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The old adage that says,

“pets resemble their owners”
has evolved into a new
interpretation: owners express
themselves through their
faithful companions. This is
what reveals a recent research
carried out by Universidad

del Rosario in collaboration
with universities in Spain and
Australia.
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n the age of social media and image worship,
celebrity postings featuring their pets wea-
ring the latest fashion trends are common
pets, not their owners! When entrepreneur
Paris Hilton broke into the haute couture
events accompanied by her elegant chi-
huahua, these faithful companions climbed
o the category of luxury accessories for cele-

! neral. Thus, they practi-
style and per-

. Hi1l-
I

“ton even launched her own clothing
- bra llfl ed by dresses paraded or




ADVANCES IN SCIENCE

This trend of dressing pets, particularly
dogs and cats, which may have started as an
eccentricity of the so-called high society, has
quickly gained ground in Colombia and the
world. A report by the Federacion Nacional de

Comerciantes (Fenalco) indicates that the sale
of pet clothing and accessories in the country
showed a growth of 15 percent in the first half
of 2023. This is not surprising considering
that nowadays pets are usually considered as
just another member of the family.

In the pet market, particularly for dogs and
cats, you will find outfits and accessories for
all occasions: gala, street, costumes, beach,
winter, etc., ranging from the most common
materials to the finest fibers and rhinestones.
Surely, if the canines spoke they would say

“The more the
pet is perceived
as an attachment
figure, and the
stronger the
attachment,

the greater the
tendency to
dress the petas a
human.”

wow before so many options; however, sometimes aes-
thetics quarrel with the comfort of four-legged friends.

According to data from the Departamento Adminis-
trativo Nacional de Estadistica (Dane) (National Admin-
istrative Department of Statistics) (Dane, by its acronym
in Spanish), 67 percent of Colombian households have at
least one pet, whether they are dogs, cats, or even more ex-
otic species such as pigs, birds, lizards, and rodents.

The figures of Fenalco specify that the pet market in Co-
lombia has grown 84.9 percent in the last 5 years and ranks
fourth in Latin America as a leader in the sector, behind
Brazil, Mexico and Chile, in production and consumption
of pet products with an annual growth of 13 percent. Ac-
cording to the newspaper La Republica, during that same
period, Colombians invested around $3 trillion in food and
petitems, and this figure is expected to reach $5 trillion by
the end of 2023.
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“From a marketing perspective we use study variables
such as emotional attachment, self-expression and
anthropomorphism to build a model that can explain
why people buy fashion clothes or some distinctive
symbol for the pet; in addition, we try to explain a little
our relationship with pets,” explains Professor Mario
Paredes from the School of Business Administration,
an expert in consumer behavior .

To understand the motivations behind
this global phenomenon, a group of re-
searchers of Universidad del Pais Vasco and
La Trobe University (Melbourne, Australia),
in conjunction with the School of Business
Administration at Universidad del Rosario
Mario Rolando Paredes Escobar, conducted
the study “What motivates consumers to buy
fashionable clothing for pets? The role of at-
tachment, the anthropomorphism of pets and
self-expansion.”

Thisisa pioneering research on consumer
behavior in pet fashion and for its develop-
ment, 326 online surveys were applied to a
representative sample composed of Austra-
lian pet owners, and an experimental eval-
uation was carried out with 203 university
students. The publication on this qualitative
analysis sheds light on the reasons that drive
the growing demand for fashion products
for pets, which contributes to strengthen
the literature on consumption symbolism
and the influence of attachment in this pe-
culiar form of expression.
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The 'Fashionable’ Universe of Pets and Their Owners From the perspective of marketing, we
L . use study variables such as emotional at-

Regardless of the type of garments, an inevitable question tachment, self-expression (image that is
arises: Do pets really need clothes and should they follow . ’ P 8

; . ) projected through the pet) and anthropo-
fashion trends? Paredes believes that pets do not need cloth morphism (giving human characteristics
ing, let alone fashion. He argues that the usefulness of gar- to sc?mething thatg is not human) to build
ments is limited to specific climatic situations and in partic- a model thatg can explain why peonle bu
ular dog breeds, since the concept of fashion is exclusively fashion clothes or solr)ne distin};tlijvels) bo}{
human. “Although some garments may be uncomfortable, ym

. - for the pet; in addition, we try to explain a
they usually do not affect the well-being of pets,” she says. little our relationship with pets,” explains

the teacher, an expert in consumer behav-
ior with a postdoctoral degree in Economic
Sciences.

