129 N/A N/A 326 N/A 86.8
2013 1,957 495 2,507 1,972 12,034 N/A N/A 346 N/A 95.3
2014 2,031 510 2,594 2,011 12,244 N/A N/A 348 N/A 100.0
2015 2,102 540 2,626 2,055 12,873 N/A N/A 377 N/A 98.2
2016 2,178 570 2,567 2,096 13,457 N/A N/A 407 N/A 97.0
2017 2,194 568 2,654 2,127 14,304 N/A N/A 411 N/A 114
2018 2,344 618 2,823 2,173 15,363 N/A N/A 444 N/A 116
2019 2,607 666 2,869 2,223 15,696 N/A N/A 475 N/A 114
2020 2,876 653 2,911 2,294 16,516 N/A N/A 503 N/A 82.7
2021 3,253 769 2,966 2,359 17,659 N/A N/A 544 N/A 105
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Industry Outlook
Outlook The Pet Stores industry in Canada is expected to continue to fetch a

growing share of the consumer dollar over the five years to 2026 as pet
owners opt to spoil pets.

Rising pet ownership, especially of smaller pets, will likely serve as a catalyst for industry growth. In addition, the
rebounding economy and rising disposable income levels will likely keep total retail spending elevated, with
consumers continuing to purchase premium pet products and services. Despite this growth, the industry is
anticipated to continue combating strong competition from grocery stores, mass merchandisers and a growing
number of online-only retailers. Therefore, IBISWorld estimates that industry revenue will grow an annualized 1.8%
to $3.6 billion over the five years to 2026.

PREMIUM PRODUCTS WILL REMAIN POPULAR

IBISWorld expects natural and organic foods and treats to continue
gaining popularity over the five years to 2026, as households continue to
view diets as a means of improving pets' overall health.

Additionally, as consumers find themselves armed with additional spending capital, they will likely pursue higher
quality pet supplies, such as premium food. Not only is pet food essential for pets' survival, but pet nutrition is
viewed as a high priority by many pet owners. Thus, demand for premium pet products, which are high in protein
and low in byproduct filters and artificial additives, is expected to escalate. Natural and organic foods, once a niche
segment, are now marketed by all retailers. These high-margin products will likely be lucrative sources of revenue
and profit for pet store operators over the five years to 2026.

Healthcare products and dietary supplements are also likely to contribute to industry growth, as consumers search
for ways to save on their pets' prescription care costs and medical bills. Given the aging pet population, many pet
owners are increasingly incorporating vitamins and minerals into their pets' diets to prevent nutritional deficiencies
and avoid expensive medical treatments. Supplements that target specific illnesses, such as joint, digestive and
cardiovascular issues among dogs and cats, are particularly gaining popularity.

With improving economic conditions, demand for specialized pet services is expected to continue rising. Over the
five years to 2021, pet services have served as primary drivers of growth within the industry, a trend likely to
continue as per capita disposable income is expected to grow an annualized 0.8% over the five years to 2026. With
unemployment also expected to remain low during the outlook period, more consumers will likely use extra income
to pamper pets with services such as grooming and boarding.

COMPETITION CONTINUES

Over the five years to 2026, pet stores will likely continue to endure
external competition stemming from a range of retailers, including
supercentres, e-retailers and mass merchandisers, which may constrain
profit during the period.

However, higher disposable income levels will likely encourage consumers to splurge on higher-quality products.
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Consequently, many consumers are expected to opt for shopping at specialty pet stores, where they receive one-
on-one consultations with pet nutritionists and veterinarians and find products for smaller animals, in addition to
dietary supplements. However, despite these favourable conditions, competition from supermarkets and mass
merchandisers is projected to remain strong for basic pet supplies, such as dry pet food and cat litter. Since these
products demonstrate little product differentiation, consumers will likely continue to shop at large retailers to take
advantage of discounted prices and the convenience of one-stop shopping.

Due to a high number of small companies operating in the industry, niche product marketing will likely become
increasingly important as each operator attempts to stand out. As a result of growing concerns among many pet
owners relating to their pets' health, the introduction of options to improve pet health creates a potential opportunity
for industry operators. Several pet food manufacturers have already identified potential growth in customized food
options, taking into consideration pet breeds, life stages, daily activities, amount of time spent indoors and specific
medical conditions. Driven by new market opportunities and growing demand, the number of industry enterprises is
expected to rise at an annualized rate of 2.1% to 2,623 companies over the five years to 2026. Likewise, industry
employment is also projected to increase, growing an annualized 2.5% to 19,986 workers during the same period.

Performance Outlook Data

Year
Revenue

($m)
IVA

($m)
Establishments

(Units)
Enterprises

(Units)
Employment

(Units)
Exports

($m)
Imports

($m)
Wages

($m)

Domestic
Demand

($m)

Per capita
disposable
income  ($)

2021 3,253 769 2,966 2,359 17,659 N/A N/A 544 N/A 105
2022 3,391 801 3,052 2,426 18,355 N/A N/A 565 N/A 109
2023 3,462 819 3,117 2,478 18,855 N/A N/A 580 N/A 113
2024 3,502 832 3,185 2,533 19,295 N/A N/A 592 N/A 114
2025 3,531 843 3,246 2,583 19,675 N/A N/A 603 N/A 115
2026 3,554 852 3,293 2,623 19,986 N/A N/A 611 N/A 116
2027 3,574 859 3,340 2,663 20,284 N/A N/A 619 N/A 116
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Industry Life Cycle The life cycle stage of this industry is    Growth

LIFE CYCLE REASONS

IVA growth is expected to outpace GDP growth over the 10 years to 2025

New products, such as premium pet food and services, are being introduced

Pet ownership is continuing to rise steadily, expanding the industry's target market

The Pet Stores industry in Canada is in the growth stage of its life cycle due to new product innovations, rising pet
ownership rates and growing demand for price-premium pet products. Industry value added (IVA), which measures
an industry's contribution to the overall economy, is expected to increase at an annualized rate of 4.1% over the 10
years to 2026. In comparison, Canadian GDP is projected to grow at an annualized rate of 1.9% during the same
period. IVA growth that outpaces the overall economy is highly indicative of a growing life cycle stage.

