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Natural and Organic Treats  

Although the term “natural” remains highly subjective in both the pet and human food 
markets, marketers rely heavily on the term when advertising their products. Natural 
products, those products for which natural ingredients represent a primary part of the product 
positioning, are making up a larger and larger part of the pet market, including the treats 
business, with many of the new product introductions featuring natural claims. Organic 
products are growing as a percentage of the market as well, especially as more consumers 
realize that, unlike natural products, organic products must fulfill a stringent set of criteria in 
order to be labeled as such. 

Either way, natural and organic treats are no longer a niche part of the market. Most major 
marketers currently field at least one brand line devoted entirely to natural or organic 
products, and many retailers have entered the fray as well, launching natural or organic 
private-label lines. A wide range of treat trends falls under the natural banner, including the 
desire for simpler ingredients and whole-foods-based treats, as well as the need for limited 
ingredients due to allergy concerns. Melissa Olson, marketing director of raw food and treat 
specialist Vital Essentials, notes that the natural trend is now being driven by younger pet 
owners. “Millennial pet parents are beginning to influence the trend to more natural treats 
and chews…As they are increasingly becoming among the largest consumer group to own 
pets, they are also changing the types of food and treats that are being purchased and 
ultimately become in demand. They want to treat their pets with items that are healthier and 
natural, more so than their older counterparts” (petproductnews.com, July 1, 2019). With 
more and more younger pet owners seeking out natural treat options, treat marketers can be 
sure that the natural treat trend is going to continue its market impact. 

In response, the percentage of treats featuring “natural” in their description has sky-rocketed, 
to the point that being a “natural” product is no longer enough: consumers now expect to see 
natural labels, equating these products with being healthier and better for their pets, while 
also seeking out additional innovation. As more and more pet owners are feeding their pets 
premium natural pet foods, more are realizing that they want to support their pets’ health 
with treats of similar quality. Luckily, one of the changes in the natural treats market is 
affordability: natural treats are now available at price points ranging from value to premium 
to accommodate consumers along the entire price spectrum. The appeal is widespread, and 
Packaged Facts survey data show that XX% of dog owners and XX% of cat owners seek out 
pet treats made with natural ingredients. [Figure 4-2] 
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Figure 4-2 
Level of Agreement with the Statement, “I seek out pet treats made with natural ingredients,” 2019 
(percent of dog and cat owners) 

 

Source: Packaged Facts July/August 2019 Survey of Pet Owners 

Many of the other trends in the treats market dovetail with the broader movement towards 
natural products: product pitches and trends featuring a discussion of “what’s not” in a 
product (as seen in trends including grain-free, non-GMO, no byproducts or fillers, no 
artificial preservatives, and limited ingredients); formulations boasting human-grade 
ingredients; more “real” or “whole” ingredients, including fresh meat, fruits and vegetables; 
and trendy functional ingredients and superfoods. Ever-increasing specificity about 
nutritional content, ingredient sourcing, and manufacturing practices, as well as the 
brandishing of overtly human food product claims such as low-glycemic and gluten-free, are 
taking the natural pet food and treats market ever further down the path of pet humanization 
and the adoption of human product market trends.  

Questions? Contact your sales rep or call us at 800.298.5294 (US) or +1.240.747.3095 
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•	 Focus on tech-driven growth and innovation opportunities
•	 Competitive insights on industry leaders and emerging players
•	 Discussion of disruptors based on broader consumer market trends
•	 Reviews of marketing strategies, loyalty and rewards programs, and social 

media trends
•	 Analysis of demographic trends and purchasing patterns

About Us
•	 Packaged Facts is the leading producer of market research on the consumer goods 

and services markets.
•	 We use established industry experts as our research analysts.
•	 Packaged Facts analysts specialize in making data actionable—they provide key 

insights and draw conclusions on the present and future of the market.
•	 Our customers include the top food/beverage, pet, consumer good and financial 

services companies.
•	 We regularly contribute research to pet industry journals such as Pet Product News, 

Petfood Industry, PETS International, and PFI (Pet Food Institute) Monitor, and our 
market intelligence is frequently cited by trade, business, and mainstream publications 
including Forbes Magazine, New York Times, Natural Products Insider, Nutraceuticals 
World, Progressive Grocer, Time, Wall Street Journal,  the Associated Press, and CNN.

•	 Packaged Facts editors and analysts regularly present at pet industry conferences.

Topics Covered
•	 Annual Pet Market Outlook

•	 Pet food

•	 Pet treats and chews

•	 Natural, organic and eco-friendly 
pet products

•	 Equine market

•	 Pet supplies

•	 Pet medications

•	 Pet supplements

•	 Dog and cat durables

•	 Pet marketing and packaging trends

•	 Pet population and ownership trends

•	 Millennials and Hispanics as 
pet owners

•	 Pet grooming and clean-up/odor 
control products

•	 Pet product retailing: Store and online

Contact Customer Service

U.S. Tel: 800.298.5294 | Int’l Tel: +1.240.747.3095

kc.marketresearch.com | packagedfacts.com

http://kc.marketresearch.com
http://www.packagedfacts.com
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