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Abstract  

 

 

Background The change of pets and their role has affected the buying behaviour of 

their owners. More and more owners began to feed their pets with food that is targeting 

their pets’ health. 

 

Purpose The purpose of this thesis is to study how attachment influences some of the 

behaviours and motivation of owners when purchasing food for their pets. 

 

Methodology This thesis follows a Positivist and deductive approach. Quantitative 

data was collected through a questionnaire. Afterwards, SPSS was used to analyse the 

data. Various analyses were performed such as factor analysis, reliability analysis, 

regression analysis and Pearson analysis. 

 

Empirical Findings Attachment is affected by various economic characteristics such 

as occupation, income and living situation. But it is not affected by demographic 

characteristics such as age, gender, education level or relationship status.  It was 

identified that attachment influences the type of relationship owners, and pets have. 

Furthermore, it was discovered that relationship is of two kinds, a functional or an 

emotional one.  Based on the type of relationship the owners have with their pets, the 

motivation changed when purchasing pet food. Moreover, motivation was divided into 

five categories. Based on the type of relationship, different types of motives are affected. 

 

Conclusion This thesis contributes with knowledge to a better understanding how 

attachment influences the behaviour of owners when buying food for their pets. It can be 

concluded that indeed attachment alters the relationship of owners with their pets, which 

further influences the motives when purchasing food for their pets. Moreover, attachment 

influences not only the motives if owners will buy or not pet food, but is affecting as well 

what type of pet food they will buy, the quality of it and its functionality. 
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1.  Introduction  

1.1 Background & problematic 

China has a long pet-keeping history. There are numerous historical records about pets, 

for example During Qin Dynasty and Han Dynasty (B.C.E 221 - 207), dogs were used for 

many purposes, such as sacrifice, food, hunting and guarding (Archer. 1997). After years, 

dogs evolved into pets for enjoyment or companion. Li Yan who was an emperor of Tang 

Dynasty (C.E. 814-846) kept many animals in his palace. He even conferred titles to his 

pets, such as gate guard (dog) and mouse hunter (cat) (Tuan, 2004). According to 

historical records, it was common to see that many people who were not part of the 

royalty, had a dog or a cat as their pet. The pet market was found in big cities where 

business was prosperous, such as Kaifeng. Most common food encountered was the 

forage for the horses as well as cat and dog food (Tuan, 2004). The role of the pet in the 

Chinese family has changed a lot through time, from being an assisting role to be defined 

as the animal companion (Ling, 2006).  

During the early stage of the new China, political movement, such as Cultural Revolution 

(C.E. 1966-1976) delivered a deadly blow to the activity of owning a pet which has been 

among Chinese for a long time. Owning a pet was something viewed as a corrupt 

capitalist lifestyle (Wolf, 2013). With the progress of the Reform and Opening-up, the 

life of many Chinese people has significantly improved. The improvements in their 

economy have led to a growing demand for spiritual life and thus infused new vitality 

into the pet market in China. In the modern times, a pet can be considered as a valuable 

family member, life partner, or even as friends by the owner (Cusack, 1988). 

Furthermore, with the development of society, its economy and the acceleration of 

urbanisation, the problems of independence, personalisation and population ageing in 

urban households have become more visible. Residents' leisure, consumption needs and 

emotional sustenance have also diversified (Renze, 2005). According to statistics, the 

global pet food market in 2017 was approaching 1.9 billion U.S. dollars; It is as well 

predicted that the worldwide pet food market will increase by the year 2020 (Vicky, 

2017). As the Chinese economy keeps developing, the disposable income of residents 
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keeps rising at the same time, the issue of one-child, ageing and less-child per family are 

all changing the way people are living their lives. In the near future, the pet population in 

China will continue to grow at a high rate. 

Researchers say that the pet market will enter a period of rapid growth in areas where the 

GDP per capita exceeds 3,000 U.S. dollars. Many major cities in China have fully 

reached this level, and some larger cities such as Beijing, Shanghai, Guangzhou and 

Shenzhen have far exceeded this level. Moreover, the decrease in prices when buying a 

pet has accelerated the process of Chinese pets entering the family. A few years ago, the 

price of a good breed could reach thousands of dollars. With the development of the 

breeding sector and animal rescue, now the prices have dropped to hundreds of dollars, 

and even less. The decrease in the price has also encouraged the surge of pet families 

(Vicky, 2017). As the pet industry thrives and the number of pets expanding, more and 

more interesting phenomena that were not seen before are appearing on the streets, such 

as the stroller and backpacks specially prepared for cats and dogs.  Many young people 

will make having a cat or dog their goal. Furthermore, pet memes on the Internet are also 

an endless stream of segments, these scenes have only happened in the recent years. 

Feeding their pets have become an essential part of more and more Chinese residents' 

leisure and emotional time. 

