OUR CHARGE TO MARS — Mars’s planned campaigns recruit pet owners and reassure them about industrial feeding.
Animals may suffer while owners pay for the food and then for treatment. What did Mars’s executives and family
owners know about preventable harm, and what did they tell the public? If evidence establishes knowing cruelty or
deception, those responsible should face prosecution, however powerful.
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People commissioned surveys, studied resistance to pet ownership, recruited shelters and advocates,
approved discounts and built a website. Mars calls this help for homeless animals. It is also a deliberate
route from uncertainty to adoption, feeding and veterinary care. The animal has no say in the corporate
calculation. [1][2][3]

From reluctance to conversion

Mars’s own language removes the need to guess at the immediate method. In March 2025 its WHISKAS
brand announced a “Cat Conversion System” in Australia. WHISKAS commissioned a YouGov survey,
identified people who disliked cats, enlisted rescue groups, supplied fostering advice and discounted
WHISKAS food, and brought in a behavioural scientist to discuss the “mere exposure effect.” A television
personality and his family modelled the desired change. This was a planned and openly branded attempt to
change behaviour. [3]

The announcement names WHISKAS Brand Director Camille Shepherd, behavioural scientist Dr Juliette
Tobias-Webb and television personality Jamie Durie as participants. Their public roles are documented;
who approved the budget and assessed welfare risks remains a question for the internal records. [3]

A person’s reluctance to acquire a cat may reflect housing, time, expense, allergies, impact on wildlife, the
cat’s welfare or an honest recognition that they do not want one. It may be a responsible decision. Mars
treated that reluctance as an obstacle and offered a programme to overcome it. Calling this “conversion”
is revealing: the subjectis a prospective customer, yet the instrument is a living animal whose needs will
continue long after the promotional event. Discounted branded food in the kit links the newly formed bond
to a purchasing habit. Thatis an ugly use of rescue, however charming the publicity photographs. [3]

The next stage is global

On 24 September 2026 Mars announced a global adoption hub, a commissioned Censuswide survey of
26,002 adults across 14 countries, and an expansion of its Global Adoption Weekend to more than 30
countries. Its release identifies doubts about medical history, behaviour and compatibility as barriers to
adoption. It offers Mars-backed guidance to help overcome them, and highlights its finding that 71 per cent
of adopters change the animal’s food after adoption. The sequence is explicit: investigate hesitation,
answer it in Mars’s voice, and be present when the new owner chooses a diet. [1]

The release names Mars veterinarian and nutrition expert Esther Bijsmans and Anthony Guerrieri, its Vice
President of Corporate Affairs, Pet Nutrition, as spokespeople. Their public explanations put professional
and corporate authority behind the exercise. Responsibility for designing and approving the campaign must
be traced through the people and offices that controlled the research brief, welfare assessment,
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partnerships, claims and budget. A family-owned corporation has an ownership structure, management
and decision makers; “Mars” is not an answer to the question of who decided what. [1]

The 71 per cent diet-change figure marks the moment Mars wants to influence. Its hub offers a shelter
finder, Waltham advice, detailed feeding guidance and VCA hospital guides; it calls “complete and
balanced” a “gold standard guarantee.” The resource pack records the existing food brand and prompts
the first veterinary visit. Mars operates in food, research and veterinary care, and the page places its
guidance at each handover. [2][4]

The hub advises keeping the shelter diet at first and does not exclusively recommend Mars brands. Even
so, it seats Mars at successive decisions about acquisition, care, food and clinical advice. Commercial
benefitis a strong inference; actual returns and any individual’s harmful intent require further records.