Demand for products supplied by pet stores has been resilient over the five years to 2021 and is expected to remain
strong over the coming years. Rising per capita pet expenditure, coupled with a growing population, will likely
continue to sustain industry growth. Many Canadians perceive their pets as a part of the family and are willing to
pamper their four-legged companions by paying a higher price for premium, innovative products that will keep their
pets healthy. Consequently, an increasing number of pet stores began to cater to this trend by offering premium pet
food and treats, in addition to services such as grooming, training, walking and full-service boarding. Driven by new
market opportunities, the industry is expected to gain new entrants, leading to growth in enterprise numbers.

The industry's main threat comes from supermarkets and mass merchandisers such as Walmart Inc. and Costco
Wholesale Corporation, which stock a wide variety of products at competitive prices. Online pet store retailers also
pose an increasing threat, as improved online interfaces and delivery systems make shopping online easier and less
costly. In the long term, both of these forces threaten the industry's growth prospects, as many specialized retailers
will not likely be able to compete with the economies of scale and extensive distribution networks these retailers
command. Specialty pet stores will likely further diversity into services, away from their traditional product lines, to
stay competitive.
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Products & Markets
Supply Chain Key Buying Industries

1st Tier

Consumers in Canada

Veterinary Services in Canada

Key Selling Industries
1st Tier

Wholesale Trade In Canada

2nd Tier

Animal Feed Production in Canada

Toy, Doll & Game Manufacturing in Canada

Corn Farming in Canada

Products & Services

  PET FOOD

Food is a necessity for all pets, and therefore, pet foods constitute the
largest product segment for the Canadian Pet Stores industry at 46.5% of
revenue in 2021.

This segment includes a wide range of products including dry and wet food for dogs and cats, bird feed, crickets and
worms for reptiles and other treats and supplements. Over the five years to 2021, retailers have increasingly
provided all-natural and organic food products in response to growing consumer demand. These premium pet foods
tend to be higher priced with larger markups, especially food that is fresh or refrigerated, a factor benefiting industry
revenue. Today, consumers can choose from a variety of premium pet foods, including the raw diet for dog and cat
foods, weight control food for obese animals, specialized formulas for sensitive stomachs and freshly baked cakes
and cookies as treats. This segment endures a high degree of competition, however, from supermarkets and mass
merchandisers selling competitively priced pet food products. However, this segment has remained a stable share of
revenue during the period.

PET SUPPLIES

Constituting an estimated 40.4% of industry revenue in 2021, products in
this segment include over-the-counter medicine, food bowls, collars and
leashes, pet clothing, brushes and combs, shovels and scoopers, cat
litter, travel carriers, cages and various other accessories for pets.

During the current period, this segment's share of revenue has remained stable despite growing competition from
online retailers and supercentres. Since this segment encompasses a wide variety of goods, and there are no
regulations that limit their sale, competition is quite high. To this end, pet supplies are increasingly being sold at a
variety of retail outlets, including online and home improvement stores. However, rising consumer spending on over-
the-counter medicine products, such as flea medicine, supported segment revenue, as consumers spent more on
pet medicine due to rising pharmaceutical costs and higher standards of care.

PET SERVICES
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Pet services have been the fastest growing product segment for the
industry and are estimated to account for 6.7% industry revenue in 2021.

This segment includes full-service grooming, haircuts, baths, toenail trimming and tooth brushing, but excludes
veterinary services. Other services may include activities such as training, boarding and day camp. Greater interest
in pet pampering drove much of the rise of this segment. As more pet owners consider their animals as family
members, demand for specialty pet services also increased.

LIVE ANIMALS

The live animal segment of the industry is expected to represent 6.4% of
industry revenue in 2021, declining as a share of revenue namely due to
Vancouver's 2018 legislation prohibiting retail pet stores to sell cats,
rabbits and dogs.

However, during the COVID-19 (coronavirus) pandemic, altered work and leisure arrangements have encouraged
Canadians to acquire new pets, contributing to a net increase during the period. This product segment is small
because a pet is normally a one-off purchase, while products in other segments, such as pet supplies and pet foods,
need to be purchased throughout the life of the pet, thus requiring repetitive spending. Furthermore, major players in
the industry only sell small animals and fish, and partner with local pet programs for cat and dog adoptions.
Conversely, smaller operations often sell all types of animals, including cats, dogs, fish, rabbits, birds, small animals
and even reptiles.

Demand
Determinants

Demand for pets and pet supplies sold and provided by the Canadian Pet
Stores industry is affected by multiple economic and social factors,
including the rate of pet ownership, food and supply prices, household
income, demographics and health awareness.

Pet ownership rates

Pet ownership is a main driver for industry demand, as an increase in pet ownership and the number of pets
purchased leads to higher demand and sales for industry products. When the number of people who own pets
increases, or pet owners purchase additional pets, this results in greater demand for products such as food, treats
and toys. According to the Canadian Animal Health Institute, 58.0% of Canadian households report owning either a
cat or dog in 2020 (latest data available). Pet ownership is estimated to have risen during the COVID-19
(coronavirus) pandemic as changed work and leisure arrangements have encouraged many Canadians to adopt or
purchase new pets.

Household income

Households with higher disposable incomes are able to spend more on discretionary items and services provided at
pet stores, leading to higher demand. Pet-owning households with high disposable income also supports demand
for luxury pet services and premium pet products, including gourmet and refrigerated pet food. In addition, those
with greater incomes tend to travel more frequently, and thus, are more likely to use pet boarding services or
purchase products that permit owners and pets to travel together comfortably.

Demographics

Changes in demographics and household lifestyles are other important demand determinants. Many Canadians
perceive pets as an integral part of the family unit. If households frequently relocate or work longer hours, then these
factors may reduce a household's willingness to purchase a pet. In addition, households living in apartments are
less likely to have pets because many apartments do not permit pets. However, the aging Canadian population may
increase demand for four-legged companions, as older demographics often purchase pets for companionship after
their children and grandchildren leave home.

Rising online competition

Even though demand for pets and pet-related products is expected to boom, industry operators is enduring a higher
degree of competition from online competitors. Online competitors such as Amazon.com Inc. are progressively
introducing their in-house brands at competitive prices. Moreover, the flexibility and popularity of online shopping is
expected to hinder demand for industry's products as tech-savvy customers are lured away from traditional brick-
and-mortar stores. Online operators generally carry a larger variety of brands, offer fast-shipping options and
provide timely customer services.