Pets are increasingly regarded by people as their own companions - especially among 

urban residents. Their disposable income is high, and they are willing to spend more on 

their furry friends. Chinese society is undergoing an unprecedented transformation, and 

interpersonal relations are more complicated than ever. Therefore, many people rely on 

pets to exclude loneliness and to relax. Hirschman (1994) mentioned the main characters 

of pets could be divided into two categories. The first category treats pets as a product or 

object. The second category treats pets as humans. Greenebaum (2004) points out that 

many dog lovers no longer treat dogs as dogs, but treat them as their own family, best 

friend or fur babies. Owners are seen as the dad and the mom for dogs, not just as their 

owners. However, no matter how we consider the pet around us, they have all become a 

part of the new definition of pet and are widely accepted. 

The change of pets and their role has affected as well the feeding behaviour. More and 

more owners began to feed their pets with food which is specially made for their pets. 

The owners started to care about their pets' health so they will buy food that is meant to 
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help their pets to be healthy. In the local pet supermarkets, items such as staple foods, 

snacks, toys, beauty salons supplies, health care products to indoor/outdoor pet furniture, 

everything is available. Pet snacks are even more expensive than children’s snacks and 

have more diverse tastes. There’s also a surprising addition to all kinds of options 

including organic foods, functional foods and ecological ones, and they also take into 

account the symptoms of obesity, kidney disease, and stomach problems.  Pet food is a 

nutritious food specially designed for feeding pets. It can provide the nutrients needed for 

the growth of pets. It has many advantages like complete nutrition, high digestion and 

absorption rate, convenient feeding and prevention of specific diseases (Vicky, 2017).  

Pet food has a history of more than a hundred years in developed countries. After James 

Spratt made the first commercial pet food in human history in 1860, the pet food industry 

rapidly developed. That is why studying which type of food consumers will give to their 

pets in the future, or if premium food consumers demand the same quality for their furry 

friends will help future and current food companies to market the right people in the right 

way. As Thomson et al. (2005) said, understanding consumers is an essential part of a 

food company success, and that is what this paper will try to do, to understand the 

Chinese customers/owners and their motives when buying pet food. 

 In 1922, Chappell Brothers began to produce canned pet food, due to the superiority of 

the production methods, the puffed industry has become the mainstream method for pet 

food production and the rapid development of the pet food industry has also started to be 

used in pet food production (Becques et al., 2014). In the current market, dog food and 

cat food are representing the larger majority of pet food. Li Jiayu (2010) thinks that dog 

food is following the individual animal nutrition requirements, specialised developed 

fully nutritious foods. Therefore owners do not need to add other foods except provide 

clean water, and this definition is what we referenced through this study. 

China's pet consumer market started in the 90s from the last century, and so far, it has 

only a history of a little more than 20 years. The pet consumer market mainly relies on 

the development of the last decade more specifically between the 2004 and 2013. 

According to the statistics (pet Institute, 2016), during the golden decade of the years 

2004-2013, the compound growth rate of sales in China's pet market reached 43.31%. 

During this period, it gradually acquired primary industries such as pet food, supplies, 

beauty care and pet hospitals. 



8 
 

However, the development of China's pet market compared with the mature markets in 

Europe and the United States is still at a relatively low level, with considerable room for 

growth in the future. In 2016, the size of China's pet market was 122 billion RMB
1
, 

which is equivalent to the consumption level of pet in the year of 1994 in the United 

States (China Institute of commercial industry, 2016). The proportion of pet-friendly 

families in China is significantly lower than western countries. To take an example, the 

United States according to the survey data, 68% of U.S. households own one pet, 

compared with 2.6% in China (pet Institute, 2016). 

In 2016, the proportion of families with pets in the first and second-tier cities was close 

to 8%. Currently, the percentage of pets in China is far from saturated. This means that 

there is still room for improvement when it comes to families owning pets. It is estimated 

that by 2020, the percentage of family with pets will reach 8.5%. The average pet 

consumption will achieve an average of 400 RMB. With the importance of pets 

increasing and the consumption increase of pet goods, the growth rate of products for 

pets will keep the same growth rate as the growth rate per capita income. This one has an 

estimated annual increase of 10%. To sum up, it is expected that the scale of China's pet 

industry market will reach 259 billion RMB by 2020, and the industry average annual 

compound growth rate will reach 20.7% (Changjiang Securities Institute, 2017). 

Pet keeping has gradually become a fashion. As the third largest city in China and the 

capital of Guangdong province, more and more Guangzhou residents have joined the 

ranks of pet owners. There are more than 70,000 dogs and cats owned exclusively in 

Guangzhou, which puts Guangdong with a 14.74% of pet volume of the entire pet 

population in China and make it the biggest pet owning province. Although the culture of 

owning pets is not as popular as in Beijing, Shanghai or Shenzhen, the owners in 

Guangzhou are spending at least 350,000 RMB a year, which ranks first in the country 

when it comes to owners spending money on their pets (Changjiang Securities Institute, 

2017).  

