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Engagement with companion animals has become an integral part in the lives of many consumers, 
manifesting in consumption behaviors and contributing to a growing number of consumers striving for 
ethical consumption or actively engaging in projects to improve animal welfare and rights. Our mission is 
to extend knowledge about these consumption trends and to develop an understanding on how the love 
of animals can transform into human action that benefits people, animals, and the environment we 
inhabit. 
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The problem: Over the past few decades, consumers’ engagement with companion animals such as cats, 
dogs, rabbits, fish, birds, horses, and others has changed from less of possession to more as friends and 
family members, becoming an integral part in the lives of many consumers (Hirschman 1994; Holbrook 
1997). This shift in perception and related roles such as consumer, caregiver, rescuer, and volunteer 
manifests in many consumption behaviors ranging from providing specialized healthcare treatment, 
training and agility classes, and other resources to support the well-being of the animal companion 
(Mosteller 2008). While studies show that caregivers’ health and well-being are positively affected by 
animal companions, consumers may also suffer due to the death or severe sickness of the animals 
(Stephens & Hill 1996). Concurrently, ethical and moral considerations for animal welfare have become 
more prominent in our societies, contributing to a growing number of consumers striving for ethical 
consumption or actively engaging in projects to improve animal welfare and rights. However, animal 
cruelty is still common, not only in the production of food and animal-based goods and entertainment, but 
in the treatment of animal companions (Kavanagh et al. 2013). Research has only begun to explore how 
consumers experience their relationships with animal companions despite their pervasiveness across 
many societies. Our mission is to extend knowledge and understanding about these consumption trends 
with a focus on consumer, animal, and community well-being. What are key factors that may influence 
desired and undesired outcomes as it relates to a range of questions including consumers’ relationships 
with animal companions, consumption decisions such as the purchase of goods and services for animal 
companions (Rötzmeier-Keuper et al. 2018), sustainable eating (Beverland 2014) as well as consumers 
becoming animal advocates. Potential findings may align with the One Health initiative, a collaborative 
interdisciplinary effort that focuses on human, animal, and planet well-being (King et al 2008).  
 
Track goal: This track aims to assemble researchers with an interest in exploring consumers’ relationships 
with animal companions and to inspire a balanced discussion against the background of animal ethics. 
With our research we aim to explore both the lived experience of human-animal companion relationships 
as well as macro forces such as societal trends and dialogues around animals in our societies. This track’s 
goal is to develop an understanding on how the love of animals can transform into human action that 
benefits people, animals, and the environment we inhabit.  
 
 
 
 

Pre-Conference Activities 
 

Group building: Researchers with demonstrated interest or prior work in the track domain are invited to 
participate. To enable a multi-disciplinary view, we encourage researchers in other disciplines outside of 
consumer research (i.e. veterinary medicine, ethology, psychology, sociology, and zoology) to participate. 
We seek diversity in stage of career, perspectives, methodologies, frameworks and theories used by 
participants, as well as diverse geographic representation. In addition, we invite practitioners working with 
people and/or animals to inform the research agenda of key issues that may benefit from research 
attention (Davis & Ozanne 2018). Representatives from animal related organizations are encouraged to 
apply and participate in our roundtable discussion. The track will be comprised of approximately eight to 
ten collaborators. 



Shared learning: We ask participants to prepare a sub-topic in advance to the conference. Participants are 
free to choose their subtopic in consultation with the track chairs, e.g. service animals, animal 
consumption, animal rights, animal anthropomorphism, “pet influencers”, “dark-side” issues, animals in 
zoos and wildlife parks, benefits of the human-animal companion bond, consumer care-taking routines, 
services and innovations for animal companions. The objective is to identify in the multidisciplinary 
literature a set of 6-8 foundational papers dealing with the sub-topic. Participants will analyze the 
literature on the sub-topic and then come to the conference with a prepared mini presentation that 
highlights the key findings from the identified literature. Each participant will be invited to suggest one or 
two key papers, articles, or related work (e.g. videos) that all should read or view. Track co-chairs will 
develop a Facebook (FB) discussion group to facilitate the sharing of information, citations, articles, and 
generation of ideas. Content and participant information will be posted on the FB group so that 
participants can become acquainted prior to the conference. 

Tentative Conference Schedule 
 
Day 1 – Morning Session: During the morning session the track team will organize, categorize, and 
synthesize the information and insights gathered during the pre-conference activities. Each participant will 
present some of his/her own research findings related to the sub-topic. This will also serve to introduce 
session participants to one another. 

Day 1 – Afternoon Session: After lunch we will have in-depth discussions and develop a conceptual 
framework on how consumers experience their relationships with animal companions against the 
background of consumption trends and societal debates. We will include non-academics/beneficiaries in 
a roundtable discussion in person or via Skype.  

Day 2 – Morning Session: During day two, we will discuss the feedback we received from other TCR tracks. 
Using these insights, we will refine our conceptual framework and develop a short presentation for closing.  

Day 2 – Afternoon Session: We will develop our action plan, teams and timeline for writing a conceptual 
paper and further activities. 
 
 

Post-Conference Activities 
 
Competitive Paper Submission: Based on the conceptual framework we developed at the conference, we 
will collectively write a competitive paper submission targeted at the TCR special issue in Journal of Public 
Policy & Marketing. The track co-chairs will monitor and manage the process of preparing the manuscript. 
This paper should be conceptual in nature and reflect on the current status of research that relates to 
consumers and their relationships to animal companions and point out areas for future research. We will 
draw from multiple research traditions such as cognitive psychology, consumer culture theory, services 
research, healthcare, innovation, and animal behavior. The paper will set forth a research agenda to 
advance and disseminate knowledge about the impacts of the human-animal companion relationship on 
consumers. 
 
Other Research Opportunities: Beyond our initial competitive paper submission, we will work in smaller 
groups to identify and execute additional research projects within the research agenda set. We encourage 
a joint data collection in preparation for the 2021 TCR conference. We will also seek to develop calls for 
special issues in academic journals inside and outside of the consumer research discipline (e.g. Human 
Animal Interaction Bulletin) and disseminate knowledge to animal advocates through non-profit 
organizations and outlets such as Faunalytics and The Conversation. 