External factors
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Several external factors can severely affect demand for the industry either directly or indirectly. Such factors include
public health crises other macroeconomic factors. During the COVID-19 (coronavirus) pandemic, disposable
incomes have rose and discretionary spending has shifted from services to goods. Meanwhile, pet ownership has
risen as more Canadians remain at home, which has contributed to a rise in online ordering of industry relevant
goods.

Major Markets

  LOWEST AND SECOND-LOWEST INCOME QUINTILE

The lowest and second-lowest income quintiles are expected to account
for 10.6% and 10.7% of revenue for the Canadian Pet Stores industry,
respectively, in 2021.

Consumers in these income quintiles are less likely to own a pet due to the high costs associated with owning a cat
or dog. Moreover, low disposable incomes encourage many consumers in these income quintiles to purchase pet
products from discount supercenters, such as Walmart Inc., that offer pet products at lower prices. The lowest
income quintile has grown as a share of revenue over the five years to 2021, while the second-lowest income
quintile has declined during the period.

THIRD- AND FOURTH-LOWEST INCOME QUINTILE

The third- and fourth-lowest income quintiles are anticipated to comprise
21.2% and 16.5% of industry revenue, respectively, in 2021.

Such consumers benefit from higher disposable income, leading to strong demand. Consumers within the third- and
fourth-lowest income quintiles spend about the same amount on pets and pet-related goods, with health-conscious
consumers opting for all-natural pet products. Over the past five years, the third-lowest income quintile has
remained a steady share of revenue, while the fourth-lowest income quintile has fallen as a share of revenue.

HIGHEST INCOME QUINTILE

Consumers in the highest income quintile are estimated to account for
41.0% of industry revenue in 2021, increasing as a share of revenue
during the period.

Consumers in this income quintile benefit from high disposable income levels and are consequently able to
purchase more price-premium products for their pets. Consumers in this income quintile are the most likely to opt for
price-premium products such as organic and gluten-free pet food.
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Exports in this industry are    Low and Steady

Imports in this industry are    Low and Steady

Although some of the products sold by establishments in the Canadian Pet Stores industry are imported, the trade of
these items is accounted for at the manufacturing level. This means that the industry does not engage in any trade.
For more information on trade figures for the industry's products, refer to the Animal Feed Production industry in
Canada (IBISWorld report 31111CA) and the Toy, Doll and Game Manufacturing industry in Canada (33993CA).

Business
Locations

  The geographic distribution of the Canadian Pet Stores industry closely follows the distribution of the population, as the number of
pet stores is primarily dependent on the number of households in each region. Ontario, home to 38.8% of the population, accounts
for an estimated 36.5% of industry establishments in 2021. Quebec accounts for an estimated 24.4% of industry locations and
22.5% of the Canadian population in 2021. Similar trends occur in Alberta, which is home to 11.6% of the population and 12.2% of
industry establishments; and in British Columbia, which is home to 13.6% of the population and 16.1% of industry establishments.

Pet stores are more common in large urban areas where most business is conducted. Therefore, it is not surprising that outlying
areas, such as New Brunswick, Newfoundland and Prince Edward Island, have a negligible share of the industry's establishments,
totalling a combined 3.1% of industry establishments in 2021.
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Competitive Landscape
Market Share
Concentration

Concentration in this industry is    Medium

IBISWorld estimates that the Canadian Pet Stores industry exhibits a low to moderate level of market share
concentration, with the top four players, PetSmart Inc., Global Pet Foods, Mondou Inc. and Pet Valu Holdings Ltd.,
representing more than 40.0% of industry revenue in 2021. The remaining share of the market is primarily
composed of family-owned stores, small franchises and small pet store chains. These small operators are able to
find niche markets in their geographical locations and rarely expand beyond those areas. Over the five years to
2026, the industry's major chains are projected to grow their share of the industry, with a steady stream of
customers patronizing their stores. This growth is possible because these retailers provide broad and industry-
specific product selections, while operating on a scale that enables them to purchase in bulk and pass on savings to
the consumers. Consequently, these stores are expected to grow at the expense of small stores in the industry.
Many independent stores may choose to join one of the industry's growing number of franchises to gain access to
some of the advantages that being associated with a well-established, national brand offers.

Key Success
Factors

IBISWorld identifies 250 Key Success Factors for a business. The most important for this industry are:

Experienced work force:
It is important to employ a highly capable staff with clear knowledge of the pet industry to better assist customers
and boost sales.

Proximity to key markets:
Pet stores need to be located in high-traffic and high-visibility locations, such as major shopping centres, to
maximize store traffic and sales.

Economies of scale:
Successful operators need a range of the most popular pets and pet supplies at different price and quality levels.
Offering a wider variety of products will likely attract a larger customer base.

Effective quality control:
Operators must ensure that their services and products are of good quality to maintain clients.

Adaptability of operations to comply with social distancing protocols:
During the COVID-19 (pandemic), it is important that shops are able to alter operations to include delivery, curb side
pickup and ordering online.

Specialization in a product/service that is considered essential by legislators:
Operators are considered essential in many provinces because they provide essential needs for pets.
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Cost Structure
Benchmarks

  Profit

Profit, measured as earnings before interest and taxes, is expected to
account for 5.6% of industry revenue in 2021, down from 6.1% in 2016.
Prior to 2020, profit was relatively stable, rising and falling marginally. A
growing pet population and an increasing willingness of pet owners to
spend on their pets, particularly on premium or high-margin products,
have helped to keep industry profit at a sufficient level for most
operators. Furthermore, pet stores increasingly offer pet services,
which typically have higher profit and endure lower degree of price
competition. Profit may vary considerably between industry participants.
For instance, major players such as PetSmart Inc. experience a higher-
than-average profit because of its purchasing power and economies of
scale. However, smaller players in this industry do not benefit from
such purchasing power, which in turn pushes up their cost of goods
sold per unit and hurts profit. The recent dip in industry profit is largely
due to the disruptions created by the COVID-19 (coronavirus)
pandemic, which has posed considerable challenges to smaller
operators.

 

  Wages

Due to the labour-intensive nature of the retail sector, wages are
estimated to make up the second-highest expense for pet store
operators, accounting for 16.7% of revenue in 2021. Labour is needed
in pet stores to provide care for pets, maintain stock levels and provide
customer service. Furthermore, added focus has been placed on labour
over the five years to 2021, as pet services have become one of the
fastest growing sources of revenue for the industry. This has supported
this segment's share of revenue despite wages declining over the past
five years.
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  Purchases

Purchase costs represent the largest operating expense for the
industry, accounting for an estimated 56.9% of revenue in 2021.
Purchases include a wide range of pet food and pet supplies, such as
collars, medication, shampoos, dog kennels and pet toys and a range
of pets including dogs, cats, birds, fish, small animals and reptiles.
Purchase expenses have stayed steady over the past five years.

