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Cents-off coupons, refunds, coupon cross­
merchandising, and buying on sa le were investigated 
for pet food purchasing. ConslJllerS made lit t le use 
of these. Greater use of money-sav ing s trategies 
was inf luenced by greater illl'Ortance of: (a) using 
a coupon, Cb) price, and (c) refund offer. 
Respondents employed in service and professional, 
techni cal, or managerial occupations used money­
savi ng strategies much less frequently than those 
not employed. Nutrition and pet' s preference were 
most illl'ortant to consll!lers. 

Backgr~ Information 

A recurring trend during economic hard t i mes 
is increased consllller use of coupons, cents· off 
promotions, refunds/rebat es, sweepstakes, and 
simil ar offers from COlll'anies attelll't ing to 
maintain customer loyalty despite declining 
consllller resources (Hlllle, 1991) . The current 
recession period is no exception with 7.3 billion 
coupons redeemed in 1990, a 2 .8% increase over 1989 
(Ke rwin, 1991) . In a 1990 grocery shopping 
behavior study, 83% of respondents said they used 
coupons . Direct Marketing ( 1991) reports that 
consumer use of coupons and cent s- off promotions i s 
increasing wh i l e use of money-back/ cash refunds, 
sweepstakes , and premillllS i s decreasi ng. Thi s 
suggests that consllllers want instant grat ifi cat ion 
t hrough immediate, rather than de layed, savings 
whi ch seems more li kely during economi c hard times. 

To date , studies of money-saving strategies 
such as use of coupons and refunds have focused on 
food shopping in general (see, for exalll'le, Avery & 
Bautista , 1991; Avery & Haynes, 1991; Maynes, 1991; 
IJarme & Maynes , 1991). It is possible , though, 
that money-saving s trategi es vary by product. 
Studies of coupon and refund use by specific 
products were not found in the literature revi ew 
for this study. 

One part icular product is pet food. 
(Consistent with t he industry ' s usua l custom, pet 
food in this study r ef ers to dog and cat food and 
snacks .) Examination of use of money-saving 
st rategies related to pet food shopping dur ing an 
economic recession is especia lly illl'Ortant because 
pet ownershi p i s a discretionary purchase. 
However, once the pet is owned costs ensue. It i s 
possible that consllllers perceive the pet food area 
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as one way of reducing costs without sacrif icing 
the satisfaction of other fami ly needs and wants. 

The pet food portion of a household' s budget 
can be sizeable. Dogs and cats conslllled over $8 .6 
billion worth of food and snacks in 1991 (Packaged 
Facts, 1991). The pet snacks category (biscuits , 
rawhide, etc.) increased 6.3% in sales for 1988 and 
continues to be a growing sect ion of the 
supermarket wher e pet foods usually are purchased 
(Crispell , 1991) . A recent Gallup survey found 
that Americans on the aver age spend approximat ely 
$1 ,300 per year for pet f ood, snacks, hea lth care, 
toys, and other expenses (Consllller Reports, 1991) . 
Calculated for the whole economy, that totals to 
more than $70 billi on annually. 

Of al l 1990 U.S. households, 37"~ had at least 
one dog; 31% had at least one cat (Packaged Facts , 
1991). Both figures were slight increases over 
1989. Further, t here a re approximate ly 51-58 
milli on dogs and 49-60 million cats in the United 
States (Cri spe ll, 1991). 

Thus , the overall focus of thi s study i s 
consumer s ' use of money-saving s trategies in the 
purchase of pet food. Specific obj ectives were: 

1. To investigate the determinants of 
frequency of money-saving strateg ies 
used in pet food purchases. 

2. To investigate how t he economic 
r ecession has aff ected purchase behavior 
related to pet food and snacks ; e.g., 
spendi ng less, switching br ands , et c. 

Previous studies could give guidance in the 
formu lation of hypotheses, but as stated ear li er , 
no studies of money-saving strateg ies used for pet 
food purchases were found. Thi s study will provide 
such baseline data. Studies of coupon use in 
genera l might be useful in predict ing 
relationships. For exalll'l e , Waldrop (1988) 
reported t hat coupon use was more li ke ly for 
homemakers t han for other occupationa l groups and 
for t hose wi th incomes of $30,000 or more than for 
t hose earning below $10,000. IJarme and Maynes 
(1991) found that coupon use was l ow for those who 
were s ingle , childless , career-oriented, younger 
than age 32 , and in the income bracket of be low 
$10,000 or above $40,000 . But, pet food consllllers 
might be somewhat diffe rent from t he general 
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shopping consU'ller so previous studies on coupon use 
in genera l food shopping were not used to for11KJlate 
hypotheses . 