"2014-2019 China pet market forecast report" pointed out that there are at least 100 

million pets that are living in China now. This means that every thirteen Chinese person 

owns a pet. Currently Beijing, Shanghai, Guangzhou, Chongqing and Wuhan are the five 

                                                
1
 RMB: Chinese currency, 1 USD is equal to 6 RMB 
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major "pet cities" in nationwide. That’s also the reason why we choose Guangzhou as a 

model city in our research to study pet food consumption of tier 1 cities in China. 

1.2 Research Purpose 

Along with the growth in the number of pets and the rapid development of pet food, 

studies in the pet industry have gradually increased. According to the existing market 

research, dogs and cats are the pets with highest numbers. Among all the pet's various 

expenses, pet food occupies the highest proportion.  

However, the current generation of Chinese haven’t been influenced by pet culture in 

their earlier age, yet their passion towards pets’ has proliferated during such short period.  

At present, there are relatively few studies about the relationship between pet and their 

owners and how this is influencing their buying behaviour. Through this study, we will 

try to better understand how attachment influences some of the behaviours and 

motivation of owners when purchasing food for their pets, and what makes owners buy 

pet food and premium pet food.  This study is based on the theory of consumer behaviour 

and structured by the model of the decision-making model. 

The research questions of this project are the following: 

1.    How the attachment between the owner and the pet will affect the motivation of the 

owner to purchase the pet food. 

2.    Explore if the differences in owner-pet attachment can impact the owner's purchase 

of newer, more high-end, specialised, or healthier pet food.  

1.3 Contribution 

This study mainly investigated the consumption characteristics on pet food of residents in 

Guangzhou, as an indicator of the relationship between consumer lifestyle and pet 

attachment. The Survey will include the consuming purpose, needs, awareness of pet 

foods, to better understand how attachment is influencing the behaviour of residents in 

Guangzhou on pet food consumption. 
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China's pet food market is still in its early stages of industrial development, imported 

brands are still occupying the majority of Chinese market, especially the high-end 

market, by studying the characteristics of consumer buying behaviour and the influence 

factors will help us better understand the consumer preferences. 

 

1.5 Delimitations  

This study only focused on pet food and did not include pet snacks, medicines and 

supplements. 

Furthermore the study will concentrate only on cats and dogs, as these are the most 

commonly owned pets in China, and also historically speaking they are the ones that 

humans interact most closely with.  

In addition the questionnaire was conducted exclusively in Chinese as we want to analyse 

the behaviour of the Chinese people which are residents in Guangzhou city and not 

including foreigners.  

 

1.6 Definitions and classifications 

Pets: refer to the tame animals without providing any economic or practical value 

(Serpell, 1986). In the modern world, pets are those tame animals that are kept for 

enjoyment and company. Those animals, which have been bred with the aid of artificial 

breeding technology and will not pose a threat to wild animals, can be kept as pets. 

Moreover, their sphere of activity can be easily controlled.  

In this research, pets mean pet dogs and pet cats. Dogs are the most popular pets in 

China. According to size, pet dogs can be classified as a small-sized dog, medium-sized 

dog or large-sized dog. According to hair length, pet cats can be classified as a long-

haired cat, short-haired cat or hairless cat.  
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Pet food: is the food for pets and small animals. It is the high-end animal food different 

from human food and traditional poultry food. The primary function of pet food is to 

provide the essential nutrients necessary for the survival, growth and health of various 

pets. Pet food has the advantages of comprehensive nutrition, high rate of digestion and 

absorption, scientific formula, high quality, convenient feeding and disease prevention. It 

is believed that pet food is the custom-made nutritious food designed to satisfy the 

nutritive needs of the animals. Apart from drinking water, supplemental food will not be 

needed（Peixun, 2008). 

 

City tier: China has 613 cities which are usually divided into four tiers. Different 

organisations define a tier using various factors, but they always fall into the following 

four main categories. 

Tier 1: All first-tier cities have a GDP over US$ 300 billion, directly controlled by central 

government and have more than 15 million people. 

Tier 2: The second-tier includes cities with GDP between US$68 billion and US$299 

billion, they are consists of provincial capital cities and sub-provincial capital cities,  and 

includes cities of 3 to 15 million people. 

Tier 3: Third-tier cities have a GDP between US$18 billion and US$67 billion, and they 

are made up of prefecture capital cities, which have 150,000 to 3 million people on 

average. (Hernández, M., 2018) 

Tier 4: All the cities with a lower GDP than US$ 18 billion are part of the 4th tier. 
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2. Literature review.  

