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Consumers Bypass the Vet for Pet Meds 
Medication and wellness products for companion pets purchased from alternative channels, including the Internet, 

according to latest Ipsos PetTrendssm research 
 
July 15, 2004, New York, NY— Veterinarians are no longer the only source for companion pet medications and wellness 
products in the U.S., as dog and cat owners are turning to alternative channels, including the Internet, according to new 
research released by Ipsos PetTrends, a syndicated consumer tracking service provided by Ipsos-Insight, Inc.  
 
The research reveals that during the nine months ending March 2004, 27% of medications purchased, including 
prescription and non-prescription formulations, took place outside of the veterinarian’s office. Consumers were more likely 
to purchase dog medications at the veterinarian’s than cat medications (65% of dog medication purchases were made at 
the veterinarian’s office, compared to 57% of cat medication purchases). Alternative channels for pet medication and 
wellness products include discount stores, pet stores, grocery stores, drug stores, online retailers, and other. The second 
most popular source for pet purchases were discount stores, which represented 11% of total purchases, followed by pet 
stores, which represented 9% of purchases.  
 
“The predominance of purchases made at the veterinarian’s is not really surprising, given the broad range of diagnoses 
which may require treatments that are simply not accessible for purchase online or through other channels,” says Fariba 
Zamaniyan, Vice President and spokesperson for Ipsos PetTrends. “However, outlets outside of the veterinarian’s office 
are providing convenience and cost efficiencies for the care of companion pets such as dogs and cats.”  
 
“Discount stores, pet stores, and even the Internet are enabling the ever-increasingly empowered consumer to make 
educated decisions. The Internet, in particular, provides a cost-effective means of buying large quantities. This supply 
encourages adherence to the management of pet health and well-being, which, ironically, is not always the case when it 
comes to human healthcare.” 
 
Online Purchase Frequency Varies by Ailment Category 
Online transactions only represent a small proportion of consumer spending for companion pet medications, accounting 
for just 2% of all purchases made for cat or dog treatments. However, this market share fluctuates according to ailment 
type. Consumers who made online purchases of pet medications or wellness products were most likely to buy treatments 
for external parasites (35% of online purchases), heartworm (17%), and arthritis and pain (16%). Purchasing for these 
three ailments is twice the rate of fulfillment for these same conditions at the vet’s office (35%).  
 
Treatments for external parasites represented 21% of all wellness and medication products purchased across all 
channels, but only 13% of product sales from veterinarians. In fact, fulfillment of medications for the control of external 
parasites—which include fleas, ticks and mites—is more prevalent online than offline. Four percent of consumer fulfillment 
for this category took place online during the nine months ending March 2004.  
 
Consumers More Likely to Purchase Products for Dogs Online than for Cats 
The Internet may very well be a dog owner’s best friend, particularly when it comes to external parasite treatment. A 
substantial majority (85%) of the total online purchases for wellness products and medications are made for dogs. The 
leading ailment remedy purchased via Internet sites is external parasite medications, which, overall, account for one in 
four online purchases made for dogs.  
 
Frontline—a topical remedy for the prevention of fleas, ticks, or mites for dogs and cats—is the product purchased most 
often, capturing 17% of the online purchases. In contrast, Frontline is only purchased half as often through a veterinarian 
(6%).  
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Online Purchase of Some Pet Medications Seasonal 
Currently, we are in the thick of the external parasite season, which begins in the late spring in the U.S. and lasts through 
the summer. According to Ipsos PetTrends tracking, online purchasing for flea, tick, and mite control fluctuates according 
to seasonal and promotional executions. Online fulfillment of external parasite medications reached peaks in July 2003 
(6% of online pet wellness and medication purchases) and December 2003 (8%). The interval between peaks represents 
adherence to dog or cat treatment plans that may require replenishment every six months.  
 
“The internet is a milestone in human discovery. This medium plays a dual role in educating the population and providing 
direct access to the products and services researched. When it comes to healthcare particularly for pets, consumers are 
empowered to seek information and make purchases for various ailments that prevail among dogs and cats. Although the 
current market share of online purchasing is small today, the expectation is high for continued growth in consumer 
fulfillment via this medium,“ said Ms. Zamaniyan.  
 
 

 
 

 
 
For more information on Ipsos PetTrends, visit the webpage at: http://www.ipsos-
insight.com/health/publiCations/petTrends/index.cfm 
 
For more information, please contact: 
Fariba Zamaniyan 
fariba.zamaniyan@ipsos-na.com 
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Vice President 
Ipsos Health Practice 
646.313.7657 
   
About Ipsos  
Ipsos is a leading global survey-based market research company, owned and managed by research professionals. Ipsos 
helps interpret, simulate, and anticipate the needs and reactions of consumers, customers, and citizens around the world. 
Member companies assess market potential and interpret market trends. They develop and build brands. They help 
clients build long-term relationships with their customers. They test advertising and study audience responses to various 
media. They measure public opinion around the globe. 
 
Ipsos member companies offer expertise in advertising, customer loyalty, marketing, media, and public affairs research, 
as well as forecasting and modeling and consulting. Ipsos has a full line of custom, syndicated, omnibus, panel, and 
online research products and services, guided by industry experts and bolstered by advanced analytics and 
methodologies. The company was founded in 1975 and has been publicly traded since 1999. In 2003, Ipsos generated 
global revenues of $644.2 million U.S. Visit www.ipsos.com to learn more about Ipsos offerings and capabilities. 
 
The Ipsos Health Practice provides custom and syndicated research to prescription and non-prescription drug 
manufacturers as well as biotech and healthcare providers. Visit www.ipsos-insight.com/health to learn more about the 
Ipsos Health Practice. 


