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Abstract

In recent years, with the rise of “humanized” pet ownership, along with the upgrading of pet con-
sumption, consumers are more willing to pay for quality. As a vital component, the demand for pet
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beauty services is growing increasingly in the market. However, the industry faces challenges in
customer experience management, service quality improvement and customer loyalty cultivation.
This paper takes the nine districts of Chongqging as an example, based on the ACSI customer satis-
faction model, through the market questionnaire survey method, deeply discusses the develop-
ment status, consumer demand, perceived quality and value of pet beauty services. The research
results show that the market potential of Chongqing pet beauty service is huge, but there are some
shortcomings, such as cumbersome service processes and uneven service quality. To this end, this
paper proposes countermeasures such as improving the quality of employees, optimizing the res-
ervation system, and responding to customer feedback in a timely manner, aiming to promote the
standardized and professional development of the pet beauty service industry and achieve
healthy and sustainable growth.

Keywords

Pet Beauty, Satisfaction, Service Quality, Optimization Countermeasures

Copyright © 2024 by author(s) and Hans Publishers Inc.
This work is licensed under the Creative Commons Attribution International License (CC BY 4.0).
http://creativecommons.org/licenses/by/4.0/

1. 5l

i (2023~2024 4Frp [H AT WIS AT RO SOH P it i I A & ) s BoR, 2022 4 [ A bt
P IRIE 4936 1270, T EFFEZREE S HEERWAEZRE LIF, F 2025 4, o E WA G
HHIEF 8114 12 t[1]. FEEMENURIERE BRI, AFBUAMEZE T, FIHE EENE T
o BYEBETHERNX — KRR W EBEHBGE 7, FFFRIE E R REE 1. S8, AT rEM
k. FRdEdt . ARSI PR A 2, AFERS T ES ZAT TR . Tl A
A = S )

SCEGE RN T IUR . T SRR L R R, SR B AR NAT R R SRR SR, I
PR IS TAT SO RN, DRI YRR AT I RE AR T, R B B SR B AR . T RS

2. 3CHk[E
21 BYEXERRSHEENF DR

TRIRIEIGIUE T UG VETE B SAT AL &G e, FEMER T8 Xz AT LR PP AR 2R [2] . SRS
WEF RS BT ) APP Wit TS P AT R I, A A s Qs A 3] . FREENRT SC BYIA
a, dEdfiteghlh. SRR RLEE. BRERS . IR RN S S i, $R ARSI AAT
5w 4 3[4]. IXLERFFURISL BRI, A5 I AR 55 T T A SR A IR S5 AT R T A2 DG E
2.2. WRIRIRTE

TERE T W 3 25 3 R v IR 55 R 0 ) o 8 7 P S Iy, — e OGRS AR s 2 e
HA g BRI BT8RN GE S R S5 7 TH 0 50 50TV 9% 38 (10305 75 A 6 BB
AR5 BB AR S 598 9 5 1 SR 2 (A AE — I ORIt o e a4 & 1X 18 hn vl AR BE 22 ik BEAIHL 2,
PN HE B i B o AR SS FRAN 2 e i ¥ 9 25 P ) L R R 2 —[5]»

SR, A 2 RAET R, M. IRSHREMAN R RAERAANL . FR, RS HE

il

DOI: 10.12677/ass.2024.137652 716 R AT


https://doi.org/10.12677/ass.2024.137652
http://creativecommons.org/licenses/by/4.0/

RV, Ei

GBI E R, MR, MR R,
3. MR *
3.1. EEFERT

ARSI 2 2 MR 5 AT M O B3 R R TR 2 T35, K ACSI BT Hh [ R S8 bR Ak oA 5 T30
RIGER . A HBOBE S0, ZREERAE TR ARER, N “RARZ” F “)
57 FAES, FER 1 & 5 A AME. B R AR T VIR . A IRHERRHEAT T 4050
ek, ANFERETR, RATR T T LB S AR, WE 1 FiR:

Table 1. Pet beauty service satisfaction evaluation index
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Figure 1. Pet beauty service before customer expectation evaluation form
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Figure 2. Pet personalized service satisfaction pie chart
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Figure 3. Pet beauty service quality and price double consideration chart
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Figure 4. Customer satisfaction influence factor diagram
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Figure 5. Pet owners choose buyback ratio
E 5. BYERFEMELLE
6. FEIN

6.1. EAMREIRSZAET, SESISHMENE

L SR AT PRV, HE B T A BRI . Sl SR S SEER S, R TR AR S5 T
SRR, BRI EBI L BRI RIRIEANA R, RARTEEENG . SCRIT 5 B HE) ., LR fe
IR AR B AR SR IR RCR B0, JEEX LSS, Wi e AR B R, A N
KPR -

DOI: 10.12677/ass.2024.137652 720 FESRERTH


https://doi.org/10.12677/ass.2024.137652

RV, Ei

6.2. SEEMEWARSS

NEEN USRS, CSRAMATRIR S s il BTG E . IR, fERSS SRS, T
PORGE 1R /G SRR, SR O ss . ARIEEDHER . BOMER, Bt MELRE
BUAE T &

6.3. {IEFA-FHRAE

SEWIH AR R T ATE R R, FREIET LR AR BYEA AR TR BTIE, IR
RAHE . LR T HFH R FRE R R @ TR N ROl B G YRR v a]
#7[13].

RN BB RN NG, 5UA B RFMER W ERELEERR, THRFRIIH
SR EA A AR I SRR, Sl RS T RS IR

6.4. RITAL RS

LRI ETZ G ST 2 B R BB R LB, R ERRE, A
TP IRANSERERS 0], DARRFHF PRSP & RS AL I A48 51 F13&os, 35 B A PR 58 R IZ) . [RIRT,
R 6 BA RIFIFRA T, HAESIE 2 AR 7 RS I, wdE &Mz epir, ©
WT RGBS S, CLOREE R S B AT B 1 2% 4 .

FINRETLPEEE DI Re: IRIETHLI (], RGU AT AT BE SR BERT (7], FRl@id A S, MRk, APP %
SR NAGEIRARE B . Mo, AR RIS N S AR TE R 1 B IRy SRR, DA R AN R &
BRI TR o W I T2 P PRI FN SR BRAT A 25ds, B T H0d 4 ALk AT | aefiA, 4 s deme i sl 1k
A R [14].

6.5 MESmMEMABED, FERSAF

T A AT AR R AT YRR, TR INA . E M =B R BEIRIRTE. BB RIS N A,
HUVES B AT, BIETE XA EEK, R WIES. B2 RERIFILE, AR,
WA FELRIDRANFEAC WA, W ORI S T i«

— H B 3048, NAZRIEE, RIEMEFFMIACEEF, LR R 2R ER A SGE. 4
TR 753 (B 1] SR Fa AT T AR AN AT 3R o AR 1] 858 1) 1 SR (R 2R, SRR ST AT IR U T &,
A AN R . A ROAIE, BRI RN RS, B SMEECR, AR T ZRCR, Rl
7] & 75 30 A HAth 7] R B A 1 [15]

7. &g

W%, FRESONERME PR BRI, ARUAMEE T, AL IR, REDHREF A
TGt OO A oS B IRE, FEVIIR SRR IR 2 Ja O FEMIAT B R K
Ko MRS AN R IR SS BRI D SRAF AR SO PR D0t 2 18] o 38 30 AT ML IR 73 R 3 5 P
AT, BB AR

B HPREX T IR AN E QLB TR AR AT, RSO Tk Ak
25 RGS . IXRM, TSR MR 55 T 3 B R R s 73 A0 Rl i T 37 23 18] BARTT AN G SR R AR,
IR H R 55 I R R AR AT AR B SR

0 WA S b R A RE KT ELA MG R AR 55 R AN RCR . HAT, W3 B

DOI: 10.12677/ass.2024.137652 721 FESRERTH


https://doi.org/10.12677/ass.2024.137652

Feid, Eifi

ML RAE b3 BEAT R 55 AR DT A AE A AL, 2 TAT LR R AT Ak, s Ak S 55
MBH, RIHUATI LR FRAEREK T, X THESATL A QR A B 2L,

W=, HIRESRXEYSBNRSS T7 5 I GEES ,  (H AR 55 5 A AR E AT ML A A T 55 1 1 2
Hift PRI R N, IR IRMEE MBI TRIM RS b, TR HREIAEERAE, #fk
FAEMASHI S 2. RN, BURFAES AN IRV, H1E AT HIGEN, it iy
(AT o4 A e A JE