This chapter will review the work that has been done. The literature starts with 

explaining the search of literature followed by definitions of some of the terms, and after 

that, the major models and theoretical framework will also be analysed.  

 

2.1 The changing role and meaning of pets 

With the diversification of pets’ role in the modern society, the relationship between pets 

and owners has changed from the functional relationship, such as early-stage aid and 

breeding, to the emotional relationship including amusement and personating. 

Meanwhile, the meaning of pets has also extended and changed in the eyes of the owners. 

The key to understanding a specific consumption relationship is to determine what 

relationship means to the person involved (Fournier, 1998). 

Owning pets has been for a long time a universal human activity. People have an 

excessive love for their pets, and they spend an exorbitant amount on their furry friends 

(Archer, 1997).  From a Darwinian perspective, it is an ambiguous type of behaviour 

because humans are providing in this case for another member of another species without 

getting any apparent benefit in return (Katcher et al.,1983). 

The intensity of people’s attachment towards their pets has changed over years. Extreme 

examples such as legal disputes over the custody of their pets (Freedland, 1994), or pets 

being designated as best man at a wedding (Hickrod and Schimitt 1982) are just a few of 

the cases. There are also more conventional examples such as rewards being offered 

when the pet is lost, paying for the grooming and health care and feeding the pets. 

Attachment for their pets goes to such extent that when the humans experience the loss of 

their pets, their grief could be comparable to the sorrow they have towards the loss of a 

human loved one (Sanders et al., 1985). 

Katcher et al (1983) says that people in west are considering their pets as part of their 

family and that 67% of them carry the photograph of their pets in their wallet, and more 

than 70% let their pets to sleep in the bedroom. According to the research of Greenebaum 
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(2004), many dog lovers see their pets as a family member, best friend or fur baby. They 

also call themselves the father or mother rather than the owner of the dog. In the opinion 

of many pet owners, their pet is just like a child that will never grow up (Franklin, A., 

1999). They even play with them (Smith 1983), talk to them (Hirsh-pasek and Treiman 

1982) and refer to them as their baby (Archer, 1997). 

Pets are playing the role of companion in the modern society. They have three functions, 

namely reflective effect, healing effect and interpersonal interaction (Patricia C., 2017).  

The reflective effect means that the owner tends to project his or her will on their animal 

companion. Healing effect implies that the animal can alleviate the psychological trauma 

and feeling of loneliness of the owner. As shown by the research of Krause-Parello 

(2012), pets can help to relieve the solitude of their owner.  

Pet ownership sometimes it is seen as a result of a deficient human relationship. This 

judgement commonly is applied to a single woman that is living by herself with no 

children which as consequences owns cats or dogs. Serpell (1986) argues that this 

attitude towards pets has arisen because of their ways of being seen throughout history. 

Contrary to the prevailing beliefs Interpersonal interaction means that pets can improve 

their owners’ social ability and encourage them to interact with others. Hirschman(1994) 

put forward six reasons why animals could be seen as a pet.  

1. Animals are seen as an object and a self-concept of the owners. 

2. When animals have the aesthetic value, they will be viewed as an ornament. 

3. Animals are seen as a symbol of social status. 

4. Animal are seen as a hobby or interest and their owners will display their pets to 

others. 

5. Animals are seen as a tool, such as rescue dog and guide dog. 

6. Animals are seen as a person because they can play the role of companion, friend, 

family and sibling. 
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When exploring the role played by pets in the modern life, Mosteller (2008) found that 

the relationship between consumers and pets may be a factor influencing the result of 

consumption. 

Holbrook and Strazar (2001) held similar opinions. They believed that pets could 

represent not only the self-concept property or companion but also provide a series of 

consumption opportunities. The consumption experience has not been covered by most 

research related to marketing and consumer. Because animals are seen as a family 

member, the pet-related consumption becomes a private activity for the consumer. They 

also described the opportunities brought by pets to those consumers as follows. 

1. They have the opportunity to enjoy the nature and wild animals 

2. They have the opportunity to be inspired and study. 

3. They have the opportunity to play happily. 

4. They have the opportunity to give benefit and concern to others. 

5. They have the opportunity to get the companion, concern, comfort or peace. 

6. They have the opportunity to be a parent. 

7. They have the opportunity to strengthen the connection with others. 

 On the whole, the relationship between pets and owners has four features. 

