
PET BUSINESS September 2008 54 www.petbusiness.com

ather then letting customers drift away when their
pets pass away, independent retailers can set
themselves apart from larger, big-box stores by
providing a sympathetic ear, and by supplying
products that can help grieving owners remember
their pets and showcase their memories. 

Many times when a
customer loses a pet,
not knowing what to
say can stop a shop
owner from reaching
out. But, “by no means
should a retailer feel
like they have to be a
counselor for that per-
son,” says Claire Chew,
pet bereavement spe-
cialist at Luxepets. 

Instead, Chew says,
retailers should
research and compile a
list of pet bereavement
specialists, pet loss sup-
port groups and hotlines pet owners can call. Simply saying, “I
understand; [your pet] was a part of your family,” and letting cus-
tomers know that help is available if they need it can mean a lot.

“What people really need is someone to listen to them, to
acknowledge that first and foremost their pet was a special part
of their family and will be truly missed,” says Chew.

Laying Out the Options
In addition to offering a list of resources to help pet owners

deal with the grief that results from the loss of a pet, retailers can
also assist these customers by advising them of their options for
dealing with their pets’ remains. First, customers must choose if
they would rather bury or cremate. Should they choose burial,
they can decide between their own backyard (be sure to

research and advise customers of local regulations on the burial
of a pet’s remains) and a pet cemetery. While backyard burials
used to be the popular choice, many people are now turning
away from this option.

“They don’t want to leave their pet behind,” says Elizabeth
Dreeben, co-owner of Rainbow Ridge Pet Cemetery &

Crematory, Inc. She says
that more pet owners
than ever are choosing
cremation. So, it isn’t sur-
prising that there are a
growing number of
memorial products on
the market in which to
keep a pet’s ashes. This
way owners can keep
their pets close. 

As the humanization
trend has made pets
more a part of the family,
owners are also choosing
to place memorials in
their gardens or set up a

small corner in their house, with a picture, candle and their pet’s
urn. Pet cemeteries and crematoriums often offer a selection of
caskets and urns, so it may be more profitable for a store to carry
only a small selection of these items, and to place more empha-
sis on other types of memorial products. 

Product Selection
If retailers don’t have room to keep a large stock of products,

Gina Deutman, owner of A Special Place, suggests that they
stock a selection of smaller items and keep a catalog available
that offers drop shipping for larger products. 

There is a wide selection of smaller products for retailers to
choose from. Urns are probably the most obvious choice, and
they are available in a variety of shapes, styles and sizes. Retailers
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can choose between classic, traditional
styled urns or urns shaped like dogs or
cats. Many urns can be etched or
engraved for personalization. 

Another option is to carry memorial
candles with a poem on the bottom or a

breed figurine attached. Picture frames
are also a great way to help owners
remember a pet. Special commemorative
frames are often breed specific or have a
phrase to help keep a pet’s memory alive. 

Lockets are available so the pet owner

can keep a picture of their pet with them
at all times. And jewelry with a breed-spe-
cific pendant is versatile; it can memorial-
ize a pet that’s passed, or just show an
owner’s enthusiasm. 

Many places also choose to offer pet

portraits. These, like jewelry, offer pet
owners a way to celebrate their pets in life
or commemorate them in death. 

Retailers may also want to carry con-
dolence packages, grief baskets or memo-
rial kits. These items make great gifts
from friends and family who may not
know what else to do for a grieving pet
owner. Luxepets, for example, makes a
life celebration kit that comes with a
sashay for the pet’s collar or tags, a
memorial candle, a picture frame and
remembrance cards. Many manufacturers
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What If You Go First?
The majority of pet owners have

no plan in writing, should they die
before their pet. That is why
ItsMyLife.com
enables pet
owners to
create docu-
ments that
will help
their pet
should the
owner be
unable to con-
tinue providing for their best friend. 

According to Jon Sayers, co-
founder of ItsMyLife.com, the
moment when a retailer transfers the
care of a pet to that pet’s new owner
is the perfect time to ask what will
happen should they become unable
to care for their new friend; it’s an
opportunity to have them put their
wishes in writing. 

Liz Sayers, Jon’s partner in the
business, says they want to work with
retailers to solve this issue. The com-
pany can host in-store events where
owners bring their pets in to be pho-
tographed and have their wished wit-
nessed, and ItsMyLife.com also offers
retailers discount vouchers and spe-
cially branded “Pets Letter of
Wishes.” 

Jon & Liz Sayers
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also make condolence cards that friends
and family can give to express sympathy. 

Bereavement Displays
Shops should have a small, tasteful

section to let customers know they carry
memorial products. To limit shelf space,
a sign saying that more stock is available
upon request may be appropriate.

Duetman reminds us that the worst
thing a retailer can tell a grieving pet
owner is, “We don’t have that.” If an
owner requests something the store
doesn’t carry, offer them another way to
find the products, such as the Internet. 

How retailers handle pet loss can
often determine whether or not an
owner will return after they have fin-
ished grieving–when they are ready to
accept another pet into their lives.  PB
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