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[Abstract]

This study aims to provide foundational data to reflect the diverse needs of the pet food industry by analyzing
pet food consumers’ perceptions, purchasing attitudes, and behaviors. Awareness of pet nutrition and appropriate
feeding amounts was relatively higher among younger age groups, with a larger proportion indicating that
they were “moderately aware” or “well aware.” The internet was identified as the primary source of information
and purchasing channel for pet food; however, individuals aged 51 and older showed a higher tendency to
purchase through offline channels. Among product types, “dry food” was the predominant choice, mainly
purchased for regular feeding purposes. There was a growing demand for “quality improvement” and “snack
development,” and respondents showed a strong willingness to participate in “product development” and
“cooking education” programs. Brand awareness, product reviews, and price were significantly associated with
post-purchase satisfaction, whereas satisfaction with taste, quality, texture, and ingredient content was relatively
lower compared to their perceived importance. Importance—Performance Analysis (IPA) indicated that price,
quality, nutritional value, ingredients, hygiene, and ease of purchase were factors requiring continuous
management due to their high importance and satisfaction levels. In contrast, taste and texture were identified
as areas requiring improvement, exhibiting high importance but low satisfaction.

These findings suggest the need for multifaceted strategies to enhance satisfaction with key factors considered
important in pet food purchasing and highlight the importance of developing a diverse range of products

that reflect consumer needs and purchasing characteristics.
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I. Introduction
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II. Research Subjects and Methods

1. Research Subject
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3. Statistical Analysis
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ITII. Result

1. General characteristics of study subjects
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Table 1. General characteristics N(%)
Item Total
Male 60 38.5)
Gender Female 96(61.5)
20~30 48(30.8)
A 31~40 60(38.5)
9e 41~50 36(23.0)
51< 12(7.7)
<2,000,000 21(13 5)
heom 2,000,000~4,000,000 69(44.2)
ncome 4,000,000~6,000,000 61(39.1)
6,000,000< 5(3.2)

2. Awareness degree of pet food in the subjects
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Table 2. Awareness degree of pet food N(%)

Awareness degree of pet | Not well | Moderately well
nutrition aware aware aware
Gender Male 36(23.1) | 24(15.3) 0(0.0)
Female 24(15.3) | 60(38.5) 12(7.7)
20~30 13(8.3) 24(15.3) 11(7.0)

Age 31~40 12(7.7) 47(30.1) 1(0.6)
41~50 24(15.3) 12(7.7) 0(0.0)

51< 11(7.1) 1(0.6) 0(0.0)

<2,000,000 0(0.0) 18(11.5) 3(1.9)

Income 2,000000~4000000 | 13(8.3) 49(31.4) 7(4.5)
4,000000~6000,000 | 43(27.6) 16(10.2) 2(1.2)
6,000,000< 4(2.4) 1(0.6) 0(0.0)

Awareness degree of pet | Not well | Moderately well
food feeding amount aware aware aware
Gender Male 24(15.3) | 34(21.8) 2(1.2)
Female 24(15.3) | 48(30.8) 24(15.3)
20~30 2(1.2) 28(17.9) 18(11.5)

Age 31~40 20(12.8) | 36(23.1) 4(2.4)
41~50 17(10.9) 16(10.2) 3(1.9)

51< 9(5.7) 2(1.2) 1(0.6)
<2,000,000 1(0.6) 7(4.8) 13(8.3)

Income 2,000000~4000000 | 18(11.5) | 42(26.9) 9(5.7)
4000000~6000000 | 27(17.3) | 31(19.9) 3(1.9)
6,000,000< 2(1.2) 2(1.2) 1(0.6)

