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Abstract

With the development of pet economy and the continuous penetration of digital technology, the com-
petition in pet food market is becoming increasingly fierce. Digital marketing has become an important
means for enterprises to reach consumers and influence purchase decisions. Based on the SICAS
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consumer behavior model, this paper analyzes the main problems of digital marketing of pet food from
five dimensions: brand perception, interest interaction, connection communication, purchase action
and experience sharing. It is found that the lack of brand social communication, homogenization of
marketing content, weak community connection, purchase dependence promotion, lack of sharing mo-
tivation and other problems restrict the effect of digital marketing. Based on this, the optimization
strategy is proposed from five aspects: expanding brand reach, sub-platform content operation, private
domain community stratification, scene transformation design and whole process sharing incentive, in
order to provide reference for pet food enterprises to improve digital marketing effect.
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Figure 1. The proportion of China’s pet (dog and cat) consumption market segments in 2025
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