Advances in Social Sciences #L&RB}EER{Y, 2025, 14(2), 182-194 Hans i
Published Online February 2025 in Hans. https://www.hanspub.org/journal/ass
https://doi.org/10.12677/ass.2025.142111

BIEHE R FEREHREY LIRS HE
BARF A5

W, 84
PR TR A, K

it

Wk H . 20244F12 190 FHEM: 2025452 H7H; KA H: 2025425 18H

HE

WEE BT KR BYMBEARN, TRE EIEREY I HEE KL KRE A R BEY, fhlR
R, SRR, Wl BIEFEEA EARENETRE £ —BER RN 31, &7 BRI
Retk, WRMRRNY, BYEINRSEREA. ARAEY LIRS T ERFIR, XREMHEE
WETE, DERERAXEBVENFEENR, ETHEHBEER(ACSHEE, @EifLugtE =gy
WrAIEET-CB-SEM A [E RN 041, Xt 8 _E VIR S5 BB 3 B HEAT TIRABT L, WELSRER, |R%
NG RElEchE . RESEURRSTREREMBEENEZRR. A, XERD T EAREEETT
RREEY. RERSARTHRe. HREERS. REUEVEERRS. B8 LIRS RS
BEEX S, MMHES B LIRS ATALEIMTEAL . BAALRR, SEHER. ARSI

XK ia

B LIRS, BEHREE, BPHER, BRESHRE

A Study on Strategies for Improving
Customer Satisfaction with Pet
Door-To-Door Services in the Main Urban
Area of Chongqing under the Background of
the Pet Economy

Yu Wang", Jingwei Li

School of Management, Chongging Institute of Engineering, Chongqing

EIREE

MEGIMH: Ei, B84 BWATERTER MK Y RS R R TR ST D], A S RHERTH, 2025,
14(2): 182-194. DOI: 10.12677/ass.2025.142111


https://www.hanspub.org/journal/ass
https://doi.org/10.12677/ass.2025.142111
https://doi.org/10.12677/ass.2025.142111
https://www.hanspub.org/

Eifir, FR4

Received: Dec. 19", 2024; accepted: Feb. 7t", 2025; published: Feb. 18", 2025

Abstract

With the booming pet economy, pets are regarded as family members. However, many working pet
owners do not have much energy and time to take care of their pets. Especially, visiting the hospital
for non-standard medical procedures such as physical examinations, vaccinations, deworming, and
nail trimming is time-consuming and laborious, with the possibility of cross-infection. This high-
lights the pain points in consumption, and pet door-to-door services have emerged as a response.
To explore the market and service status of pet door-to-door services, this article uses a question-
naire survey method, targeting pet owners in the nine districts of Chongqing’s main city. Based on
the Customer Satisfaction Index (ACSI) model, through multiple linear regression analysis and in-
direct impact analysis based on CB-SEM, an in-depth study of customer satisfaction with pet door-
to-door services is conducted. The survey results show that the professional skills, service attitude,
and service reliability of service personnel are important factors affecting satisfaction. Therefore,
this article puts forward countermeasures such as using big data to carry out precision marketing,
improve the professional skills of service personnel, expand value-added services, provide exclu-
sive services for female pet owners, and improve the door-to-door service planning system, in order
to promote the standardized and professional development of the pet on-site service industry and
achieve healthy and sustainable growth.
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Figure 1. Theoretical framework diagram
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Table 1. Pet door-to-door service satisfaction evaluation index
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Table 2. Scale reliability summary
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Figure 2. Path diagram
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Figure 3. Customer’s overall expectation of home service for
pets before purchase
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Figure 4. Sex ratio of pet consumers
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Figure 6. Customer perception of service added value

B 6. mizxtARSSHMIMNEAREN

B, WS SEBEEaIIT A F 8 APP $R 4t —ut eSS, i APP ML) I IRSS . &A o5 N R 5
B PP RS R, R F & AT LSRR SR B R B ANAT B . A REE AT ROR, P R Hr
AT N, WARSS IR (Y SRR R L BT ARSI H 3E ) LI AR (0 A H R B A 3R R
EABAR L) W IR A RSB RIS ITAR, T GBS L AL A 55
AREEZ . P, X TaEMABWRBTRS 0%, R TRFMPHOAGERNE; HXE
R IS 18] Be (U e w4 it A ) A 7 SR (e 7, SR BT HERSAR SR 35 SRR AT 015 2

6.2. REEM

FEMI S5 5 B E M AT HT RAS . WS 9 S R AT ML AR RE K S . IR 55 BRI AR T 37 56 DU AT
HREFRREGHEN, BRI PR ta A SCREW T 2 . A, B G fi A% A S BV SE 54T,
CAZES AT M ) i B