 

  Marketing

Marketing costs are estimated to account for 1.9% of industry revenue
in 2021 as operators invest in advertising to generate store traffic and
boost sales.

 

  Depreciation

Depreciation expenses account for an estimated 1.4% of industry
revenue in 2021. This low level of depreciation is typical for retailing
industries, which are very labour intensive and require minimal capital
costs in operations. Capital costs for pet stores typically include special
cages and tanks for animals, shelving and cash registers.

 

  Rent

Rent costs are typically high for industry operators, as pet stores benefit
from locating themselves in high foot traffic areas. In 2021, the average
industry operator is anticipated to spend 7.7% of revenue on rent costs.
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  Utilities

In 2021, utility costs are expected to account for 1.3% of industry
revenue. Utility costs are higher for operators that retail live pets, as
they must supply adequate electricity to keep cages and aquariums
temperature controlled.

 

  Other Costs

Operators incur other expenses including general administrative,
insurance, security costs. Other costs for industry operators typically
include licensing fees, legal expenses, accounting services and staff
training costs. In 2021, other costs are estimated to account for 8.4% of
revenue.

 

Basis of
Competition

Competition in this industry is    Medium and the trend is Increasing

  Due to medium barriers to entry and growing profit from the premium
products and services, there is a large number of pet store operations,
resulting in the Canadian Pet Stores industry having a medium level of
competition.

This industry has been growing strongly over the past decade as a result of favourable demographic trends and the
growing tendency of pet owners to treat their pets as family members. In recent years, industry operators have taken
advantage of these trends and cashed in on higher margin products and services, such as premium pet food and
high-quality grooming services.

INTERNAL COMPETITION

The industry is subject to strong price competition.

As in many retail industries, pet retailers price products to maximize returns while remaining competitive with other



Pet Stores in Canada October 2021

26 IBISWorld.com

companies offering the same products. This price competition has induced many industry operators to offer price-
matching guarantees, wherein a retailer will match a competitor's price on an identical product. However, industry
operators have been careful in adopting this policy, since unmonitored price matching can jeopardize profit.

Industry operators also compete on quality and selection of products. Generally, consumers prefer to shop at stores
that offer the best range and quality of products, and the largest industry operators often offer thousands of different
types of products. Companies in the industry can attempt to gain a competitive advantage by securing licences to
well-known and desirable brand name products.

Customer service is also an important basis for competition among operators, particularly in the pet services and live
pets segment, where employees can encourage customers to purchase industry products by offering specific
knowledge and advice about pet care, breed characteristics and pet behaviour. Over the five years to 2021,
operators have increased their focus on enhancing the customer experience by providing better training to
employees. In addition, retailers have introduced educational classes to introduce consumers to pet care and
maintain customer loyalty.

EXTERNAL COMPETITION

Historically, the sale of pet food products has been primarily through the
supermarket channel.

Large supermarkets stock a wide variety of pet food and supplies. Bulk purchases by supermarkets generally enable
them to offer lower prices than specialty retailers. In recent years, additional competition has come from mass
merchandisers and discount retailers such as Walmart Inc. and Costco Wholesale Corporation that stock a wide
variety of products at competitive prices. However, mass merchandisers and discount retailers do not sell ultra-
premium pet products, as they are limited by manufacturers' restrictions.

Further competition comes from online pet store retailers and mail order retailers. These retailers provide consumers
the ability to purchase pet food and products from the comfort of their homes. In addition, some competition comes
from veterinary services, as they also sell customized pet food and products.

Barriers to
Entry

Barriers to Entry in this industry are    Medium and the trend is Steady

  Medium levels of competition and stringent regulations
associated with entering this industry may deter potential
entrants in the Pet Stores industry in Canada.
Nevertheless, there are various niche markets available
for new players to occupy, specifically those that
specialize in premium and innovative food, products and
services.

The industry's concentration is one of the barriers to
potential entrants. The four largest players in the industry
account for a moderate, but increasing, share of industry
demand. Although this industry is somewhat fragmented,
there is also price competition from mass merchandisers,
online operators and catalogue retailers, which may
provide a barrier for new, independent retailers.

Opening a new pet store and meeting licensing standards
is expensive. In addition, a significant share of funding
may be directed toward marketing to build consumer
interest and recognition. The initial cost of establishing or
purchasing a retail outlet, in addition to purchasing and
maintaining inventory levels, may be a barrier for new
entrants. Barriers are greater for new smaller retailers
because forming reliable supply relationships with
wholesalers and manufacturers may prove to be difficult.
Existing and well-established distribution relationships
may deter potential operators from entering this industry,
as they provide an advantage to existing retailers by
giving access to low priced, high-quality goods.

Barriers to Entry Checklist

Competition Medium  

Concentration Medium  

Life Cycle Stage Growth  

Technology Change Medium  

Regulation & Policy Light  

Industry Assistance Low  

Industry
Globalization

Globalization in this industry is    Low and the trend is Steady

  While most operators in the Canadian Pet Stores industry are small players with only a regional presence, some
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major industry players, such as Pet Valu Holdings Ltd., also have locations in the United States. Conversely,
PetSmart Inc., which represents 28.5% of the market in 2021, is a US-based company with a portion of its
operations in Canada. However, globalization is low, as most of the industry is made up of small, independent pet
stores that operate within a local or regional scope.
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Major Companies

Major Players PetSmart Inc.

Market Share: 28.5%

  Founded in 1987, US-based PetSmart Inc. (PetSmart) has become one of the leading specialty retailers of pet food
and supplies. PetSmart operates more than 1,600 retail stores, typically located in regional shopping centres near
other superstores and warehouse stores and employs more than 56,000 people across Canada, the United States
and Puerto Rico. By offering more than 11,000 distinct items in stores and 10,000 additional items on the company's
website, the retailer aims to provide a one-stop shopping experience with low prices. In March 2015, BC Partners
purchased the company for $10.8 billion. Since the acquisition, the company has not released financial statements.