Theory, on the other hand , can help to predict 
relationships. It i s assi..rned that shoppers wish t o 
optimize their resource use. Money-saving 
strategies can give more utility by decreasing 
price of pet food. The overall hypothes is, then, 
was that frequency of money- saving strateg ies used 
in pet food purchases is influenced by se lected 
var iables, all of which indicate differing utility 
leve ls. Nl.IOOer of pets and perceived importance of 
money-saving strategies are two such variab les. 
Use of money-saving strateg ies to purchase pet food 
is likely to increase with nl.IOOer of pet s because 
of the great er ut i l i ty for consi..rners with more 
pets. Perceived importance of money-saving 
s trategies like coupon use and refunding is l ikely 
to predic t frequency of use. Respondents placing a 
greater level of i mpor tance on such s trategies are 
assi..rned to do so because of the hi gher perceived 
utility from use of money-saving st rategies. 

Proced.ires 

~ 
The study was conducted in grocery 

stores/supermarkets in Champaign-Urbana , Illinois. 
Convenience market and specialty stores were 
e liminated from the study because of the more 
specia l ized nature of items at these stores. To 
max imi ze r epresentat ion of pet food shoppers , a 
purposive sampling technique was used. There were 
15 grocery stor es or supermarkets representing 6 
different chains in the two cities; one store from 
each chain was chosen as a data co ll ect ion s ite. 
Further, to ensure a wide sampling of the twin-city 
grocery store/supermarket population, s ites were 
selected from the north, south, east, west, and 
center parts of the t win- city area. 

ConsU'lle rs shopping (brows ing, making 
se lect ions ) in the pet food a is le during the 
scheduled intervi ew time wer e eli gible for the 
study. Although every individual was e l igible for 
the study, not everyone was approached, given the 
interviewer's constraint of being able t o conduct 
one intervi ew at a time. Further , the study was 
limited to adu lts , aged 18 and over. A screening 
quest ion for age was used t o det ermine e li gibili ty 
before the respondent was interviewed. All 
possible interviews were conducted during the 
scheduled interview times , resulting in 118 
completed interviews . Interviewers were unable to 
obtain 83 interviews because they were inte rviewing 
someone e lse. Six indi viduals refused to 
participate. 

Data Coll ect ion 
Data were coll ected by t r ai ned interviewers 

who used an intervi ew schedule designed by the 
principal inves tigator. Intervi ews were conducted 
April 30, May 1 and 2, 1992 at varying t i mes of the 
day. Days chosen included: Ca) both weekday and 
weekend to ensure interviewing individuals who shop 
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only weekdays or weekends and (b) morning, 
afternoon, and eveni ng hours to avoid possible 
time-of-day bias in the sample. 

Statistica l Analysi s 
IBM-PC and 
Statisti ca l 

and regression 
.05 leve l of 

Data were analyzed us ing the 
stati s tical software, SPSS/PC+. 
analyses consisted of frequencies 
tests. Al pha was set at the 
s ignifi cance. 

Variables 
Vari ables measuring spec ific money-saving 

strateg ies were: (a) cents- off coupon use, (b) 
free coupon use, (c) refund offer use, Cd) coupon 
cross-merchandising use, and Ce) purchasing pet 
food on sale. Coupon cross-merchandis ing use was 
measured by aski ng the respondent the frequency 
with which he/she buys a product because it has a 
coupon for another product . (Thi s i s a coomon 
marketing strat egy used by pet food manufacturers.) 
Respondents were asked to indicate the frequency of 
use of each money-saving strategy on a sca le of: 
1=never, 2=se ldom, 3=often, 4=usual ly, and 
5=a lways. Borgatta and Bohrnstedt (1980) suggest 
th is i s an imperfect interval sca le that is 
suitab le for regression analys is because of the 
robustness of the regression t est. 