 Companion  

Pets often play the role of partner. The relationship between owners and pets is often 

described as the human-animal interaction (HAI) (Mueller, 2014). As pointed out in 

previous research, many owners see their pets as a companion, partner and family 

member (Hirshman, 1994; Holbrook et al., 2001; Stephens and Hill, 1996). Pets can also 

give social support and company to their owners in life (Staats, Wallace and Anderson, 

2008). The interaction between owners and pets has some features, including seeking of 

proximity, security and comfort. When the two parts are away from each other, they will 

suffer from emotional pressure (Archer and Winchester, 1994; Brown et al., 1996; Rew, 

2000; Kurdek, 2009).  
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Symbolic  

Many owners will give a symbolic meaning to their pets, whether it is a symbol of social 

status, ornament or display. The owners can feel the love and comfort of their pets 

throughout the owner-pet emotional bond and thus give more love and care to their pets 

(Enders-Slegers, 2005). Pets can play different roles, such as family, companion, partner 

and friend, for their owners. Those roles have a positive influence on the owner, 

including the increase in social support, feeling of friendship as well as the pleasure and 

comfort of the pet. Some research shows that pets have become an essential part of many 

people’s lives in modern society (Kwong and Bartholomew, 2011). In addition, pets have 

given their owners a sense of belonging and thus made them more confident of exploring 

this world (Kurdek, 2008). 

 Personate  

Instead of seeing their pets as an animal, many owners treat their pets as a sibling or a 

friend. Animals have been personated in tales and cartoons (Berman, 1990). If the owners 

are unmarried, divorced, married again or childless, they are more likely to personate 

their pets (Albert & Bulcroft, 1988). Therefore, it has been widely accepted by many that 

pets can be seen as a person. Some research shows that many communicate with their 

pets in the way that they interact with children (Hirsh-Pasek and Treiman, 1982).  Many 

owners are emotionally devoted to their pets and also consider their pets as a family 

member (Holley & Wolf, 2006). 

 Self-concept  

Pets can have the function of self-concept, which means that owners see their pets as a 

person which is capable of understanding them well (Cusack, 1988). Pets can offer the 

feeling of social support different from human backing (Friedmann, 1995). Thanks to the 

sense of social support from their pets, the owners will be able to bond with other people 

more efficiently (Hart, 2000). In other words, owners will view their pets as their 

personality and self-concept. Moreover, it is said that pets tend to have a similar character 

to the one of their owner (Hirschman, 1994). 
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According to many scholars’ discussion, there is a relationship of mutualism between 

pets and owners (Bradshaw, 1995). It means that owners can feel that their pets accept 

their love and also offer love in return. Belk (1996) said that owners have a self-reflective 

behaviour towards their pets. The different relationships between owners and pets will be 

the key factor influencing the pet-related consuming behaviour and thus lead to different 

consuming behaviours.  

2.2 The theory of emotional attachment 

Attachment means the emotional bond between caregiver and caretaker during a long-

time interaction. The caretaker that is a living creature will generate emotions (Hofer 

MA., 1994).  With the progress and time passing, the emotional relationship between 

humans and pets has gradually changed into a relationship featured by proximity, 

equality and love.  

Sharkin and Bahrick(1990) pointed out that the emotional attachment between human 

and a pet is a special emotional relationship which is different from that between people. 

Ainsworth also proposed the four preconditions for human-pet emotion, namely 

proximity maintenance, safe haven, secure base and separation distress. 

1.    Proximity maintenance. Owners will seek proximity from their pets and also enjoy it, 

especially when they are under pressure or in need of it. 

The reason why pet attachment can is formed is explained in the research of Zilcha-Mano 

et al., (2011). Because of the pets’ unconditional acceptance and feeling of love, owners 

will feel the comfort and security when it is needed. As pointed out by Albert and 

Bulcroft (1988), the reason why pets have been seen as a family member and played an 

emotional and psychological role in many urban families, is because the modern society 

is filled with pressure from work or other places and alienated interpersonal relationship. 

Pets can help their owners overcome the loneliness, relieve the stress and get the 

emotional comfort. 

Besides giving love, company and security to their owners, pets can also help them 

enhance the sense of happiness (Jorgenson, 1997). As shown by the research of Garrity et 

al (1998), pets have a positive emotional effect on the family. Moreover, many 
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researchers found out that people who are forming a stronger attachment to their pets will 

get more emotional support and also significantly relieve their depression (Stammbach 

and Turner, 1999). 

2.    Safe haven. It is when owners see their pets as a safe haven that can provide 

emotional support and comfort. 

As pointed out in the research of Albert and Bulcroft(1988), pets are quite an essential 

source of emotion and support for those who are divorced, widowed, newly married, 

unmarried or emotionally available. Besides being the focus of the owners’ feeding and 

caring behaviour, pets can also bring a high degree of emotional and spiritual satisfaction 

to their humans. When the relationship between pets and owners is harmed, the owners 

will feel quite sad and hurt. Sometimes, they cannot even get over it (Corr and Corr, 

2004). 

Brown, B.H., Richards H.C. and Wilson C.A. (1996) said, many people have turned to 

those smart pets for emotional comfort under the influence of social transformation, the 

collapse of family and neighbourhood structure as well as the weakening emotion 

between people (Levinson, 1978; Clements et al., 2003). 

