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BRONZE, Retail & Restaurants 
Campaign Title: Holiday Tails, Petco 
Year the campaign took place: 2018 
 

 
 
Brand: Petco 
Creative Agency: Vitro Agency 
Media Company/Agency: House Special, SquareOne 
Research Company: 
Additional Affiliated Companies:  
 
 
CONSUMER INSIGHT  
 

The love pet parents feel goes beyond their pets: they want to give back 
to all pets during the holidays. 

 
MARKETING CHALLENGE 
 

Marketing Challenge: Gain cultural relevance and position Petco as the 
place to purchase pet gifts during the 2018 holiday season despite a 
crowding landscape invaded by convenience retail. 
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Methodology: Competitive mass/grocery market analysis, focus group 
interviews, historical sales analysis  
  
Creative: “Holiday Tails” was a fully-integrated campaign that spanned 
all paid and owned channels. Core to the campaign was a highly 
evocative stop-motion film (our holiday “tail”) called “Saving Up” that 
celebrates the power of selfless giving. The CTA was tied into an in-store 
donation to drive action and store visits: “GIVING FEELS GOOD, 
ESPECIALLY WHEN IT DOES GOOD. BUY A GIFT FOR YOUR PET AND 
DONATE ONE TO A PET IN NEED”  
  
Business Impact: Thousands of toys were donated to shelters via our 
in-store collection. Online Black Friday sales saw a +27.8% YOY lift, 
stores saw a 6+% lift, we had all-time-high brand engagement on 
Facebook, and an overall holiday-period sales lift of 5.5% compared to 
the previous year. In the end, it led to our strongest growth quarter in 
recent years. 
 
As a pet specialty retailer, it’s getting harder and harder to dominate 
awareness during the holidays. Many non-specialty retailers are selling 
pet gifts as impulse items at POS. While pet parents want to go out of 
their way to buy something special during the busy holiday season they 
are tempted to shop where it’s most convenient. This was the crux of our 
challenge: we needed to shift our target’s mindset from impulsive to 
intentional and get them to make an incremental trip to our stores/sites. 
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2018 was the most competitive year to date for the category and beyond, 
with direct competitors increasing their media spends and mass and 
grocery doubling-down on deep offers and transactional messaging. We 
needed to punch above our weight and make an emotional impact that 
resonated in a more meaningful and motivating way: 
Our job was to show pet parents that the more thought they put 
into their pets’ gifts, the more appreciated it would be. 

 
METHODOLOGY  
 

First, we wanted to understand the existing customer mindset 
regarding pet-gifting during the holidays.  
  
To understand the existing customer mindset, we tapped the latest 
category research from our partner Environsell. We earned that 78% of 
pet parents surveyed buy Holiday gifts for their pets every year. Those 
who shopped at Petco were most compelled by our large selection and 
convenience. Furthermore, we learned that 22% found pet gifting 
inspiration on FB, 16% YouTube and 14% on websites.   
  
We also wanted to understand what they were buying.  
Our past sales and category data analysis was very clear. People were 
buying their pets holiday-themed toys, treats and apparel, as well as 
regular toys and treats. It was clearly an emotionally-fueled decision.  
  
Our robust holiday-themed product line of toys, treats and apparel 
covered the demand for selection and convenience, so we knew we had 
the inventory our target was looking for. 
  
While this told us about our target’s intent to buy, it didn’t tell us 
where they intended to buy their gifts. With no conclusive data 
available through our current resources, we conducted 3 focus groups of 
30 subjects spanning a wide range of pet parents who owned different 
ages and kinds of pets. 
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As expected, when asked where they intended to buy their pet’s gifts, 
most of our participants were ambivalent. However, when asked what 
would make them take a special trip to get their pet’s gift, the majority 
agreed that it would have to be a store that had a pet-related cause 
attached to it.  
 
This was the insight we needed to unlock the campaign: 
 
Instead of just reminding people to buy gifts for their pets, what 
if we tapped into this giving spirit and reminded people that at 
Petco, we believe ALL pets deserve gifts—especially those in 
need? 

 
CREATIVE EXECUTION 
 

While others pushed product, we focused on pulling heart strings. We 
created the animated film “Saving Up” as an anthem to pay off our cause-
focused insight. It used stop-motion style that is immediately evocative 
and nostalgic, and told a story about the incredible bonds we share with 
our pets, the power of sacrifice, and how a gift can be so much more than 
just a gift.  
  
The call to action made the emotion actionable: Giving feels good, 
especially when it does good. Buy a gift for your pet and one to 
donate to a pet in need.  
  
With our limited media spend and the general chaos of Holiday 
advertising, we heavily stacked PR, Social and Broad Reach when families 
were together during the Thanksgiving, Black Friday and Cyber Week, and 
leveraged in-theater Cinema showings to enhance the creative impact and 
target all the holiday feels.  
  
The reaction to the film’s debut was resounding. Brand sentiment, 
purchase behavior, and donations were much higher than expected. We 
saw record engagement on our social channels, with unmatched positive 
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feedback. Our ecommerce sales on Black Friday also shattered company 
records. 
  
After the broad rollout, we pivoted our media and our creative to focus on 
1:1 communication via owned channels, conquesting, retargeting, 
shoppable social ad units, CRM data tracking and social funnel forecasting. 
The creative still retained the theme and characters of the film, but as our 
targets moved further along in the funnel, messaging became more 
transactional to drive sales on key SJUs identified in our research. 
  
The Holiday Tails campaign ultimately featured 4 different cut-downs of 
the ‘Saving Up’ film, multiple shoppable video units on YouTube, and 
hundreds of digital assets that were collectively seen more than 60M 
times. 

 
BUSINESS RESULTS/LESSONS LEARNED  
 

Holiday Tails was the most successful integrated holiday campaign for the 
Petco brand to date. From a cultural standpoint, we increased our brand 
affinity rating, set social engagement records, and earned an estimated 
10M impressions via PR events and sharing of the film.  
 
Perhaps most importantly, our cause-focused CTA received thousands of 
toys that we donated to various shelter groups around the country, so 
adoptable pets could experience the joy of giving no matter where they 
were. 
 
Ecommerce and Brick and Mortar stores both saw drastic comp sales 
overall, highlighted by healthy double-digit growth sales lift for Petco.com 
and a significant lift for stores across the chain. (note, as a privately held 
company, we don’t share out specific numbers) 
 
The campaign also lifted the morale of store partners throughout the 
chain, with thousands of comments and supportive cheer on our internal 
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communications platforms. This was key to keeping 26,000+ associates 
motivated and in the Holiday spirit for the busy 6-week period.  
 
The Holiday Tails campaign fueled by the “Saving Up” film submitted for 
this honor, helped Petco achieve its highest growth quarter in five years, 
a major milestone in today’s challenging specialty retail climate.  

 