For the regression analys i s , the dependent 
var i able was created by SlMTITling responses for all 
the money-saving strategies . This resulted in an 
overall measure of money-saving strategies for each 
respondent. The independent variables consist ed of 
both demographic and social -psychological 
variables . The demographic variables were: (a) 
sex, (b) household income, (c) age , (d) nl.IOOer of 
pets, (e) household s ize, (f) marital status , and 
(g) occupat ion. Soc ia l -psychological variables 
were: (a) importance of price, (b) importance of 
pet ' s preference , (c) importance of nutriti on, 
(d) importance of refund offer, and (e) importance 
of using a coupon. The independent variables were 
tested for possible 11KJlti col linearity by submi tt ing 
them to a corre lation ana lysi s. Criteria to 
establi sh high corre lation between variables were 
set at r~.6. 

One independent variable, occupation, was 
measured on a nominal sca le and was converted to a 
set of dlilllly var iables for use with the regression 
procedure. The set of dlMTITIY variables consisted 
of: (a) professional, technical, manageria l; (b) 
c lerical, sa les; (c) blue-collar (sk illed and 
unskilled); (d) service; and (e) not employed 
(including homemakers, ret i red, and students) . The 
not employed group was treated as the omitted 
category in t he regression analysis. Each dlMTITIY 
variable was coded O=absence of trait and 
1=presence of trait. For example, the dlMTITIY 
variable , service, was coded: O=respondent not 
employed in a service occupation and 1=respondent 
is employed in a service occupation. 

One other independent var i able , household 
income , was converted for the regress ion ana lys is . 



THE PROCEEDINGS OF THE AMERICAM COUNCIL ON CONSlJ4ER INTERESTS: VOl.lltE 39, 1993 

Because data were co llected in income ranges, 
rather than on an interval sca le , income was 
recoded to a proportional scale with interval 
properties. The midpoint of each income range was 
determined and divided by the midpoint of the 
lowest income range . 

Results and Discussion 

Sample Characteri st ics 
The average respondent was a married fema le, 

44 years old with an income of $37,618 and a 
household s i ze of 2.5 persons. Fifty-five percent 
of a ll respondents had at least 1 dog, and s l ightly 
more t han 70% had at least 1 cat . Nllllber of dogs 
per household ranged from 0 to 12 with 40% of 
respondents having 1 dog and 12% having 2 dogs. 
Likew ise, 40% of all respondents had 1 cat, and 16% 
had 2 cats. Households had from 0 to 20 cats . In 
terms of occupation, respondents typically were 
~loyed in profess ional, technical, or managerial 
jobs (29%), service jobs (17"1.), or clerica l or 
sales jobs (12%). Thi rteen percent of the 
respondents were students, and 11% were retired. 

Money- Saving Strateg ies in Pet Food Purchases 
Respondents were asked how often they used the 

fo ll owing money-savi ng strategies in t he purchase 
of pet foods: (a) cents-off coupons, (b) free 
coupons, Cc) refund offers, (d) buy product because 
it has a coupon on another product (coupon cross­
merchandising), and (e) buy pet food on sale (see 
Table 1). Less than 20% of t he respondents 

Tabl e 
Use of Money-Saving Strateg ies in Purchase of Pet 
Foods 

Y1d1ble Never Seldoa orttn Usu1lly Ahoys "ustn9 

Use cent.s·off 35' 36 24 9 12 2 
coupons (29 .7). (30.5) (20.3) (7 .6) (10. 2) (1.7) 

Use frea 56 29 16 5 9 3 
coupons (47 .5) (24. 6) (13 .6) (4.2) (7.6) (2.5) 

Use refund 71 29 7 6 2 3 
offers (60.2) (24.6) (5.9) (5.1) (1.7) (2.5) 

8uy product bec1ust 
tt hu coupon on 94 13 6 3 0 2 
another product (79.7) (l l.O) (5. 1) (2.5) (0) (1.7) 

8uy pet food 29 25 30 18 14 z 
on sale (24 .6) (Zl.Z) (25.4) (15.3) (11.9) (1.7 ) 

'frequency of r uponsu. 

bPercenuge of ruponses. 