3.    Secure base. In addition to enhancing the security of the owners, pets can also make 

up for the shortcomings of reality, give the confidence of embracing the adventure and 

exploring the world. 

According to a survey conducted by American Animal Hospital Association (AAHA) in 

1998, more than 70% of pet owners see their pets as their children. 48 percent of those 

owners have an emotional attachment to their pets, and 83 percent of them are willing to 

take the risk for their pets. The research of Savishinsky(1983) also proves that pets can 

play different roles.  

Bowlby (1969), as well as Ainsworth (1989) and Vormobrock (1993), affirm that 

attachment theory derives from research on the relationship between child and parents. In 

the case of dogs, they offer a feeling of security. Therefore they provide a parental figure 

for children (Archer, 1997).Empirical evidence was found that in families without 
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children the relationship is a substitute type of relationship, wherein households with 

older children the relationship becomes complementary. 

 

4.    Separation distress where owners will feel quite sad after parting with their pets. 

According to research, it was found that the death of pets will have a substantial 

emotional impact on their owners (Keddie, 1997; Sharkin and Bahrick, 1990). However, 

every owner has to confront the fact that their pet will be gone one day. Especially for 

those families where pets are seen as a family member, they are in dire need of emotional 

support and comfort (Lagoni, Butler and Hetts, 1994). No matter how old they are and 

what they do in life, owners have to go through the pain and sadness alike. The key is 

how deeply they are attached to their pets (Jarolmen, 1998). 

Also, the relationship between pets and owners is featured by stability, consistency, 

proximity, warmth, loyalty, realness, lack of judgment and competition (Hirschman, 

1994; McNicholas and Collis, 1995), all of which may lead to the pet attachment. 

In this research, the degree of pet attachment will be used to measure the emotional 

attachment of owners to their pets. Moreover, the questionnaire of pet attachment 

adopted in previous research has also been used to ensure the accuracy of the 

measurement. The questions have been adjusted to this research so that the efficiency 

will be assured. 

2.3 Purchase decisions of consumers 

In everyday life, everyone is purchasing products which they need, and this is a collective 

social behaviour. However, there are aspects to consider which presents differences in 

between purchase decisions. These aspects can be cultural concept, purchasing motive, 

consumption habit and consumption model. In other words, the purchasing behaviour 

varies significantly from consumer to consumer. The purchasing behaviour of consumers 

is influenced by many factors.  
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Holbrook (1996) believed that purchasing behaviour could be affected by the functional, 

emotional and social value of the item. Hawkins (2010) affirmed that the influencing 

factors could be classified as an individual factor and social-cultural factors, such as 

personal motive, culture and social class.  

Although purchasing behaviour can vary from person to person, some researchers found 

that purchasing behaviour has something in common and also follows some steps/criteria.  

Based on different theories and hypotheses, experts have proposed different purchasing 

behaviours of consumers and also developed various models of consumer behaviour.   

 

2.3.1 Factors influencing purchasing decision 

As proposed by Reynolds in 1974, the general model of the purchase behaviour of 

consumers is S-O-R model (Stimulus – Organism – Response) (Hawkins, 2010). 

According to this model, the purchase behaviour of consumers is stimulated by internal 

or external factors, such as physical and psychological needs, consumers’ personality, 

attitude and value. Because of the stimulation of various factors, consumers will have 

different motives which urge them to make the purchase decision and take the action of 

purchasing.  

After finishing the purchase, the consumers will have the self-evaluation action which 

will make them feel satisfied or unsatisfied. The evaluation of the consumers will 

influence if they will buy again next time and also what recommendations will they give 

to others (Schiffman et al., 2010).  

 Based on the theory of S-O-R, further research was done at a deeper level, and 

purchasing behaviour models were developed, such as Kotler Model, Nicosia Model and 

Howard-Sheth Model. Those models are based on the relevant theories and hypotheses. 

They have their advantages and flaws. 
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2.3.2 Howard-Sheth model of consumer behaviour 

Howard-Sheth model on consumer behaviour was introduced in 1969. It explains the 

purchase behaviour of new and old products, as well tries to explain the rational brand 

choice especially when consumers have limitations such as, missing information or 

limited capabilities. Howard believes that the learning process of purchasing behaviour is 

influenced by many aspects such as product entities, brand characteristics, information 

provided by commercial media, opinions of family or reference groups, and external 

input factors like social class. All these elements will make the needs to turn into 

purchase intentions (Prakash, 2016). In the figure visible below was used a simplified 

version of Howard model (appendix 4, figure 30)  which includes as well the SOR to 

show the connection of these two and how from the SOR model Howard developed his 

model. 