B0, EFEPRE T RIEZF(WFAD, BV ENEHE AR BV RIE GO 4, T 77RO IEY
I, AT RE ARSI 10%~20%. TERZ(NE ), HERLEEEIR G2, )\ Hr it B eis J
YNE RS, AN, JEFRAI GO SR, AR AR 55 P 2 ) B AR B AN SR AR 55 1 X380 58 A AL )
D], BERE S 13 R i A R, AL T DX R LR AR DR

63. EBERERS
TV AT R 2 8 T REM B ARSI L O 1, 20 TR AN AR T RERS &

i o

eI S5 R T IR AR H R 55 LAE SR TE 4 )0 WP BUA BUAR S5 R BEAT i 22, IR H IR LB A 552
NG A L I, MREER 552 2 AR BN IR o K B CaTEULE IS 8 2 WA S 4 T A 55 1
B PRIZ LE IR 55 RE S 15 21 78 70 AR AN SR

B2 TE R B MS NA R GRS . @ 51 AABS LU &E, &
THIRSS N LT KPR S8 B, A DR IR 55 RE 063 2 T 9 H TR A= oK

6.4. ¥hRIBMEARSSSUE

eSS QIR 5 AU F i, I RGO & T R AL o AT 938 0 Je A R AN SE AR KOG
FERIHRT, ¥ A RO R AR 55 U8 . ONAT ML 38 4 (1 S B 7 171

DOI: 10.12677/ass.2025.142111 192 FESRERTH


https://doi.org/10.12677/ass.2025.142111

i, Fa4

Blhn, MesssettrmHEn RS A, O EITR@BRE .. RN, DL EMIT N
I PR AL B IR S5, AN DUAT T A2 77 8 2K BE X e P A R YD v B 75 oK, IR IE L 5 8 RE LA (A e i R
ISR B, N PR AL S M AR T A RS SR . PR, AR ST IR LR AT LAY R FE ) B A R
DA, JE L IR A b TR 55 35 B 28 g D T ) £ P8 R DR, AT AN AT BT SR T B i
B, IR RO AR A i A L

TR ERACTED A d AL, $RTHBUE IR 55 R U6 K. AR A A [F) FE 0 b A AT B 755K, LTt e il Ak 724
AaAL e, BE B DuR. RS, S RN B IATALE” , BRREEAE.
BKHE 225148 DRIRE AR R 5%, AR MKHEE “Moena Al e, s, JMRb .
BrB LA SE, DGR IR T, AR S5 I .

RUELRS AN EIE. V2R, A ARELEMGEME. fln, < =2msit
FPLy . MRS B Bl Bk %5« A B EAL B B RIS % S S eSS
TEBNIRAT, SH AL S ELAE T it S 2R 55 T B TR SR I A A2 i 0 ) R R P
Wt 555 B e T RSB RE R BRI o

6.5. LM EMENETREMNERS

FEUEICR L TEW 9% o I T AT ECR 04 S F B IR TR LPEI BB IR L e A
eI FLURR i WEBG™ Wl IR 55, AT SR T Lok e 2 O B AR 0 ATt i

i, B S5PEAER P HED LN LB E BT “ T OB I, H AR LR RSN L
(IS5, Tt ek HORRARPHER, NEEMBAFY . TREFRIE, DLERTE LMH Lm0
TR BETE, X LSRR R 55 BE i AR AN D RE I A2 T 2 Lo ME M IRy s AT BT X Y (1 BR
R, A DB R SR IR S N

BEXT o ) B B BRI ST, HE BRI E G . Biln, FENZLR . PRSI  SE
F AR AR 6 b, A KOL B KOC M SEMR SRR 70 =, ITIER{E RS SR . L/
GG RALEI N BT B, AR NS & R A T K ) 5 A X LR L IR A R
PESCHESE A, S A E RG] S DRV, B R VE AR o [RIINIE RT28 IR TR e AU B
WEZETIRR . R E e, WEBYTEX . BYSEERTEANT BYE R VRS, i
PETEM) LSRN

6.6. StE FiVREZMATTHIE

LU 5 5ROV T M e 7 R Ss IAR &R, 32T HIRSS R 5 N G B Mk R B . — s T i iRk 5%
PORE AV M A% S LA S5 8 A A 55 o B R 3T N AR TR 5 — T Tk B ) e I 55 3 e AN 4R
5T BT Al 55 405, HLIR AR Bs a) ABUh S b i, DABLATE e B R Sk &R, SO0 T
R EFRTHIRSS KT 5 N BRI ML AR 55 e 77, 1 i 3 (R AN B e 2 Ak 55 B s B A e iltn, T4
HARHEAL I RS TR, BUARTRZY . #h. BTTRSS &P RIS SRR, AN BRI HC % 1] W (R4 A
AR R bR RN, P EIET IR RS VR RS, 0B 2R AR 55 R R i
UIESE

7. &
FEMIAR S5 AT I T B B R AR T B KT BB 25 R s AN Ab PR 45 4 B 5 4 22 7 TG 10 B [ 44

S B R IR 5 KT R 8 3 1A 55 I BERS A BB . R i I 5% A R o 40 L % BE Lt 2
R . EEE AR EY LR B ERE, BRI AT AR R R . LT IR

DOI: 10.12677/ass.2025.142111 193 FESRERTH


https://doi.org/10.12677/ass.2025.142111

i, Fa4

G5 7KV 56 35 IR 45 1l P Re g 4 = ) R R, AR MK BIRAR ml Sk, I ) i ACHER X 8 IR 55
KT 8 R 4 1) TR

B MRS ITUNEE, BRSO TS T IR A A ) S AR B T
Wi Hai R, EX TR YRR TR ST R A B DL RS FE IR 5 AT L BT S
JEAAAT EEE .

