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ABSTRACT

It has been noticed that there has been an increase in the number of families adopting 
dogs as pets in the urban areas on India. Dogs among all other pets are considered 
the most loyal and unconditionally loving animals. However, maintaining a dog is 
not as simple as it may seem. One of the most important factors that contribute to 
the wellbeing of a dog is the nutritious food consumed by the dog. This research 
paper aims to understand the behavior that influences the purchase of dog food in 
Mumbai city. The goal is to comprehend the preferences and the buying pattern of 
dog food consumed in Mumbai. To undertake this research, 15 in-depth interviews 
were conducted, of people who own dogs; belong to the middle and upper-class 
families in the city of Mumbai. Dog owners indulge in a lot of reading and research 
to make sure that they give the right form of nutrition to their dogs. This research 
threw light on the purchase behavior of dog food consumed in Mumbai.

INTRODUCTION

Recently, there has been an increase the adoption rate of dogs in India, especially in 
urban cities such Bombay, Delhi, Chennai, etc. This, combined with the awareness 
of nutritious ready-made food available for dogs has led to the growth of the dog 
food industry.
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Within the food range, the dog food category is expected to dominate the market 
as the largest contributor of revenue, followed by the fish and cat food segment. In 
the case of the dog food segment, dry good has a higher share because of the dog’s 
affinity towards dry food in general. On the other hand, cats love wet food. Dry 
food also includes meat treats/snacks like meat jerkeys, meat biscuits, and nutritious 
supplements, but on account of its high price, basic dry food is consumed more. 
Based on research about food preferences of pets, companies are now strategizing 
their offerings and products accordingly. (Netscribes, 2015)

According to petfoodindustry.com commercial dog food contributes 6-7% to the 
dog food market and is said to grow at 24% annually. Brands such as Royal Canin 
and Mars International Pvt. Ltd (Pedigree) rule the market when it comes to the dog 
food industry in India. Mars International has 70% of the market share while others 
brands are set to penetrate deeper into towns and cities in the country in order to 
increase their market share. (Mars International, 2015)

According to the TechSci Research report, the dog food segment is set to 
contribute the highest share to the pet food industry and is expected to grow at 
approximately 13% annually. (India Pet Food Market Forecast and Opportunities, 
2014) However, this growth has not reached a level of consistency as yet. There 
are people who purchase dog food but not on a regular basis as yet. People are still 
in the nascent stage of purchasing such food for their dogs. In the metro cities of 
India, people are exposed to a lot of information through the internet, which helps in 
create an opinion and take informed decisions about the kind of food to buy for their 
dogs. Even within dog food, there is a variety of types of food available, including 
regular dry food, food sticks and treats, chewy food, etc. People are experimenting 
with regular dry food, to begin with, and only a certain segment of these people are 
going ahead with treats, biscuits, food toppings, chewys, etc. This is mainly because 
dog food in general is priced on the higher side, and within that, basic dry food is 
the most affordable with value for money while the rest are expensive for regular 
consumption. This in turn, bounds the target group by income and purchasing 
power. This could be the reason why the transition from home-made dog food to 
commercial food is more evident is urban cities such as Mumbai, Bangalore and 
others as the understanding for nutrition and ability to pay for the dog food is higher 
on this side. (Dog Foods, 2016)

The last decade has seen an increase in the purchasing power of the earning class 
of India. The growing sentiment among urban households is that a dog is loving, 
loyal and considered a family member who has no material demands. There has 
been more awareness and widespread knowledge about dogs in particular as pets 
among people. This is mainly due to high use of dogs in advertisements and movies 
and human nature is such that whatever you aspire to own is based on what you see 
around you. A classic example was seen in the rise of purchase of Pugs soon after 



 

 

18 more pages are available in the full version of this

document, which may be purchased using the "Add to Cart"

button on the publisher's webpage: www.igi-

global.com/chapter/understanding-how-behavior-plays-a-

role-in-purchasing-dog-food-in-bombay/208432

Related Content

Fan Culture in the Digital Age: Online Football Fan Forums as the Virtual

Extensions of Football Terraces
Anl Sayanand Gunes Ekin Aksan (2020). Handbook of Research on the Impact of

Fandom in Society and Consumerism (pp. 357-377).

www.irma-international.org/chapter/fan-culture-in-the-digital-age/237699

An Exploratory Study of Customer Satisfaction in a Community Bank
Somjit Baratand John E. Spillan (2012). International Journal of Customer

Relationship Marketing and Management (pp. 15-32).

www.irma-international.org/article/exploratory-study-customer-satisfaction-community/69949

Towards a Conceptual Framework for Investigating Information Systems

Success: The Case of Egyptian Banks
Safaa Hussein (2017). International Journal of Customer Relationship Marketing and

Management (pp. 31-53).

www.irma-international.org/article/towards-a-conceptual-framework-for-investigating-information-

systems-success/185519

How Radical Transparency Can Turn the Brand Equity Into a Basis for

Sustainable Competitive Advantage
 (2018). Building Brand Equity and Consumer Trust Through Radical Transparency

Practices (pp. 90-112).

www.irma-international.org/chapter/how-radical-transparency-can-turn-the-brand-equity-into-a-

basis-for-sustainable-competitive-advantage/186655

A Movie E-Shop Recommendation Model Based on Web Usage and

Ontological Data
Andreas Aresti, Penelope Markellou, Ioanna Mousourouli, Spiros Sirmakessisand

Athanasios Tsakalidis (2009). Consumer Behavior, Organizational Development, and

Electronic Commerce: Emerging Issues for Advancing Modern Socioeconomies  (pp.

51-68).

www.irma-international.org/chapter/movie-shop-recommendation-model-based/6980

http://www.igi-global.com/chapter/understanding-how-behavior-plays-a-role-in-purchasing-dog-food-in-bombay/208432
http://www.igi-global.com/chapter/understanding-how-behavior-plays-a-role-in-purchasing-dog-food-in-bombay/208432
http://www.igi-global.com/chapter/understanding-how-behavior-plays-a-role-in-purchasing-dog-food-in-bombay/208432
http://www.irma-international.org/chapter/fan-culture-in-the-digital-age/237699
http://www.irma-international.org/article/exploratory-study-customer-satisfaction-community/69949
http://www.irma-international.org/article/towards-a-conceptual-framework-for-investigating-information-systems-success/185519
http://www.irma-international.org/article/towards-a-conceptual-framework-for-investigating-information-systems-success/185519
http://www.irma-international.org/chapter/how-radical-transparency-can-turn-the-brand-equity-into-a-basis-for-sustainable-competitive-advantage/186655
http://www.irma-international.org/chapter/how-radical-transparency-can-turn-the-brand-equity-into-a-basis-for-sustainable-competitive-advantage/186655
http://www.irma-international.org/chapter/movie-shop-recommendation-model-based/6980