PetSmart categorizes its products into three main categories, which include consumables, hard goods and pets.
Consumables include pet foods, treats and litter, in addition to premium products, many of which are not found in
supermarkets or mass merchandisers. Pet supplies, such as collars, leashes, health and beauty aids, shampoos,
medication, toys, pet carriers, dog kennels, cat furniture, equestrian supplies, bird cages, aquariums and filters,
make up the hard goods category. Pets sold by the company include fish, birds, reptiles and small pets. Larger
animals, such as cats and dogs, are not sold in PetSmart locations. However, they are available for adoption
through the PetSmart Charities' Adoption program, developed with humane organizations. PetSmart has continued
to grow its many service offerings, which include in-store boarding facilities, grooming services, obedience training
and full-service veterinary services. The company also offers a complete pet boarding and day-care service called
PetsHotel that provides 24-hour supervision, an on-site veterinarian, air-conditioned rooms and daily specialty
treats.

Financial performance

IBISWorld estimates that PetSmart's industry-relevant revenue will increase at an annualized rate of 3.3% to $925.7
million over the five years to 2021. Revenue growth is attributable to the addition of new stores and increased same-
store sales, as the economy picked up steam and consumers gained additional disposable income to spend on pets.
Moving forward, PetSmart will likely continue to concentrate on the service side of small animal care, such as
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grooming, pet training and day camp services, which may help diversify the company's revenue streams. The
company's profit is higher than the industry average, as PetSmart is able to leverage its economies of scale and
garner favourable supply contracts. The company's operating profit is expected to be bolstered 2021 due to higher
levels of pet ownership and the consequent boost in expenditure on industry goods and services. The company's
operating profit, measured as earnings before interest and taxes, is expected to rise at an annualized rate of 6.1% to
$105.8 million over the five years to 2021.

 
PetSmart Inc. (industry-relevant operations) - financial performance*

Year
Revenue

($m)
Growth

(% change)
Operating Profit

($m)
Growth

(% change)
2016 786.6 N/C 78.7 N/C
2017 880.1 -88.8 84.0 6.7
2018 769.8 -12.5 76.6 -8.8
2019 675.5 -12.2 68.0 -11.2
2020 795.6 17.8 78.7 15.7
2021 925.7 16.4 105.8 34.4

Source: Annual Report and IBISWorld
Note: *Estimates (Figures are converted from USD to CAD)

Pet Valu Holdings Ltd.

Market Share: 21.6%

  Founded in 1976, Pet Valu Holdings Ltd. (Pet Valu) operates as a specialty retailer of pet treats, toys and
accessories. The company offers a wide range of food and supplies for dogs, cats, companion birds, wild birds, fish,
reptiles and small animals. Furthermore, Pet Valu offers specialty food and treats, including vitamin-enriched mixes,
treat sticks and cakes, wooden chew, mineral treats and drop treats for rabbits, guinea pigs, hamsters, gerbils,
ferrets, chinchillas, mice and reptiles. The company's private label Performatrin Ultra Grain-Free product launched
prior to the period and has quickly become the company's best-selling grain-free food. Performatrin Natural is
another top seller within the company. The company is based in Markham, ON, and has a strong presence through
franchises in Canada, with more than 400 locations across the country, located in every province except Quebec.
Owned by Roark Capital Group since 2009, the company went public in June 2021.

Pet Valu Inc., a separate company that licensed its name and contracted various services from Pet Valu's Canadian
operations, operated in the United States until 2020, when disruptions caused by the COVID-19 (coronavirus)
pandemic led to the announced closure of all 358 of its US locations in November of that year. This change will not
likely affect Pet Valu's operations in Canada, which remains profitable.

Financial performance

Pet Valu has grown steadily in recent years and has become Canada's largest chain of small-format pet food and
supply stores. IBISWorld estimates the company's industry-relevant revenue will increase at an annualized rate of
8.8% to $701.5 million over the five years to 2021, with recent years' strong growth attributable to higher pet
ownership and pandemic-related shifts in spending. Pet Valu's industry-relevant operating profit, measured as
earnings before interest and taxes, is expected to rise at an annualized rate of 12.9% to $110.8 million over the five
years to 2021, largely due to strong performance in 2020 and 2021. The company has expanded rapidly in
population-dense areas of Canada, such as Ontario, and has relocated, remodelled and expanded its stores during
the period. Pet Valu has also received acclaimed for its various philanthropic initiatives, including donating pet food
to those affected by British Columbia's wild fires.
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Pet Valu Holdings Ltd. (industry-relevant operations) - financial performance*

Year
Revenue

($m)
Growth

(% change)
Operating Profit

($m)
Growth

(% change)
2016 459.4 N/C 60.5 N/C
2017 474.6 3.3 61.7 2.0
2018 516.1 8.7 67.9 10.0
2019 583.8 13.1 77.0 13.4
2020 648.5 11.1 102.7 33.4
2021 701.5 8.2 110.8 7.9

Source: IBISWorld
Note: *Estimates

Other Companies While the Canadian Pet Stores industry's four largest players account for more than one-third of revenue, the rest of
the industry is composed of multiple small and privately owned pet stores. Due to this fragmented nature, most
industry players do not individually contribute a considerable share of the industry's revenue.

Global Pet Foods

  Market Share: 2.6%
  Global Pet Foods is a Brampton, ON-based pet store chain founded in 1976 that has grown rapidly over the five

years to 2021 to become one of the biggest retailers of its kind in Canada. The company, formerly known as Global
Ryan's Pet Foods, has more than doubled in size over the past five years due to its franchise model, which has
attracted several independent operators with an interest in the pet supplies sector. To date, the company's footprint
has been primarily confined to the Maritime provinces, Quebec and Western Canada.

Global Pet Foods is a broad line retailer, in that it carries a wide selection of pet supplies, health and beauty
products, toys and grooming tools. The company has tried to differentiate its brand by specializing in natural and
holistic pet food, pet treats and supplements. Global Pet Foods has also attempted to set itself apart from
competitors by educating customers about pet nutrition, as the company offers services provided by pet care
specialists that recommend pet food, supplements and other pet care tips. Global Pet Foods has grown steadily
over the past five years. While the company is privately held and does not release financial information, IBISWorld
estimates the company will generate $83.3 million in industry-relevant revenue in 2021, commanding 2.6% of the
market.

Mondou Inc.