3. Purchase and consumption experience of
pet food in the subjects
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Table 3. Purchase and consumption experience of

pet food in the subjects N(%)
. Friend .
Information route of | Internet, Broadcast | Offline
pet food SNS and etc” | store?
family
Gender Male 28(17.9) | 12(7.7) 6(3.8) | 14(8.9)
Female 54(34.6) | 20(12.8) | 4(2.4) | 18115)
20~30 26(167) | 14(8.9) 2(1.2) | 6(3.8)
Age 31~40 40(25.6) | 11(7.1) 3(1.9) | 6(3.8)
41~50 14(8.9) 4(2.4) 4(2.4) | 14(8.9)
51< 2(1.2) 3(1.9) 1(0.6) | 6(3.8)
<2,000,000 | 13(8.3) 4(2.4) 2(1.2) | 2(1.2)
Income 2000004000000 | 40(25.6) | 15(9.6) 4(2.4) | 10(6.4)
A000000~6000000 | 28(17.9) | 13(8.3) 3(1.9) | 170109)
6,000,000< 1(0.6) 0(0.0) 1(0.6) | 3(1.9)
Online . .
Purchase route of e Offline | Offline | Home
pet food mall | farge mart store? | cooking
Gender Male 36(23.1) | 17(10.8) | 6(3.8) | 1(0.6)
Female 36(23.1) | 12(7.7) | 30(19.2) | 18(115)
20~30 24(153) | 10(6.4) 8(5.1) | 6(3.8)
Age 31~40 27(17.3) | 10(6.4) | 15(9.6) | 8(5.1)
41~50 18(11.5) | 5(3.2) 10(6.4) | 3(1.9)
51< 3(1.9) 4(2.4) 3(1.9) | 2(1.2)
<2,000,000 7(4.5) 4(2.4) 2(1.2) | 8(5.1)
Income 2000000400000 | 37(23.7) | 13(8.3) | 12(7.7) | 7(4.8)
A000000~6000000 | 27(17.3) | 11(7.1) | 20(12.8) | 3(1.9)
6,000,000< 1(0.6) 1(0.6) 2(1.2) | 1(0.6)
Types of pet food Dry Bl Gt Wet Bakeries
purchase snack snacks
Gender Male 20(12.8) | 25(16.0) | 6(3.8) | 9(5.8)
Female 24(15.3) | 30(19.2) | 12(7.7) | 30192
20~30 12(7.7) | 18(11.5) | 4(2.4) | 14(8.9)
Age 31~40 26(16.7) | 13(8.3) 8(5.1) | 13(8.3)
41~50 4(2.4) | 18(11.5) | 6(3.8) | 8(5.1)
51< 2(1.2) 6(3.8) 0(0.0) | 4(2.4)
<2,000,000 5(3.2) 10(6.4) 2(1.2) | 4(2.4)
Ihcome 2000000400000 | 19(12.2) | 21(13.5) | 9(5.8) | 20(128)
A000000~6000000 | 19(12.2) | 21(13.5) | 7(4.8) | 14(8.9)
6,000,000< 1(0.6) 3(1.9) 0(0.0) | 1(0.6)
Reasons for use of . Health Event | Tastes
Feeding ik
pet food promotion | purpose | good
Gender Male 29(18.6) | 9(5.8) 8(5.1) | 14(8.9)
Female 34(15.3) | 24(15.3) | 24(15.3) | 14(8.9)
20~30 16(10.3) | 8(5.1) 14(8.9) | 10(6.4)
Age 31~40 27(17.3) | 15(9.6) | 10(6.4) | 8(5.1)
41~50 16(10.3) | 8(5.1) 6(3.8) | 6(3.8)
51< 4(2.4) 2(1.2) 2(1.2) | 4(2.4)
<2,000,000 | 11(7.0) 2(1.2) 3(1.9) | 5(3.2)
Income 2000000400000 | 35(22.4) | 12(7.7) | 12(7.7) | 10(6.4)
A000000~6000000 | 15(9.6) | 18(11.5) | 16(10.3) | 12(7.7)
6,000,000< 2(1.2) 1(0.6) 1(0.6) | 1(0.6)
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4. Pet food revitalization plan
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Table 4. Pet food revitalization plan N(%)
Bett oy Sl Develop | Develop | Develop Quallty
field ment of | ment of |[ment of | improv
recipes | snack |dry food | ement
Gender Male 6(3.8) | 17(10.9)| 13(8.3) | 24(15.3)
Female 24(15.3) | 36(23.1) | 10(6.4) | 26(16.7)
20~30 5(3.2) |21(135)| 7(4.8) | 15(9.6)
Age 31~40 17(10.9) | 19(12.2) | 9(5.8) | 15(9.6)
g 41~50 6(3.8) | 10(6.4) | 4(2.4) |16(10.3)
51< 2(1.2) 3(1.9) | 3(1.9) | 4(2.4)
<2,000,000 3(1.9) 8(5.1) | 4(2.4) | 6(3.8)
Thcome 2000000~4,000000 | 12(7.7) |29(18.6)| 9(5.8) | 19(12.1)
4000000~6000000 | 14(8.9) | 15(9.6) | 9(5.8) |23(14.7)
6,000,000 < 1(0.6) 1(0.6) | 1(0.6) | 2(1.2)
. . . . Product
How to participate in Cooklpg kel | Semter | Serom
pet food education
ment
Gender Male 22(14.1) | 34(15.3)| 4(2.4) | 0(0.0)
Female 34(15.3) | 46(29.5)| 4(2.4) | 12(7.7)
20~30 14(8.9) | 24(15.3)| 4(2.4) | 6(3.8)
A 31~40 22(14.1 130(19.2)| 3(1.9) | 5(3.2)
9e 41~50 14(8.9) | 20(12.8)| 1(0.6) | 1(0.6)
51< 6(3.8) 6(3.8) | 0(0.0) | 0(0.0)
<2,000,000 12(7.7) | 2(1.2) | 4(2.4) | 3(1.9)
Iroome 2000000~4,000000 | 24(15.3) | 37(23.7)| 2(1.2) | 6(3.8)
4000000~6000000 | 18(11.5) | 39(25.0)| 2(1.2) | 2(1.2)
6,000,000 2(1.2) 2(1.2) | 0(0.0) | 1(0.6)
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Table 5. Importance and performance when purchasing