usua lly or a l ways used any of the money-saving 
strateg ies, except for buy pet food on sa le. 
Twenty· seven percent usually or always bought pet 
food on sale. There was a high percentage of 
respondents who seldom or never used any of the 
fo l lowing money-saving strategies: (a) cents-off 
coupons, 60%; (b) free coupons, 72%; and (c) coupon 
cross-merchandis ing, 91%. Forty-six percent seldom 
or never bought pet food on sa le. These results 
suggest that consuners do not regularly take 
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advantage of money-saving strategies in the pet 
food a is le of the grocery store. Not surpri s ing, 
the respondents were rmJch more likely to buy pet 
food on sa le and to use cents-off coupons and free 
coupons than to use refunds or coupon cross­
merchandi sing. Thi s is consistent with findings 
reported by Direct Marketing (1991) about the use 
of coupons and cents-off promotions over 
money-back/cash refunds as a means of instant 
grat ification rather t han delayed savings. Buying 
on sa le, too, gives instant gratification, while 
coupon cross-merchandi s ing results in delayed 
savings. Further, buying pet food on sa le requires 
littl e effort on the consuner's part, perhaps some 
planning to take advant age of sa les. Coupons t ake 
not only planning but a l so effort in clipping and 
organiz ing coupons for later use and cost­
COlllX!risons in the store to see if the coupon 
lowers the product's cost over other avai lable 
brands. Refunds, though, take more effort as the 
consuner rmJst accUrmJ late the requi red proofs of 
purchase and often t he grocery receipt , then 
complete the mail - in form, add postage and mail. 
Coupon cross-merchandising had the highest 
frequency of never responses. The added effort 
here is to redeem the coupon later on another 
product. If this is a product the consuner does 
not regularly purchase, the perceived return will 
be nil. 

Some respondents , though , used a combinat ion 
of money-saving strategies . For ana lysis purposes , 
cents-off coupons and free coupons were co llapsed 
into one category, use coupons . Combined 
strategies l isted by respondents were: (a) coupon 
plus buy on sa le , (b) coupon plus refund, Cc) 
coupon plus coupon cross-merchandising , (d) coupon 
plus refund plus buy on sa le, Ce) coupon plus 
refund plus coupon cross-merchandising, and Cf) 
coupon plus refund plus coupon cross-merchandi s ing 
plus buy on sa le. Sli ghtly less than 2/3 of the 
respondents used no combination of money-saving 
strategies. By far, 
the most coornonly used combined strategy was use 
coupon plus buy product on sa le (20%). Only a 
small percentage of respondents used the other 
combined strat eg ies. These results are not too 
surpri sing when considered in li ght of the 
cost/return re lationship to the consuner. More 
effort i s r equired to combi ne more strategies , but 
t he r eturn can be quite great; for exa~l e, if the 
product is on sale, a cents-off coupon i s used, and 
t he product proof of purchase i s used to obtain a 
refund, the total savings can be sizeable, even 
equa l to or greater than the original price. Thus, 
combining as many strategies as poss ible can lower 
the final cost of the product great ly. But, if the 
consuner does not perceive the possible savings , 
the combined strateg ies wi ll not be used, and 
potential savings will be lost to the consuner . 
Another explanation for l ack of money-saving 
strategy use is that the cost of us ing the 
strategies may be perceived as hi gher than the 
resul t ing savings; thus, total utility would not 
increase with money-saving strategies use. 
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Determinants of Money-saving Strategies Use 
At the next stage of analys is , a irultiple 

regression equation was developed to investigate 
the determinants of frequency of money-saving 
s trategies used in pet food purchases. All 
independent variables were entered at once because 
the correlation matrix of the independent variables 
showed no irulticollinearity problems. Results are 
reported in Table 2. 

Table 2 
Determinants of Frequency of Money-Saving 
Strategies Used in Pet Food Purchases 

Varhbh Beta 

Sex • IOI 

Household Income .095 

Jeporunce of price .273 .. 

Importance of pet's preference . 042 

Jriportance of nutrttton -.003 

Age - .054 

laportance of refund order 

Tot1l number of pets 

Household size 

H•r1ta1 status 

Jeportance of using & coupon 

Occupat 1on 

Proftssional, technical, aana9erial 

Clerfc1l, silts 

Blue-col hr 

Service 

Hot empl oyed (omitted category) 