  Market Share: 2.5%
  Founded in 1938, Mondou Inc. (Mondou) is a pet supplies retailer that has more than 40 stores across Quebec. The

company focuses mainly on dog and cat supplies and care products, and offers a range of in-store services such as
dog washing, nutrition consultations and claw clipping. The company places a large emphasis on staff training, with
every employee receiving training from animal nutritionists, veterinarians and sales and management at the
company's internal Mondou Academy. The company operates a 65,000 square-metre distribution centre to help
facilitate the company's retail expansion. IBISWorld estimates Mondou will generate $81.2 million in industry-
relevant revenue in 2021, with a market share of 2.5%.
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Operating Conditions

Capital
Intensity

The level of capital intensity is    Low

  The Pet Stores industry in Canada, similar to most other
retail industries, has a low level of capital intensity. For
every $1.00 spent on wages, an estimated $0.08 is
invested in the use of replacement of capital, such as the
store and equipment in 2021. Capital costs are related to
shelving, stores, computers, point-of-sale equipment and
other miscellaneous equipment such as caging for animals.
Employees are required to operate and manage store
operations, care for pets, provide customer service and
stock merchandise; therefore, the industry is labour
intensive.

The level of capital intensity has remained steady over the
five years to 2021, reflecting the labour-intensive nature of
the retail industry. To this end, the cost of labour within this
industry is relatively high compared with that experienced
by competitors such as mass merchandisers and online pet
supply retailers. Such competitors do not retail pets directly
and inherently require a smaller staff. In addition,
competitors do not incur costs associated with employee
training, as workers at these retailers do not require
industry-specific knowledge. Online pet retailers do not
also incur labour costs associated with customer service
and stock management.
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Technology &
Systems

Potential Disruptive Innovation: Factors Driving Threat of Change

Level Factor Disruptive
Effect

Description

Very Low Rate of
Innovation

Very
Unlikely

A ranked measure for the number of patents
assigned to an industry. A faster rate of new
patent additions to the industry increases the
likelihood of a disruptive innovation occurring.

Very Low Innovation
Concentration

Very
Unlikely

A measure for the mix of patent classes
assigned to the industry. A greater
concentration of patents in one area increases
the likelihood of technological disruption of
incumbent operators.

Medium Ease of Entry Potential A qualitative measure of barriers to entry.
Fewer barriers to entry increases the
likelihood that new entrants can disrupt
incumbents by putting new technologies to
use.

Medium Rate of Entry Potential Annualized growth in the number of
enterprises in the industry, ranked against all
other industries. A greater intensity of
companies entering an industry increases the
pool of potential disruptors.

Medium Market
Concentration

Potential A ranked measure of the largest core market
for the industry. Concentrated core markets
present a low-end market or new market entry
point for disruptive technologies to capture
market share.

  The industry is experiencing a low level of both the rate of new patents and the concentration of patents in the industry.
This creates an environment where the threat of new technologies driving disruption is low.

Both the ease of entry and the rate of entry in the industry are moderate. While these factors do not significantly add to the
threat of disruptive potential, they do not detract from it either.

The most relevant disruptive force in the Canadian Pet Stores industry is the
rise in e-commerce, which is included in a separate industry; for more
information, refer to IBISWorld report 45411aCA.

Many consumers have increasingly purchased industry-relevant products online and having them delivered to their homes
or businesses. Online retailers such as Chewy Inc. offer a wider range of selections than traditional pet stores and many
will automatically mail supplies such as pet food and cat litter each month to customers. Online monthly subscription
services such as BarkBox, similar to business models such as Birchbox and Stitch Fix, have further disrupted demand for
traditional retailers. Each trial-sized BarkBox, containing a variety of two treats, two innovative toys and a chew, is sent to
subscribers monthly. BarkBox also enables customers to choose the themed box that best fits their dogs based on breeds
and sizes. Due to its innovative business model, BarkBox has been capturing demand from millennial pet owners over the
past few years and is believed to continue growing in the future. Consequently, industry operators have boosted their online
presence and have created their own mobile apps.

The level of technology change is    Medium

  Over the five years to 2021, there have been few technological advances
relevant to the Pet Stores industry in Canada.

Technological advances in this industry are generally limited to those occurring in similar retail industries, such as computer
scanning cash registers and automated inventory equipment. The introduction of this technology has enabled retailers to
better manage efficiency of operations and inventory. Technology at checkout leads to computerized point-of-sale
equipment, which controls and records merchandising, distribution, sales and stock markdowns. However, the bulk of the
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aforementioned technological advancements occurred prior to the current period.

Furthermore, barcode scanning offers the advantages of higher labour productivity because it increases the speed at which
information is passed, enables greater control over the distribution of goods and reduces errors along the supply chain.
New improvements will likely boost revenue for larger stores that can afford to invest in the technologies. For example,
larger retailers benefit from radio-frequency identification, which provides real-time information on inventory and helps to
reduce shrinkage problems and improves efficiency. Many operators are small in size and do not have necessary financial
resources to purchase expensive electronic equipment.

Revenue
Volatility

The level of volatility is    Medium

  The Pet Stores industry in Canada exhibited a low to moderate level of revenue
volatility over the five years to 2021, with industry revenue having fluctuated
an average 3.4% year-over-year.

During the period, revenue has increased inconsistently, with revenue increasing as much as 13.1% in 2021 and declining
as much as 0.7% in 2017. Pet stores sell discretionary and nondiscretionary products. While purchasing a pet is generally
considered discretionary, a large proportion of expenditure on a pet is nondiscretionary, including food and medicine. In
fact, the high level of nondiscretionary demand keeps the revenue volatility of this industry moderate. Additionally, many
Canadian pet owners perceive their pets as family members and are therefore less likely to cut down pet expenses before
they reduce spending on other discretionary items. In 2020, despite initial adversity, industry revenue rose substantially due
to the increase in pet ownership during the pandemic and increased expenditure of disposable income on discretionary
goods. Such trends are expected to continue into 2021 as consumer optimism remains elevated.

Regulation &
Policy

The level of regulation is    Light and the trend is Steady

Operators in the Canadian Pet Stores industry are subject to industry-specific
and general competitive regulations.

The transportation, handling and sale of small pets are governed by various provincial and territorial regulations. In addition,
industry participants are subject to environmental regulations relating to the generation, handling, storage, transportation
and disposal of waste and biohazardous materials as well as the sale and distribution of products.