 

Figure 1. SOR and Howard Model 

  

This model can be distinguished among three stages of decision making. The first stage is 

the extensive problem solving which it is created when customers have limited 

knowledge about the brand and its benefits, as well as customers do not have a particular 

brand preference. In this step, consumers are looking for a number of alternative brands 

(Prakash 2016). 



21 
 

The second step is limited problem solving which takes place when the knowledge of 

consumer and beliefs about a brand as somewhat established but not fully developed 

which does not allow the customer to come up with a preference. Some information is 

searched in this stage, but most decision criteria are fairly defined (Prakash, 2016). 

The third step is routinised response behaviour occurs when the knowledge of consumer 

together with their beliefs about a brand is fully established. The consumer is as well 

aware of all other substitute brands, and he is predisposed to buy from a specific brand 

(Prakash, 2016). In the table, these are named Information from social sources. As it can 

be seen in the above chart, Howard Sheth presents four sets of concepts, Inputs, 

perceptual and learning construct (hypothetical construct),  and output.  

Moreover, Howard proposes a set of four variables, and these are inputs, the hypothetical 

construct which are divided into perceptual and learning construct and outputs. Inputs are 

stimuli which are coming from the buyer’s environment. These can be divided into 

significative stimuli, known as well as the physical brand characteristics, and the 

symbolic stimuli which represent the verbal and visual product, such as quality price, 

availability, distinctiveness and services. In the above figure, both significative and the 

symbolic stimuli are combined because both of them include the same characteristics, 

already mentioned, such as quality, price, distinctiveness etc. Aside from these inputs, 

there are other inputs such as social environment which include family, social class and 

friends (Prakash, 2016).  

Perceptual and learning construct, these are the internal elements of the person that 

interpret and process the input stimuli. The internal changes are not visible and must be 

understood from the output variables. The perceptual construct is the one concerned with 

perception. The perceptual concept let us understand how a person deals with the 

information he receives from various sources. The variables which can be identified in 

the perceptual construct are the attention, stimulus ambiguity, perceptual bias and overt 

search (Prakash, 2016).  When a person receives the stimuli, they will interpret them. The 

two factors that can influence the interpretations are the ambiguity and perceptual bias. 

The uncertainty is when the person receiving the stimuli is unsure of the meaning of it as 

well as how it can influence his response. Perceptual bias is when the person changes the 

information obtained to fit his already established needs or experiences (Prakash, 2016). 
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 Learning construct is the second of the internal elements as well as the most complex of 

the two.  The variables under the learning construct are motives (appendix 4, figure 30) 

which can be considered as the buyer goals; they are the one that influences the buying 

situation.  Without a purpose, the buying situation will not happen at all (Prakash, 2016). 

Along with motive, we find brand comprehension, choice criteria, attitude, intention, 

confidence and satisfaction.  The way a person interprets these stimuli brings him a the 

stage of brand comprehension 

The Output is represented by the purchase decision. The variables that construct the 

output are attention, brand comprehension, intention and purchase. The output variables 

are resulting from the input stimuli, which are mediated by the individual internal 

elements (Prakash, 2016). 

Howard transformed the classic Stimuli from SOR into input, the organism into 

perceptual and learning construct (hypothetical construct), and the response into Output. 

 

2.3.3 The theory of purchase motive 

Motive is one of the main factors influencing and triggering the behaviour. From the 

perspective of management, motive is the most important reason for purchase decision of 

the consumers. Human behaviour may be attributed to a specific internal motive or an 

external motive. Motive is the precondition for the purchasing behaviour, which means 

that motive makes the behaviour a reality (Schiffman et al., 2010). 

According to Maslow's (1943) hierarchy of needs, human needs can be classified as 

physiological needs, safety needs, social belonging, self-esteem and self-actualisation. 

Those needs should be satisfied from the bottom (physiological needs) to top (self-

actualisation). Maslow highly emphasised the importance of the internal motive of 

consumers. The hierarchy of needs has been used to explain the human motive. After the 

needs at a lower level are satisfied, the person will not have the motivation again, making 

him move to the next level needs (Maslow, 1943). 
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The type of needs Definition Example in Pet food 

consuming 

Physiological Needs The origin and the most primitive 

part of human needs to maintain 

survival. 

Such as food, clothing, shelter, 

transportation, and sleep. 

E.g. pet daily dietary 

necessities, to maintain survival. 

  

Safety Needs People will avoid dangers, relieve 

threats and deprivation, and protect 

themselves from physical, mental and 

property damage.  

Such as the need for physical 

security, stability, and familiarity with 

the environment. 

E.g. protect the safety and 

stability of pet diet. 

  

Social Needs Avoid loneliness, strangeness, 

establish close relationships with 

others, personal expectations belong 

to a group, be accepted by others, 

love and accept others. 