R"•.SZI; ps.001 

• ps .OS 
.. ps.01 

•••ps. 001 

.176* 

-.059 

.139 

- . 010 

-.ZS3* 

-.093 

-.041 

-. 187* 

The adjusted R2 was .521 and signifi cant at 
the .001 level. Thus, 52% of the variance in 
frequency of money-saving strategi es used in pet 
food purchases was explained by the independent 
variables. Five variables had s ignificant beta 
coefficients. The most important determinant was 
importance of using a coupon CpS.001) followed by 
importance of price CpS. 01); profess ional, 
technical , managerial occupations CpS.05); service 
occupations CpS.05); and importance of refund offer 
(pS.05). The more importance respondent s attached 
to us ing a coupon, price, and refund offer , the 
greater their use of money-saving strategies . Of 
these, importance of us ing a coupon is the major 
factor in determining whether pet owners use money­
saving strategies. \.lhen compared to those 
respondents who were not employed , the two 
occupational groups of service and professi onal , 
technical, or managerial used money-saving 
st rategi es iruch less frequently. This finding i s 
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not surprising; those who are employed have less 
time to use money-saving strategies than those who 
are not employed. The results about importance of 
using a coupon, price, and refund offer confirm the 
cost/return relationship between money-saving 
strategies and consllllers' use of them. ConsllllerS 
who perceive the returns will recognize the 
importance of money-saving strategies and will use 
them. 

Reasons for Pet Food Purchases 
To further understand pet food shopping 

behavior and low use of money-saving strategies, it 
i s helpful to examine the reasons respondents gave 
for buying the brand of pet food they usually do . 
As shown in Table 3, respondents' perception of 
pet's preference i s by far the most frequent reason 
given for buying a certain brand of pet food with 
s lightly more than 60% of the respondents 
identifying this as the reason they bought a 
certain brand. 

Table 3 
Reasons Respondents Buy Certain Brand of Pet Food. 
n=118 

Varhblt rrequency PtrctnUgt 

Pet's prtftrence 72 61.0 

On ult z.s 
Coupon or refund 0.8 

Profession1l reconnendat ton 10 8.S 

Hutrttfon S. I 

Prtct; ft• s cheip 10 8.S 

Klstel hneou~ reuons' 10 8.S 

Miuing inforcu:tton S.l 

'Thtse i ncluded: (1 ) hmtly/fr1end' s preference, (b) sounds good, (c) good 
she , (d) dog 1s chunky, (t) euy to store, (f) lowest fish content, ind (g) 
previously used. 

A s imilar result was found when respondents 
were asked to indicate the importance of selected 
factors related to pet food shopping: (a) 
nutrition, (b) price, (c) coupon, (d) refund offer, 
and (e) pet' s preference (Table 4). 
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Tabl e 4 
Inportance of Se lected Factors in Pet Food 
Purchases 

Vuhble 

Nutrttton 
(n•l 15) 

Price 
(n•l 17) 

Coupon 
(n•ll8) 

Refund offer 
(n• l16) 

Ptt • s preference 
(n•ll5) 

•Frequency of ruponsu. 

bPerc.tntlge of responses. 

Hot 
hciporunt 

13• 
(11.3)' 

39 
(33.3) 

70 
(60.9) 

95 
(81.9) 

14 
(lZ.2) 

clohls •17 not sum to 100% due to roundtng. 

l•port1nt 
Ytry 

t•portant 

so sz 
(43.5) (45.Z)' 

47 31 
(40.Z) (Z6.S) 

37 8 
(32.Z) (7 .0) 

17 4 
(14.7) (3.4) 

26 75 
(22.6) (65.21 

Sl ight ly less than 90% of the r espondents reported 
that pet ' s preference, as well as nutriti on, was 
in"ortant or very irrportant in t heir shopping. 
Price was i""ortant or very i""ortant to 67"1., while 
coupons and refunds were far less irrportant with 
t he majority of r espondents saying they were not 
i""ortant (61% and 62%, respectively). 

The overwhelming i""ortance of nutrition and 
pet ' s preference helps to explai n the l ow 
i""ortance attached to coupons and refunds. Price, 
though, st ill seems to be more t han moderately 
i""ortant for many consumer s . Possibly, the same 
respondents indicating nutrition and pet's 
preference as i""ortant would use coupons , refunds, 
or other money-saving st rategies if they were 
assured of good nut ri tion and their pet would like 
the pet food. 

Respondents were asked what changes t hey had 
made in their pet food shopping in response to the 
economic recessi on (Tab le 5) . Respondents 

Table 5 
Changes in Pet Food Shopping in Response to t he 
Economic Recession 

fl.Adt Chlftql HO dU"it 

Spm:Urtt hn ,. Ill 
(S.9)' (94. I ) 

ll ., 
(16.l) (73.7) 

U•lft9 (OUPOM .,... 