Under the National Animal Health Program, pets, such as dogs and cats, are subject to the importing requirements
imposed by the Canadian Food Inspection Agency. For example, commercial dogs, which are dogs for resale, are required
to have a rabies vaccination certificate, a microchip and an import permit. Prior to the period, enhanced animal health
safeguards were implemented by the Canadian Government, making it illegal for specified risk materials to be fed to any
animal. Additionally, pet food is regulated by the Consumer Packaging and Labelling Act and the Competition Act, which
requires prepackaged consumer products include accurate and meaningful labelling information to help consumers make
informed purchasing decisions.
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Legislation has been introduced to prevent industry establishments from selling select live animals. Most recently,
Vancouver enacted legislation in 2017 that prohibits the sale of dogs, cats and rabbits in city pet stores. The ban was in
response to concern that pet stores may source cats, dogs and rabbits from disreputable breeders, enable impulse
purchasing and contribute to animal overpopulation. Advocacy groups in Ontario have urged for a similar ban but have not
yet been successful.

Industry
Assistance

The level of industry assistance is    Low and the trend is Steady

The Pet Stores industry in Canada does not receive any specific government
support in the form of subsidies or otherwise.

However, there are multiple associations that represent the industry. For example, the Ontario Veterinary Medical
Association includes a network of more than 4,400 veterinarians in private practice, academia, industry and public service.
The organization focuses on economic research for veterinarians and government relations and conducts public relations
campaigns. Additionally, the Pet Food Association of Canada promotes the health and vigour of family pets by advocating
for pet food and is healthy and clearly labelled.

In response to the global spread of COVID-19 (coronavirus), the Government of Canada released a COVID-19 Economic
Response Plan to support Canadians and businesses enduring economic hardships due to the pandemic. The government
announced support for small businesses including new measures that help businesses stay open and their workers
employed. Included in these measures was expansion of the Canada Emergency Business Account to businesses that paid
between $20,000 and $1.5 million in total payroll in 2019. The program was previously available to businesses with payrolls
between $50,000 and $1.0 million. The government also offered the Canada Emergency Commercial Rent Assistance
program for small businesses. The program provided loans to commercial property owners that, in turn, will likely lower or
forgo the rent of small businesses. Additional support was available for businesses including the Canada Emergency Wage
Subsidy (CEWS), which a subsidy that covered 75.0% of an employee's wages up to $847.00 per week.
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Key Statistics
Industry Data

Year
Revenue

($m)
IVA

($m)
Establishments

(Units)
Enterprises

(Units)
Employment

(Units)
Exports

($m)
Imports

($m)
Wages

($m)

Domestic
Demand

($m)

Per capita
disposable
income ($)

2012 1,827 454 2,376 1,937 11,129 N/A N/A 326 N/A 86.8
2013 1,957 495 2,507 1,972 12,034 N/A N/A 346 N/A 95.3
2014 2,031 510 2,594 2,011 12,244 N/A N/A 348 N/A 100.0
2015 2,102 540 2,626 2,055 12,873 N/A N/A 377 N/A 98.2
2016 2,178 570 2,567 2,096 13,457 N/A N/A 407 N/A 97.0
2017 2,194 568 2,654 2,127 14,304 N/A N/A 411 N/A 114
2018 2,344 618 2,823 2,173 15,363 N/A N/A 444 N/A 116
2019 2,607 666 2,869 2,223 15,696 N/A N/A 475 N/A 114
2020 2,876 653 2,911 2,294 16,516 N/A N/A 503 N/A 82.7
2021 3,253 769 2,966 2,359 17,659 N/A N/A 544 N/A 105
2022 3,391 801 3,052 2,426 18,355 N/A N/A 565 N/A 109
2023 3,462 819 3,117 2,478 18,855 N/A N/A 580 N/A 113
2024 3,502 832 3,185 2,533 19,295 N/A N/A 592 N/A 114
2025 3,531 843 3,246 2,583 19,675 N/A N/A 603 N/A 115
2026 3,554 852 3,293 2,623 19,986 N/A N/A 611 N/A 116

Annual Change

Year
Revenue

(%)
IVA
(%)

Establishments
(%)

Enterprises
(%)

Employment
(%)

Exports
(%)

Imports
(%)

Wages
(%)

Domestic
Demand

(%)

Per capita
disposable
income (%)

2012 1.68 4.34 -1.37 -1.13 5.41 N/A N/A 7.91 N/A -5.14
2013 7.09 9.08 5.51 1.80 8.13 N/A N/A 6.01 N/A 9.79
2014 3.79 3.03 3.47 1.97 1.74 N/A N/A 0.78 N/A 4.93
2015 3.51 5.92 1.23 2.18 5.13 N/A N/A 8.12 N/A -1.80
2016 3.59 5.55 -2.25 1.99 4.53 N/A N/A 7.96 N/A -1.23
2017 0.72 -0.39 3.38 1.47 6.29 N/A N/A 1.05 N/A 17.7
2018 6.86 8.77 6.36 2.16 7.40 N/A N/A 8.00 N/A 1.57
2019 11.2 7.78 1.62 2.30 2.16 N/A N/A 7.12 N/A -2.07
2020 10.3 -1.85 1.46 3.19 5.22 N/A N/A 5.72 N/A -27.2
2021 13.1 17.7 1.88 2.83 6.92 N/A N/A 8.15 N/A 26.4
2022 4.27 4.21 2.89 2.84 3.94 N/A N/A 4.01 N/A 4.68
2023 2.06 2.24 2.12 2.14 2.72 N/A N/A 2.59 N/A 3.01
2024 1.17 1.59 2.18 2.21 2.33 N/A N/A 2.08 N/A 1.50
2025 0.81 1.27 1.91 1.97 1.96 N/A N/A 1.73 N/A 0.78
2026 0.66 1.04 1.44 1.54 1.58 N/A N/A 1.41 N/A 0.34

Key Ratios

Year
IVA/Revenue

(%)

Imports/
Demand

(%)

Exports/
Revenue

(%)

Revenue per
Employee

($'000)

Wages/
Revenue

(%)

Employees per
estab.
(Units) Average Wage  ($)