The public interest question that rescue cannot answer

The suffering of homeless cats and dogs is real. It gives no manufacturer a moral licence to convert
distress into a market-development channel. Mars sells pet food and owns interests in veterinary
hospitals, diagnostics and research. Its own release lists PEDIGREE, WHISKAS, ROYAL CANIN, VCA,
Banfield, BluePearl and Antech. It can profit from the animal’s acquisition, routine feeding and later care.
The existence and size of any profit from this particular initiative require disclosure, but the structural
conflictis already in full view. [1]

Any genuinely independent appraisal must count the whole cycle: the welfare of animals after adoption;
lifelong dental and other disease; costs to owners; relinquishment; shelter resources; bite injuries; and the
environmental costs of expanded pet ownership. Mars’s published survey asks about barriers and
reassurances. It does not, on the material released with the campaign, resolve whether encouraging more
acquisitions improves those wider outcomes. Nor does the page provide a lifetime comparison of
industrially fed animals with animals fed an appropriately selected foundational raw meaty bones diet.

[11(2][5]

Throwing a live cat across a shop would rightly bring immediate police attention. Corporate conduct should
not escape scrutiny because it comes wrapped in surveys, rescue imagery and scientific credentials.
Where planned campaigns may expose many animals to avoidable suffering, investigators need the
records that connect decisions, knowledge and consequences. Mars can fund independent welfare
accounting, publish adverse findings and stop treating responsible hesitation as a defect to be
“converted.” It chooses what its employees are paid to do.

What a genuine accounting requires

Publish the Censuswide questionnaire, country tables, weighting, commissioning brief and campaign
budget; identify the executives and committees approving the programme; disclose payments, food
donations and contractual terms for shelters, researchers, experts and promoters; and report adopters,
food changes, later relinquishments, veterinary outcomes and adverse events. Publish any internal
assessment of whether encouraging acquisition could worsen welfare, bite risk or shelter pressure. A
family-owned enterprise asking to be trusted as a public benefactor should show how its decision makers
counted the costs imposed on everyone else.

The surviving PIAS/PetNet record shows the earlier investment in researching attitudes and normalising pet
ownership. The 2025 and 2026 campaigns show a related method openly advertised under Mars’s name. It
is time to identify the people who direct these efforts and to test the full consequences, including harms
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the company’s reassuring surveys leave outside the frame. If the underlying claims are knowingly false or
materially misleading, that is a matter for regulators and courts to determine on the documents. The public
need not wait for a criminal verdict before condemning the deliberate conversion of animals and anxious
households into commercial assets. [3][6]

Sources and evidence

[1] Mars announcement, 24 September 2026. Original source. Mars states the survey dates of 16-29 July
2026, sample size, 14 countries, 71 per cent figure, and corporate portfolio. These are Mars’s reported
findings.

[2] Mars Global Adoption Weekend Hub. Original source. Primary source for shelter search, Waltham
material, feeding guidance, food labelling statements and VCA links, checked 25 September 2026.

[3] WHISKAS Cat Conversion System announcement, 3 March 2025. Original source. Mars states that
YouGov surveyed 1,035 Australian adults, 17-19 February 2025; it describes the rescue partners, scientist
and branded discounts.

[4] Mars adoption resource pack, September 2026. Original source. Three-page primary source setting
out medical and feeding questions and a suggested first veterinary visit.

[5] Mars and the Industrial Pet Food Experiment. Original source. Investigation record setting out the
missing lifetime comparator and contested wider harms; these remain allegations or inferences for
independent testing.

[6] Recovered PIAS PetNet record. Original source. Surviving but incomplete historical archive.
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https://www.mars.com/news-and-stories/press-releases-statements/mars-launches-pet-adoption-resource-hub
https://www.mars.com/our-brands/petcare/adoption-hub
https://www.mars.com/en-au/news-and-stories/press-releases-statements/whiskas-calls-on-cat-haters-to-give-cats-a-chance
https://www.mars.com/sites/g/files/dfsbuz106/files/2026-09/Mars%20Global%20Adoption%20Hub%20Inforgraphics%202026.pdf
https://www.thepetfoodcon.com/mars-and-the-industrial-pet-food-experiment/
https://pias.thepetfoodcon.com/