II 107 
(t.l ) (•G.7) 

15 IOl 
(ll.7) (11.J) 

' m 
(5.1) {•4.9) 

'frffVtftCJ of "SOOfttts; n• ll9 . 

'P1n:1nt191 of ruponn1: aay not S• lO l OOS d111 to 1"0l.lnclin9, 

1AtHOftHS t•TH wre: {•) 90 1ng to ",,.,. bt91. bu71119 ''" oftui; (b) 
tHCltl dtu.: (C) ihoo for u lu; (d) not u M"J tn.ah: ( t) fw.r c&U; and 
Cf) buy tort;•J b"ut and cook for cu. 

most ly r eported no change in their use of pet food 
money-saving strategies , contrary to Hune's (1991) 
report about increased use of money-saving 
strateg ies for shopping in general during economic 
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hard times . The largest change was in the use of 
coupons, but only 26% reported us ing them more. 
Some brand switching was evident but in only 13% of 
the sa""le. Thus , it can be concluded that pet 
f ood consuners are somewhat brand loyal even in 
economic hard times. Nine percent of the 
respondents said they were us ing rebates/refunds 
more, and 6X said they were spending less on pet 
food. Five percent indicated they had made other 
changes : (a) going to larger bags , buying less 
often, (b) specia l diet, (c) shop for sa les, (d) 
not as many treats, (e) fewer cats, and (f) buy 
turkey breast and cook for cat. Apparently, 
consuners are cutting back on non-pet food 
expenditures rather than us ing money-saving 
strategies in the pet food ais le. 

19'>lications 

Results of this study are irrportant in 
providing knowledge about pet food shopping and 
money-saving strat egies consuners use in their 
shopping . Consumer use of money-saving strategies 
i s different for pet food shoppi ng than for food 
shopping in general . An irrportant finding of this 
research i s that consuners do not regularly use 
money-saving s trategies in pet food shopping, even 
in economic hard times. 

For educators, thi s indi cates that educational 
mater ia ls and programs are needed in thi s area. 
Consumers need help in assessing the cost/return 
re lat ionship of money-saving st rategies in the pet 
food ai s le . They need to understand how to use 
money-saving s trategies in combinati on so as to 
obtain the greatest return. Planning and 
organizing ar e needed skills for the maxiOl..lll use of 
purchasing sa le i tems and using coupons , and 
lessons could be deve loped to teach t hese skills 
with direct appli cat ion to pet food shopping. 
Further , consuners need to understand shelf life of 
pet food and the eff ect on t he product' s nutrition. 
Although stocking up on pet food on sa le and buying 
in large quantities can maximize savings, these can 
be dimini shed if nutriti onal value decreases 
because the food i s not used within its shel f life. 
Some costs of couponing and refunding could be 
decreased by enli sting all family members in these 
act iviti es. Children who learn how to COll'f)arison 
shop and use coupons and refund offers wi sely learn 
a lot about financia l management. And, shopping 
for the chi l dren' s pet i s another aspect of pet 
responsibility for children t o learn. 

For marketing experts , these findings suggest 
that coupons , coupon cross-merchandi s ing, and 
refunds need to be set up so consuners can more 
easi ly take advantage of them. For exa""le, the 
increasing practice of requiring an original 
grocery receipt i s frus trating for consumer s who 
accidenta lly discard t he receipt before reading the 
terms of the refund offer . Or , the consumer has 
two different refund offers requiring an original 
receipt, but both i tems were purchased on the same 
grocery recei pt. Or, coupons could be used instead 
of refunds i f increased consumer use of the money-
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saving s trategy i s desi r able. Final Ly, marketing 
experts could discontinue coupons , r efunds, and 
coupon cross-merchandis ing in f avor of lowered 
product prices. 

One of the most il!l>Ortant findings of this 
study i s that cons1.111ers are concerned about 
nutrition for their pets. Price is a considerat ion 
but not nearl y as il!l>Ortant as nut rition. The 
principal investigator ' s assessment of product 
choices avail able to shoppers during this survey 
indicates there a re price breaks avairable in 
nutr itionally adequate pet food . Consistent use of 
speci al offers and sa le prices could r esult in 
considerable savings annua ll y while st ill 
purchas ing nut ritiona lly adequate products. Some 
cons1.111er educat ion might be needed to help 
cons1.111ers to plan ahead so they can take advantage 
of sales, for exaq>le. 