2012 24.8 N/A N/A 164 17.8 4.68 29,293
2013 25.3 N/A N/A 163 17.7 4.80 28,719
2014 25.1 N/A N/A 166 17.2 4.72 28,447
2015 25.7 N/A N/A 163 17.9 4.90 29,255
2016 26.2 N/A N/A 162 18.7 5.24 30,215
2017 25.9 N/A N/A 153 18.7 5.39 28,726
2018 26.3 N/A N/A 153 18.9 5.44 28,888
2019 25.5 N/A N/A 166 18.2 5.47 30,288
2020 22.7 N/A N/A 174 17.5 5.67 30,431
2021 23.6 N/A N/A 184 16.7 5.95 30,783
2022 23.6 N/A N/A 185 16.7 6.01 30,804
2023 23.7 N/A N/A 184 16.8 6.05 30,766
2024 23.8 N/A N/A 182 16.9 6.06 30,692
2025 23.9 N/A N/A 179 17.1 6.06 30,623
2026 24.0 N/A N/A 178 17.2 6.07 30,571

Figures are inflation adjusted to 2021
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Additional Resources
Additional
Resources

Statistics Canada
http://www.statcan.gc.ca

Ontario Veterinary Medical Association
http://www.ovma.org

Pet Industry Joint Advisory Council of Canada
http://www.pijaccanada.com

Industry Jargon HUMANIZATION
A trend in which pet owners treat pets as humans, providing them with services such as pet hotels and grief
counselling.

JUST-IN-TIME (JIT)
A strategy implemented to improve profitability by reducing inventory and purchasing the raw materials that are
required for the immediate term only.

PET PARENTS
Pet owners who are enthusiastic about their pets and treat them as members of their family.

Glossary BARRIERS TO ENTRY
High barriers to entry mean that new companies struggle to enter an industry, while low barriers mean it is easy for
new companies to enter an industry.

CAPITAL INTENSITY
Compares the amount of money spent on capital (plant, machinery and equipment) with that spent on labour.
IBISWorld uses the ratio of depreciation to wages as a proxy for capital intensity. High capital intensity is more than
$0.333 of capital to $1 of labour; medium is $0.125 to $0.333 of capital to $1 of labour; low is less than $0.125 of
capital for every $1 of labour.

CONSTANT PRICES
The dollar figures in the Key Statistics table, including forecasts, are adjusted for inflation using the current year (i.e.
year published) as the base year. This removes the impact of changes in the purchasing power of the dollar, leaving
only the "real" growth or decline in industry metrics. The inflation adjustments in IBISWorld’s reports are made using
Statistics Canada's implicit GDP price deflator.

DOMESTIC DEMAND
Spending on industry goods and services within Canada, regardless of their country of origin. It is derived by adding
imports to industry revenue, and then subtracting exports.

EMPLOYMENT
The number of permanent, part-time, temporary and casual employees, working proprietors, partners, managers
and executives within the industry.

ENTERPRISE
A division that is separately managed and keeps management accounts. Each enterprise consists of one or more
establishments that are under common ownership or control.

ESTABLISHMENT
The smallest type of accounting unit within an enterprise, an establishment is a single physical location where
business is conducted or where services or industrial operations are performed. Multiple establishments under
common control make up an enterprise.

EXPORTS
Total value of industry goods and services sold by Canadian companies to customers abroad.

IMPORTS
Total value of industry goods and services brought in from foreign countries to be sold in Canada.

INDUSTRY CONCENTRATION
An indicator of the dominance of the top four players in an industry. Concentration is considered high if the top
players account for more than 70% of industry revenue. Medium is 40% to 70% of industry revenue. Low is less
than 40%.
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INDUSTRY REVENUE
The total sales of industry goods and services (exclusive of excise and sales tax); subsidies on production; all other
operating income from outside the firm (such as commission income, repair and service income, and rent, leasing
and hiring income); and capital work done by rental or lease. Receipts from interest royalties, dividends and the sale
of fixed tangible assets are excluded.

INDUSTRY VALUE ADDED
The market value of goods and services produced by the industry minus the cost of goods and services used in
production. IVA is also described as the industry's contribution to GDP, or profit plus wages and depreciation.

INTERNATIONAL TRADE
The level of international trade is determined by ratios of exports to revenue and imports to domestic demand. For
exports/revenue: low is less than 5%; medium is 5% to 20%; and high is more than 20%. Imports/domestic demand:
low is less than 5%; medium is 5% to 35%; and high is more than 35%.

LIFE CYCLE
All industries go through periods of growth, maturity and decline. IBISWorld determines an industry's life cycle by
considering its growth rate (measured by IVA) compared with GDP; the growth rate of the number of establishments;
the amount of change the industry's products are undergoing; the rate of technological change; and the level of
customer acceptance of industry products and services.

NONEMPLOYING ESTABLISHMENT
Businesses with no paid employment or payroll, also known as nonemployers. These are mostly set up by self-
employed individuals.

PROFIT
IBISWorld uses earnings before interest and tax (EBIT) as an indicator of a company’s profitability. It is calculated as
revenue minus expenses, excluding interest and tax.

REGIONS
Prairies | AB, SK, MB
Atlantic | NB, NS, PE, NL
Territories | YT, NT, NU

VOLATILITY
The level of volatility is determined by averaging the absolute change in revenue in each of the past five years.
Volatility levels: very high is more than ±20%; high volatility is ±10% to ±20%; moderate volatility is ±3% to ±10%;
and low volatility is less than ±3%.

WAGES
The gross total wages and salaries of all employees in the industry.



IBISWorld helps you find the industry
information you need – fast.

With our trusted research covering thousands of global industries, you’ll get a quick and intelligent
overview of any industry so you can get up to speed in minutes. In every report, you’ll find
actionable insights, comprehensive data and in-depth analysis to help you make smarter, faster
business decisions. If you’re not yet a member of IBISWorld, contact us at 1-800-330-3772 or
info@ibisworld.com to learn more.

DISCLAIMER
This product has been supplied by IBISWorld Inc. (‘IBISWorld’) solely for use by its authorized licenses strictly in
accordance with their license agreements with IBISWorld. IBISWorld makes no representation to any other person
with regard to the completeness or accuracy of the data or information contained herein, and it accepts no
responsibility and disclaims all liability (save for liability which cannot be lawfully disclaimed) for loss or damage
whatsoever suffered or incurred by any other person resulting from the use of, or reliance upon, the data or
information contained herein. Copyright in this publication is owned by IBISWorld Inc. The publication is sold on
the basis that the purchaser agrees not to copy the material contained within it for other than the purchasers own
purposes. In the event that the purchaser uses or quotes from the material in this publication – in papers, reports,
or opinions prepared for any other person – it is agreed that it will be sourced to: IBISWorld Inc.

Copyright 2021 IBISWorld Inc.
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