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Abstract

With the increase of pet raising population in China, pet industry has gradually become a new
characteristic sunrise industry. Facing the open market blue sea, many enterprises quickly enter
the pet industry. Midea Group also occupies a place in the research and development and market
of pet products. How to seek innovative development and seize the initiative on the basis of exist-
ing products is an urgent problem to be solved at present. Therefore, this survey is carried out to
provide scientific reference for the development and marketing of Midea pet products by investi-
gating the current situation of the pet industry and analyzing the demand and expectation of dif-
ferent groups on pet products. This paper firstly analyzes the brand of Midea’s pet products, and
makes a general understanding of the current situation of Midea’s pet products from three pers-
pectives of overall analysis, consumption evaluation and competitive product analysis by using
Python crawler technology, and puts forward targeted development countermeasures. On this ba-
sis, combined with the results of the literature, the paper takes the permanent residents of Qing-
dao as the research object, investigates the basic situation of pet owners and their expectations for
pet cleaning products, as well as the market potential and opportunities of Midea’s pet products.
The data results show that the questionnaire has high reliability and validity, and achieves the
purpose of this survey. The analysis of Midea pet industry and the results of this survey show that
in the production of pet products, we should pay attention to the combination of innovation, fa-
shion and practicality; In terms of the selection of marketing platform, it is recommended to com-
bine all kinds of short video apps to enhance Midea’s brand value and communication efforts, so as
to form an effective and stable market operation mechanism and maximize the value-added bene-
fits.
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Figure 1. Tree chart of Midea Group pet products
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Figure 2. Total sales and contribution of Midea pet products in the three stores
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Figure 3. Distribution of annual sales and contribution of Midea pet products
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Table 1. Contribution of four pet products in three stores
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Figure 4. Cloud diagram of Midea pet water dispens-
er evaluation words
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Figure 5. Cloud diagram of Midea multi-functional
air purifier words
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Figure 6. Cloud map of Midea deodorant cat litter
evaluation words
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Figure 7. Cloud map of Midea pet consignment box
evaluation words
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Figure 8. Sales distribution of Xiaomi pet products
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Table 2. Questionnaire reliability evaluation table
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Table 3. Sampling method
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Figure 9. Distribution of pet product information channels of different age groups
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Figure 10. Distribution of pet products in different age groups
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Figure 11. Distribution of concerns of respondents when purchasing pet products
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Figure 12. Boxplot of importance evaluation of different categories of pet products by
respondents
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Figure 13. Boxplot of satisfaction evaluation of different categories of pet products
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Figure 14. Respondents’ expectations for future products
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Figure 15. Histogram of pet product style distribution
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