=, AEUENT BT MG AR . TR S5 T B RE e LU B E ) BB R AL,
HXS TR . PRI 98 AR 2t . (it AR 55 3R B3 B R AT B R 5 4 (1 T 2 2485
ST AA EEE L.

E&WE

ARILHR 2023 HRTTRKZAECH O ZTRITH CBEY e AR RERFE) (UHS S
$202312608015X) B 78 Bl 5

SE ik
[11 M, EEE, KEE. “BYET W TR KA TR, 2024(25): 5-6.
[2] Sdhy. Wil ZEY @ E S m AT L S 5 T 2 A N, IE5REHR, 2024-08-24(A04).

[3] Angelova, B. and Zekiri, J. (2011) Measuring Customer Satisfaction with Service Quality Using American Customer
Satisfaction Model (ACSI Model). International Journal of Academic Research in Business and Social Sciences, 1,232-
258. https://doi.org/10.6007/ijarbss.v1i2.35

[4] Liu, Z. (2023) Retracted Article: Unlocking Consumer Choices in the Digital Economy: Exploring Factors Influencing
Online and Offline Purchases in the Emerging Pet Food Market. Journal of the Knowledge Economy, 15, 10174-10199.
https://doi.org/10.1007/s13132-023-01490-8

[5] Lima, D., Ramos, R.F. and Oliveira, P.M. (2024) Customer Satisfaction in the Pet Food Subscription-Based Online
Services. Electronic Commerce Research, 24, 745-769.

[6] FEFHR. REBYRIIIE RS &M AT [D]: (L2 3]. ThBH: 177K %, 2023,
[7] FTEHE. T Fogg MMM &= APP S0 W VI FE[D]: (Wl 2AArR 3], . Phr 388 R, 2023.
[8] AR, KiFX, XUS¥. BT SpringBoot M« B R4S & & T 5 SEIT]. BFHET IR, 2023, 21(22): 22-25.
[9] B, WEW, Fhege. ET ACSI MM R IRF R AA #3257 (0], DA B, 2024(12): 112.
[10] EFEEZR. HET ACSI AR (R KBURS i S 40 A [D]: [l L2 Arie ], RJIE: KRR TR, 2022.

]

W, RIL T, AR AR, 55 BT AT I A R R | s KA )], A5 SR, 2020,31(5):
80-81.

[12] B0, 3Rk A AT b R i sz a4 0], A B evge A R Dolk, 2023(6): 42-46.
[13] #6PE. EMA TR BIVIRWIERT]. T EEHE B4k, 2021, 24(11): 180-181.

DOI: 10.12677/ass.2025.142111 194 FESRERTH


https://doi.org/10.12677/ass.2025.142111
https://doi.org/10.6007/ijarbss.v1i2.35
https://doi.org/10.1007/s13132-023-01490-8

	宠物经济背景下重庆主城区宠物上门服务满意度提升对策研究
	摘  要
	关键词
	A Study on Strategies for Improving Customer Satisfaction with Pet Door-To-Door Services in the Main Urban Area of Chongqing under the Background of the Pet Economy
	Abstract
	Keywords
	1. 引言
	2. 文献回顾
	3. 研究方法
	3.1. 问卷调查设计
	3.2. 问卷调查的实施与分析
	3.3. 多元线性回归分析
	3.3.1. 模型摘要
	3.3.2. 方差分析
	3.3.3. 回归系数分析
	3.3.4. 标准化回归方程

	3.4. 间接影响分析

	4. 重庆宠物上门服务市场现状
	4.1. 行业发展现状
	4.2. 消费市场现状
	4.2.1. 市场规模持续增长
	4.2.2. 消费养宠需求升级
	4.2.3. 年轻女性消费群体为主


	5. 宠物上门服务存在的问题
	5.1. 市场规模不稳定
	5.2. 服务类型多而不精
	5.3. 服务不满足期望
	5.4. 女性消费群体针对性不够
	5.5. 服务感知价值有待提升

	6. 对策建议
	6.1. 借力大数据洞察市场需求以开展精准营销
	6.2. 合理定价
	6.3. 专精高质量服务
	6.4. 拓展增值服务领域
	6.5. 提供女性宠物主的专属上门服务
	6.6. 完善上门服务规范制度

	7. 结论
	基金项目
	参考文献