Understanding these variables and their
interrelationships from a scientific perspec-
tive will allow a better use of knowledge.

With respect to the first mentioned vari-
able, it has been shown that a high level of
attachment entails greater emotional and
monetary investments. Paredes emphasiz-
es that “the strong bond between people
and pets, it can be perceived as a source of
unconditional love, acceptance and emo-
tional support, even to the extent that
pets can play the role of children, siblings,
playmates and friends. The more the pet is
perceived as an attachment figure, and the
stronger it is, the greater the tendency to
dress the pet as a human.”

To measure this variable, approaches
were analyzed such as: “I feel closer to my
pet than many of my friends”; “I have a
photograph of my pet in my wallet”; “I feel
closer to my pet than some members of my
family”; “my pet is my closest companion.”

Self-expression through the pet is an-
other variable explored in the study. The
famous expression "pets resemble their
owners” takes on a deeper meaning as as-
sessed, considering how owners project
their image through their pets. Paredes ar-
gues that choices of breed and clothing for
pets are extensions of the owners' social be-
havior, of their lifestyle; it is a way to send
messages about themselves. Additional
studies, such as that of social psychologist
William J. Chopik, support this idea by stat-
ing that dogs tend to reflect the personality
of their owners: “A quiet person will have a
quiet dog.”

Consequently, to determine the level of
self-expression, the group analyzed instru-
ments such as: “Can I project a good image
of myself with my pet”, “with my pet my
friends perceive me as cooler,” “with my
pet T have more status™?

They also included whether there were
plans to buy pet clothing in the coming
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Colombia is the fourth
T h e WO l’ld Of PetS largest pet market in Latin
- America, behind Brazil,
in Numbers Mexico and Chile. This had
a growth of 84.9% in the

last five years .
At least the 43 cyo of Colombian households
have a pet. The most common are dogs (70%],
. th hether th Id b
birds (15%) and cats (13%). willingness tobay it ot
Anthropomorphization is the third

Colombians spend between COP 190000 key variable in the study. Have you ever

engaged in a conversation with your pet

and Co P 745 0 0 0 per month on their in the hope that he understands you ra-
tionally? Do you consider him your “dog-

pets. child” or “gatchild”, or do you give him

the status of brother, nephew, grand-

. . son? Did you see him in trendy clothes?
The value of the pet industry in the country was Do you celebrate birthdays with cake

3 billion COP in 2016. By 2026, it will be and guests? These practices reveal the

strong affective bonds between owner

6 ; 1 t ri ll i on co P . and pet, while diluting the line between

human and animal behavior.
The teacher emphasizes that “the

In 2022, the pet food category alone billed about more the pet is perceived as an attach-
TR ment figure, and the stronger this at-
1 ,2 tI'I |.|.|0n CO P, up 23% from the tachment is, the greater the tendency
. to dress it as a human; therefore, to buy
previous year. fashionable clothing for pets.”

Practical Vision for Market Growth

From a marketing standpoint, these
findings are critical to understanding
consumer behavior and designing at-
tractive and effective strategies in the
growing pet fashion industry. “High-
lighting concepts such as the family in
which the pet is included, customizing
garments that give it identity or orga-
nizing contests for the best-dressed or
disguised pet are some powerful strat-
egies for entrepreneurs to promote the
consumption of these products, because
this way people will feel greater identi-
fication and expression through their

gourcels(: pet,” Paredes suggests. Clothing and ac-
fr?)tr?n t}?a r?tnar cessories for pets at home have not only
Ibope Media, become consumer products, but also a
National form of expression and emotional con-
Federation nection for their owners. Far from being
f;;::ﬂ;'is an extravagance, fashion for company
B el species becomes a tangible expression
NielsenlQ . of the love and connection we share

with our furry faithful friends. &




