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Abstract

China’s cat and dog pet food industry is in the stage of rapid development, huge market potential.
This survey first uses the method of descriptive statistics to analyze dog and cat pet food buying
conditions, and then starting from the psychological and behavior factors of consumers in the fac-
tor analysis, according to its purchase behavior, product prices and consumer attitude characte-
ristics, through the multiple correspondence analysis, the consumer market is subdivided into three
types: stable customers, unstable customer and picky customers. Then we further studied the cha-
racteristics of three types of customers from the aspects of humanity and preference through mul-
tiple correspondence analysis and variance analysis, and finally put forward feasible suggestions
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for Chinese cat and dog pet food enterprises according to the relevant conclusions, so as to pro-
mote the vigorous development of the market.
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Table 1. Questionnaire Cronbach coefficient table
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Table 2. Bartlett’s sphericity test table
F 2. Bartlett Bk E R F
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KMO 0.897 0.749
AR TT 1426.844 769.192

Bartlett 45 BR L FEAG 16 Df 28.000 36.00

Sig .000 .000
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Figure 1. Feeding state diagram
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Figure 2. Breeding variety map
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Figure 3. Feeding duration chart
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Figure 4. Pet food purchase intention chart
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Figure 5. Histogram of food purchase frequency
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Figure 6. Purchase food specifications
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Figure 7. Pet food price acceptance chart
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Figure 8. Snack category map
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Figure 9. Purpose map of purchasing nutrition products
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Figure 10. Purchase route map
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Figure 11. Packaging preference chart
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Table 3. Table of brand purchase
2 3. mhEMEERAR

MK E NHEE —f& L EE —EK ISY L

HEELPNEY 200 52 84 483
RE _ 61 87 73 21 483
o 189 10 w SEE @
T 215 77 105 56 30 483
Hosi 215 3 s EE T W
Ly 228 66 85 76 28 483
i JE 5 78 81 48 21 483
TR & 59 80 70 27 483
HEAN 71 81 75 21 483
IR/ 232 83 82 62 24 483
Ea=Sl] 208 76 78 483

DOI: 10.12677/sa.2022.113057 545 il 5N H


https://doi.org/10.12677/sa.2022.113057

HER I 2%

4. BYIRMIETEENR
4.1, EHBREFELETFIRE
411 BRATERS5EE

BRSSO ST N BER

T 10 MEARIENZR, JRIGRENE 4

Table 4. Factor original variable table
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Table 5. KMO and Bartlett’s inspection
% 5. KMO 71 Bartlett A9#438

KMO 0.772
AR TT 1294.747
Bartlett [3RI AT df 45
Sig. 0.000
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Table 7. Consumer portrait
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