pet food MeanzxSD
Item Importance” | Performance? Gap?
Price 4.7710.42 4.38+0.75 -0.38+0.80
Taste 4.91+0.27 3.11£0.43 | -1.80+£040%
Quality 4.84+0.36 3.7310.60 -1.11£0.71"
Nutritional value | 4.76+0.42 3.92+0.39 -0.84+0.67
Texture 4.61£0.75 2.96+0.34 -1.65+0.84"
Ingredient 4.92+0.27 3.61£0.80 -1.30+0.83"
Package 3.69+0.47 3.07£0.39 -0.61£0.69
Date mark 3.81£.049 3.04+0.28 -0.8010.63
Hygiene 4.73%£0.53 4.02+0.02 -0.73£0.53
Easy purchase | 4.65%0.62 3.84+0.46 -0.80+0.84
Product reviews | 4.01+0.48 3.85+0.12 -0.23+£0.86
Brand wareness | 3.34%0.62 3.23+0.58 -0.11+£0.86
Average 4.42+0.37 3.56+0.54 -0.86%0.75

Y Score: not very important(1) to very important(5).
2 Score: very unsatisfied(1) to very satisfied(5).

3 Gap=Performance-Importance 4 p<0.05
Table 6. IPA matrix
Section Item
Keep up the Price), 3(Quality), 4(Nutritional value),

1
Good work 6(Ingredient), 9(Hygiene), 10(Easy purchase)
(

I Concentrate 2(Taste), 5(Texture)

=

Low Priority | 7(Package), 8(Date mark), 12(Brand awareness)

V | Possible Overkill | 11(Product reviews)

IV. Conclusions
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