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Abstract

Given the trend in recent years where the role of pets has shifted from functional keeping to emo-
tional companionship, this paper obtains high-dimensional data on pet consumption through ques-
tionnaire surveys and web crawling. It employs cross-analysis and Python word clouds to explore
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the current state of consumption and the relationship between human and pet consumption. Factor
analysis is utilized for dimensionality reduction to extract the influencing factors of pet product con-
sumption, and a binary Logistic regression model is established for verification. Based on K-means
clustering analysis, consumers are classified into three categories: health-oriented, emotionally de-
pendent, and cost-effective priority types. The results indicate that consumer behavior reflects the
characteristic of loving the pet and thus valuing related products; the demand for healthy pet keep-
ing drives products towards functionalization and humanization; and consumers’ personalized
needs for pet products are prominent. Based on these findings, this paper offers policy recommen-
dations for operators related to pet products.
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Table 2. Results of the sample random walk test
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Figure 1. Diagram of pet ownership status among respondents
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Figure 2. Diagram of types of pets kept by respondents
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Table 3. Chi-square test table for purchase frequency and purchasing habits of pet food
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Figure 3. Diagram of purchase frequency and purchasing habits of pet food
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Figure 4. Diagram of monthly expenditure on pet products
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Table 4. Chi-square test table for monthly pet product expenditure and consumer age groups
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Figure 5. Cross chart of monthly pet product expenditure by consumer age groups
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Table 5. Purchase channel preferences for pet products among respondents by age groups
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Figure 6. Diagram of existing pain points among pet product consumers
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Figure 7. Brand selection patterns among pet product consumers
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Figure 8. Cloud map of consumer reviews for Wellness pet food (a) vs. pet supplies (b)
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Figure 9. Motivations for pet ownership among survey respondents
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Figure 10. Relationship between diversity of pet product purchases and pet owner purchases
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Table 6. Original variable table for factor analysis of pet food
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Table 7. Summary table of common factor interpretations for pet food
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Table 9. Variables in the binary logistic regression equation for pet food
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Table 11. Summary table of common factor interpretations for pet supplies
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Table 12. Variables in the binary logistic regression equation for pet supplies
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Figure 11. The change trend of WCSS under different K values
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Table 13. Consumer segmentation breakdown table
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