Puppy Mill Scam

From the virtual world to appalling reality—
puppy mills use the Internet to peddle their “products”

By Roxanne Hawn

Imagine that those irresistible pet-store puppies
are eggs. Picture them sitting in an egg carton,
looking up at you with their sweet faces. Now,
think about the footage you've seen of commer-
cial chicken operations, in which hens live their

entire lives in tiny wire cages, popping
out egg after egg. That’s essentially how
puppy mill “breeder” dogs live, and die.
It’s not just cruel—it often produces poor
quality pups with lifelong health and be-
havior problems.

Bob Baker, an ASPCA anti-cruelty
investigator, has been inside more than
700 commercial dog breeders (a.k.a.
puppy mills) in his career, and helped shut
down one of the nation’s largest pet-store
chains. He says uncategorically that pet-
store puppies come from puppy mills,
“because no responsible breeder would
ever sell to a pet store.”

In turn, pet stores won’t buy costly pups
from reputable breeders. “This is how
puppy mills got started,” Baker says. “Pet
stores were looking for a cheap source of
dogs, and dog brokers talked rural farm-
ers into raising dogs in their spare time
for a cash crop”

Originally, those high-dollar litters
consisted only of purebreds. These days,
however, some mixed breeds (so-called
“designer dogs”) sell just as well, if not
better, and for more than the purebreds.
Make no mistake, many of these “doodle”
dogs, Puggles and the like, come from
puppy mills or others who are breeding
them purely for profit.

Baker estimates that brokers buy pups
from puppy mills for $100 to $200 each,
then tack on another $100 and sell them
to pet stores. The pet stores, in turn, sell
them retail for $500 to $1,000. It’s no
wonder puppy mill breeders began look-
ing for direct sales routes as pet stores got
more bad press.

From Pet Shops to the Internet

Google the words “puppies for sale” and
you'll get back more than four million
hits in the English language alone (other
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search engines produce even more as-
tounding numbers). Among those mil-
lions of listings, there are no doubt
numerous legitimate and conscientious
breeders. It is also likely that many more
of the listings link to digital venues for
puppy mills.

Just like less-than-honest Internet dat-
ing profiles, commercial dog breeders
can effortlessly create a positive image by
copying the tone, content and even pho-
tos from websites hosted by reputable
breeders. Regardless of the actual condi-
tions in which the dogs are housed, bred
and raised, commercial breeders can post
pastoral photos and promote pups as
coming from limited, hand-raised litters.
Those who sell several different breeds
—a hallmark of puppy mills, along with
new litters in quick succession—simply
create separate websites for each breed
or litter.

By creating kennel websites, posting
litter announcements through online
bulletin boards and even buying online
ads, breeders whose cruel realities are well
known locally can reach out to strangers
across the country. And, as Baker notes,
“They [can make] three to four times
more money than they were before”
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Push Back

In response to campaigns against puppy
mills in Pennsylvania, savvy consumers
began demanding site visits and access
to the interior of barns and kennels, not
just the grassy area out front. If breeders
refused, consumers triggered inspections
by calling pet industry officials from the
Department of Agriculture, which over-
sees all commercial breeding operations.
They also contacted local humane inves-
tigators. Not only were pups not selling,
Baker says breeders “got fed up with the
harassment.” This pressure drove some
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Consumers often make purchasing
decisions based on ethics. It’s easy to vote
with your wallet on beauty products tested
on animals or on items from companies
who support political causes you dislike.
But when the product is a puppy, walk-
ing away is much harder. All puppies
deserve good homes, but as long as the
demand continues, someone is going to
fill it. When the sales stop, puppy mills
will, too. ®
Roxanne Hawn is a freelance writer with a background in

animal welfare. She blogs about her rescued Border Collie,
Lilly, at championofmyheart.com.