E&WmE

AR FR 2023 BT RZAAGH AN NG RITUE BV EM S LR ERTE) (MHRS:
$202312608015X) [ B Bl L

SE K

[1] B, 2023-2024 4 Hh [E AT IS AT R0 B B 3 M AR A5 [R]. T 9H: SCE 61, 2023.

[2] ko YIRS A AR E VR A B RR vE BT FE[D]: [ 2E A1 5], bt B RS 5 K%, 2018.
[8] 2. B APP AWV [D]: [t 22t ] F&: # 8K, 2021.

[4] WREE. SC WA R MRS W i AR AL SRS BF 72 [D]: [t 20018 3], R RiEEK 2, 2021,

[5] k7%, X LR B e 555 8 SR B FU[D]: [0 i3] el DU K+, 2022.

[6] XM FT ACSI BT H TS5 IRSS A A B W KRBT FL[D]: [l 22 i3], ma R ARAbR R,
2023.

[71 B4R, 2RI E BT R [D]: [t Ane 0] | | RKME K, 2022

[8] RWTHE R TR, b E 3L AT AL T3 AT A 43R B 770 Wi i 2023[R]. {5 B B HITHE WLt %t B, 2023.
[0 BT\ EHRE. EREY TS RIS 2023[R]. Lifg: 24T L3R P2, 2023.

[10]  ATREF=BR Tk, o E B Pekass 3 K4 2023[R]. AbaE: A=A 7k, 2023.

[11] ZEB(EDIRER AR T RS, P EEWATI A KT 2023 [R]. dbat: EEHEsI(ED)FrfEL A
Fings, 2023

[12] WhEEHE. P E YT R RN RS0 S A [D]: [ LA ], Bl higige K, 2021.

[13] RfF4. ETHBRBRAS TS EYET APP ¥t [D]: [t 25078 ). ¥ &: L4 K2, 2022,
[14] Tt BYIRSSE APP—— (W% Wil JFRBFA[D]: [0 3] 22 22 A8l K, 2022,
[15] #Rithz. QT ZEHEE B 25 A ifh s BE 4R FH SRS 7L [D]: [l 22 A8 3], BT 44 K2, 2023,

DOI: 10.12677/ass.2024.137652 722 FESRERTH


https://doi.org/10.12677/ass.2024.137652

	重庆主城区宠物美容服务现状及对策研究
	摘  要
	关键词
	Research on the Current Situation and Countermeasures of Pet Beauty Service in the Main Urban Area of Chongqing
	Abstract
	Keywords
	1. 引言
	2. 文献回顾
	2.1. 宠物主美容服务满意度的影响研究
	2.2. 研究现状述评

	3. 研究方法
	3.1. 问卷调查设计
	3.2. 问卷调查的发放与回收

	4. 重庆宠物美容服务市场现状与存在的问题
	4.1. 重庆宠物美容服务行业的发展现状
	4.1.1. 行业规模逐渐增大，增长趋势可观
	4.1.2. 市场竞争较为激烈

	4.2. 宠物美容服务消费市场现状
	4.2.1. 市场需求逐渐增大
	4.2.2. 消费群体年轻化且以女性为主


	5. 宠物美容服务存在的问题
	5.1. 顾客服务体验未能达到期望水平
	5.2. 顾客对宠物美容服务感知质量差异较大
	5.3. 服务性价比低于顾客期望
	5.4. 顾客体验管理与服务质量上存在短板
	5.5. 宠物主对宠物美容店的忠诚度不高

	6. 对策建议
	6.1. 明确沟通服务细节，合理引导顾客期望
	6.2. 完善个性化服务
	6.3. 提升专业技能
	6.4. 优化预约系统
	6.5. 加强与顾客的沟通互动，调整服务内容

	7. 结论
	基金项目
	参考文献