Further, investigation of cons1.111er knowledge 
about pet nutrition is advised, especial ly i n 
regard to price and money- sav ing strategies. 
Although respondents in thi s study reported that 
nutrition was il!l>Ortant or very il!l>Ortant, no 
quest ions were asked to determine whether cons1.111ers 
unders t and their pet s' nutritional needs or how to 
determine the nutritional adequacy of pet food. 
This i s an area for further study. If such a study 
finds that cons1.111ers do not understand pet 
nutrition, then educat i ona l materials address ing 
nutr i t ion and money-saving strategies could be 
developed and provide a va luable service to pet 
food cons1.111ers. 

Respondents also were aware of their pet's 
preference in pet food, and this i s another area of 
cons1.111er educat ion. Cons1.111ers need to understand 
how to change pet's prefe rence if money-savi ng 
st rategies are to be maximized. It is possible to 
change a pet ' s food to another brand, even though 
the pet seems to prefer a particular brand. Pet 
nutriti onists recommend thi s be done gr adually. I f 
not, the pet i s likely to re ject the new product 
and reinforce t he concept of the preferred brand. 

Cons1.111ers spend s izeable amounts of money on 
pet food each year, yet do not necessarily use 
money-saving st rategi es to get the most for their 
money. Often, people become so emotiona ll y 
attached to the ir pets that it i s possible t hey do 
not get the best buy in the pet food aisle of the 
grocery s tore. They may ass1.111e that certain kinds 
of food ar e good f or t he i r pets because of labeli ng 
and advertising claims . Sti ll others may purchase 
pet food at specia lized stores or from 
veterinar ians assumi ng the food is better for the 
pet. These aspects of pet food pur chasing were not 
covered in this study but would provide il!l>Ortant 
insight into consl.mer pet food purchasi ng, 
especia l Ly as they relate to the use of money­
saving strategies. 

177 

References 

Avery, R. J. & Bauti sta, M.E. C 1991) . An 
examination of the psychological aspects of 
purchase behavior : Motivations for coupon 
use. In V. Haldeman (Ed . ), Proceedings of the 
American Council on Cons1.111er Interests, 271-
276. Colt.rnbia, MO: University of Missouri. 

Avery, R.J. & Haynes, G.W. (1 991). Pri ce 
discrimination in the grocery market? A cost 
benefit ana lysis of coupon use. In V. 
Haldeman (Ed.), Proceedi ngs of t he American 
Council on Cons1.111er Interests, 263-270. 
Colt.rnbia, MO: University of Missouri. 

Avery, R.J. & Haynes, G.W. (1991). Coupons : Boon 
or boondoggle for cons1.111ers? Human Ecology 
Forum, 19, 13-16. 

Borgatta, E.F . & Bohrnstedt, G.W. (1980). Level 
of measurement: Once over again. 
Sociological Methods and Research, 2., 139-160. 

Cons1.111er Reports. (1 991 , May 15). Pet census. 
Cons1.111er Reports News Digest, 10 . 

Cri spell, D. (1991). Pet sounds. 
Demographics , 13(5), 40-44, 53. 

Direct Marketing. C1991, 
maintain redeeming 
Marketing, 25-27. 

December ) . 
qualities. 

American 

Coupons 
Direct 

HI.Ille, s. (1991, April 29). Recession-proof 
indust ry feel s pinch. Advertis ing Age, 31, 
38. 

Kerwin, A.M. (1991) . Snip, clip, rip. 
Advertising, 124(12), 20-21, 50. 

Maynes , E. S. C 1991 ) • Coupon i ng: Lessons for 
cons1.111ers. In V. Haldeman (Ed.), Proceedings 
of the Ameri can Council on Cons1.111er Interests, 
254-255 . Colt.rnbi a , MO: University of 
Missouri. 

Packaged Facts . (1991). The pet food market: 
November 1991. 581 Avenue of t he Amer icas. 
New York: Packaged Facts. 

Waldrop, J. (1988). Coupon c l ippers of Ameri ca. 
American Demographics, 10(May), 60-61. 

Warme, R. & Maynes , E.S . (1991). Role theory: A 
psychographic explanation for coupon 
redeq>tion. In V. Haldeman (Ed.), Proceedings 
of the Ameri can Council on Consumer Interests, 
256-262. Co lt.rnbia , MO: Univers ity of 
Mi ssouri . 




