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NEXTIN RESEARCH 

Introduction & Methodology

Anticipate what’s on consumers’ minds before  
it’s on shelves. Look ahead with Nextin™ Research.

Nextin Research™ by MarketPlace is where pet, supplement, food, and beverage industry professionals turn  
to stay in front of trends and plan for the future.

Since 2002, MarketPlace has served as a strategic advisor and brand activator for global enterprises and mid-
market companies in these categories. An extension of MarketPlace, Nextin Research makes powerful insights  
and consumer intelligence available on-demand with:

	B Fresh data from current proprietary consumer research

	B PowerPoint charts and tables ready to drop into your next presentation

	B Insights-rich reports like this one that connect insights to innovation, investment, branding, and marketing 
opportunities

With a full-circle view of the pet, supplement, food, and beverage markets, Nextin™ looks to the future so you can 
anticipate what’s next.

More than data, Nextin 
maps the connections 
between supplier 
innovation and consumer 
demand to uncover 
category white space  
and inspire innovation.
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What’s Inside
For brands, retailers, investors, and suppliers seeking to drive growth, this Nextin Cat Trends report uncovers:

	B Distinct Consumer Segments: needs, priorities, and motivations

	B Cat-Focused Pet Category Insights: food, treats, supplements, dental

	B Hot Topics and Ingredient Trends: novel proteins, nutraceuticals, and beyond

	B Product Innovation Opportunities: demand-driving ingredients, formats, and attributes

	B Merchandising and Bundling Insights: opportunities to increase average cart value

	B Decision-Drivers on the Path to Purchase: influential product attributes, claims, and consumer values

	B Retail Channel Behaviors and Opportunities: where consumers shop, what they buy, and the sources  
that influence purchase decisions

Methodology
As part of Nextin’s annual research on U.S. pet category trends and consumer insights, we survey U.S. pet owners 
regarding their awareness, attitudes, and behaviors pertinent to the category. This insights report presents several 
findings from our 2025 study focused on cat owners, along with possible implications for consumer brands, 
investors, retailers, manufacturers, and ingredient suppliers. 
 
In April 2025, MarketPlace surveyed an online panel of 1,213 U.S. adults aged 18 and older who report owning 

at least one cat (“cat owners,” “cat parents,” “pet parents”). Panelists, hereafter referred to as “cat owners” or  
“cat parents,” were screened to include only respondents who reported making pet product purchase decisions. 
 
Behaviors such as “purchases” are self-reported and reflect the prior 12 months unless otherwise noted. 

Research design, programming, fieldwork, and 
analysis were conducted by Nextin Research, the 
syndicated research arm of strategic advisory and 
brand activation firm MarketPlace. Samples for these 
studies are sourced through Dynata, the world’s 
largest first-party data provider. Original sampling is 
balanced according to the U.S. census for gender and 
region. Responses were tabulated and are reported 
here in the aggregate, except where otherwise noted.
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