
S H A M P O O S A N D C O N D I T I O N E R S

Lather, Rinse, Repeat
Pets are now part of the family, and owners want shampoos and conditioners that

are good for their pet and safe for the environment. 

By Melissa Breau

W
hile the bad

economy has

left less

money in pet

owners’ pock-

ets, in some ways, this may

actually be a good thing for pet

specialty retailers, as it’s caus-

ing consumers to form deeper

bonds with their pets. 

“In an environment where
there’s less discretionary
income, you tend to hang out
more with your pet,” says
Richard Biegun, owner of
Quadruped Pet Care. This
translates into more sales of
grooming products, as unclean
pets bring dirt and hair into
beds and onto sofas with them.
To counteract this, owners are
trying to keep their pets clean-
er.

But owners don’t just want products
that get rid of dirt–they also want products
that are good for their pets and the envi-
ronment. Consumers are becoming more
sophisticated and more educated in this
regard, and their pet purchases reflect this
trend.

In order to sell to these savvy customers
and their pooches, retailers need to know
the dos–and the don’ts–of pet hair care. 

FURRY CHILDREN
As pets become more a part of the fam-

ily, consumer buying habits carry over
from what they buy for themselves to what
they buy for their pets. This means that
despite the adage, “Don’t judge a book by
its cover,” how a product looks can greatly

impact its sales. People want pet products
to look like their own products. Gone are
the days when dog shampoo and condi-
tioner came in large, no-frills packaging. 

“We have a line of spa products that
could fit in a Macy’s or any really high-end
spa salon out there, and this is what con-

sumers are looking for,” says Darin
Kassebaum, director of marketing at
Tropiclean and Spa Lavish Your Pet. 

Consumers are choosing healthy, natu-
ral and earth-friendly products for their
families, including their pets. Since the pet
food recall, consumers are taking particu-
lar care to educate themselves about the
products they purchase for their pets, and
they have strong opinions about what is
really good for their companion animals. 

“I think it’s making it necessary for
companies to be more forthright with
what’s in their products because the con-
sumers [are paying attention],” says
Kassebaum. 

Ingredients lists are becoming extreme-
ly important. Consumers want to see the
kinds of ingredients that can be found in

the products they use for themselves.
Oatmeal, chamomile and lavender are
among the most popular ingredients found
in pet shampoos and conditioners, but cus-
tomers are also looking for botanicals like
kiwi, papaya, geranium and sage. 

Furthermore, today’s eco-conscious pet
owners want products that come
in packaging that is biodegrad-
able or made out of recycled
materials. According to
Kassebaum, this has driven man-
ufacturers to design new corn-
based bottles to replace tradi-
tional petroleum-based ones.

Customers are even worrying
about where the product will go
after they use it. 

“Everybody’s now aware that
when you wash your dog, there’s
runoff that will go into the envi-
ronment,” says Peter O’Kuhn,
co-founder of lani-dig your dog.

Knowing that this runoff can
have an impact, many customers
want to make sure that the prod-
ucts they bathe their pets with

are not only safe and effective for their ani-
mals, but also harmless to the environ-
ment. 

CONVENIENCE IS KING
Pets are accompanying their people

more places, and products like pet wipes
and freshening sprays help keep pets look-
ing and smelling great between baths. 

“For many people, it’s all about conven-
ience; and if you want to enter into the pet
shampoo and conditioner category, then
you need to consider freshening sprays or
pet wipes,” says O’Kuhn. Some colognes
and freshening sprays even come with
additional benefits, such as detangling and
conditioning fur, or protecting the
skin–giving consumers even more reason
to use them.
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“Pet wipes have definitely
made a huge stride forward, as
far as making it easier for the
pet owner to do those quick

touchups,” says Kassebaum.
Wipes allow owners to get rid
of dirt picked up on the paws
or even on their pets’ underbel-

ly if the animal lay down out-
side. 

Although the products are
convenient, they should be sold

as supplements to shampoos
and conditioners, not replace-
ments. “It’s not a substitute for
shampoo because when you

clean, you want to clean deep-
er, closer, next to the skin. But
it will take the dirt off the sur-
face,” says Biegun. 

SELLING WITH TEAMWORK
As consumers become more

sophisticated and expect more
from the products they pur-
chase, it is more important
than ever for retailers to devel-
op strong relationships with
their manufacturers and whole-
salers. 

Retailers should look for
manufacturers and wholesalers
with quality products that they
are willing to stand by. They
should be able to answer any
questions that their retailer
partners may have about ingre-
dients, benefits, pricing and
even displaying the products.

Things like question hot-

lines, training materials and
detailed information about the
products are important. Biegun
says that Quadruped even
sends out samples for retailers
to try on their own pets, so they
can better understand what the
products do. 

In return, retailers must be
willing to educate themselves
on the products avialable, and
they must choose products
they believe in. Only then will
they be able to effectively edu-
cate their staff and transfer that
belief and knowledge to the
retail customer. 

Finally, retailers should lis-
ten to pet owners’ concerns, so
they can better understand the
needs and wants of their cus-
tomer base. This will assist in
selecting products that will sell
well. 

S H A M P O O S A N D C O N D I T I O N E R S

As consumers become more
sophisticated and expect more
from products they purchase, it is
more important than ever for retail-
ers to develop strong relationships
with their manufacturers and
wholesalers.
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