Such as: the need for friendship, love, 

acceptance by groups, intimacy with 

others relationship. 

E.g. the owner can be accepted 

by others or groups and 

establish a close relationship by 

purchasing a specific pet food. 

  

Self-Esteem Needs Respecting oneself and being 

respected by others as mature needs 

means recognition of achievements, 

honours, and self-worth, as well as 

the need for status and superior 

prestige. 

Such as: prestige, status, attention 

and appreciation by others. 

E.g. the owner can receive 

attention or appreciation by 

purchasing a specific pet food. 

  

Self-Actualization Needs Complete individual goals, develop 

potentials, grow fully, and eventually 

move toward unified individuals. 

Such as: for their own promotion has 

reached the peak demand. 

E.g. the owner can achieve the 

goal of self-realization by 

purchasing a specific pet food. 

Table 1 Maslow needs and definitions for owners 
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As noted by Blackwell, Miniard & Engle, the purchasing motive of consumers is to 

satisfy their physical and psychological needs through purchase and consumption. 

Different requirements will trigger different purchasing motivations to meet the human 

needs. Because of the great variety of needs, they classified human needs into ten 

categories (2001), as seen in the table.  

 

The type of 

motivation 

Motivation 

Category 

Definition Example in Pet food consuming 

Individual 

Motivation 

Role Play Activities come from 

learning, and they are 

considered to be a certain 

role or status in society.  

E.g. The owner purchases food for 

a pet by reference to other 

owners in order to achieve certain 

role or position in society 

  

Diversion Shopping can make people 

shift their attention from 

their daily life, so they can 

even be as a kind of 

entertainment. 

E.g. the owner thinks that buying 

pet food for pets is a kind of 

entertainment. 

  

Self-Gratification Different psychological 

states and emotional states 

can explain why people 

shop. Some people's 

shopping motives do not lie 

in consumption, but rather 

in enjoy the purchase 

behaviour itself. 

E.g. the owner believes that 

buying food for pets is an 

inherent enjoyment and 

satisfaction. 

Learning about 

New Trends 

In order to express their life 

attitudes and lifestyles, 

consumers will seek 

products that fit their self-

concept. 

E.g. the owner considers that 

buying one specific kind of food 

for a pet is a way of expressing 

his life attitude and lifestyle. 

Physical Activity Shopping is a very leisurely 

activity, which is very 

attractive for people living in 

E.g. the owner considers the 

process of buying food for pets 

as a kind of leisure sport. 
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the city.   

Sensory 

Stimulation 

Sales channels provide 

consumers with a variety of 

potential senses 

enjoyments. 

E.g. pet food merchants can 

provide senses enjoyment for 

customers. 

  Social Experience 

Outside the Home 

Shopping is allowing people 

to meet friends or socialize 

with others during the 

activities. 

E.g. the owner can socialize with 

others through purchasing pet 

food. 

  

Social 

Motivation 

Communication 

with Others 

Having a Similar 

Interests 

People with the same 

interests can exchange ideas 

or receive the latest 

information through 

shopping. 

E.g. the owner can meet like-

minded people, conduct 

interactive activities, and 

exchange experiences with each 

other through pet food shopping. 

  

Peer Group 

Attraction 

Sometimes consumption is 

only for the recognition and 

acceptance from peers or 

reference groups. 

E.g. the owner can obtain the 

approval and acceptance of the 

peer or group by purchasing a 

specific pet food. 

Status and 

Authority 

Sometimes shopping 

experience can make people 

feel being respected as well 

as the difference in identity 

and status. 

E.g. the owner can feel the 

difference in identity and status 

by purchasing a specific pet food. 

Table 2 Blackwell Miniard & Engel types of motivations for owners 

Moreover, the demographic variable is also an important factor influencing the purchase 

motive. Many researchers have found that different factors, such as gender, occupation, 

age, average monthly income and educational background, can affect the purchasing 

purpose of consumers in a significantly different manner (Meyer & Forkman, 2014).  
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2.3.4 The influence of owner-pet relationship on the purchase 

motive 

As pointed out by Finkelstein; Leonard & Scammon(2005,2007), pets were viewed as 

belonging to humans in the past. In the modern society, the emotional value of pets has 

been well recognised. According to some empirical results, the evaluation of pet value 

will have a significant influence on the purchasing intention of the owners (Meyer & 

Forkman, 2014). 

 There are numerous amounts of evidence that many dog owners have spent more time 

and money on their dogs, than people in the past used to do. Dogs have played an 

essential role in the mind and life of their owners. Many dog owners have formed a 

strong attachment to their dogs (American Pet Association, 2002). With a closer 

attachment to something, a person will be more likely to seek the proximity of the object 

and also show passionate devotion to it, such as paying extra money (Thomson, 

MacInnis, & Park, 2005).  

According to one research of 749 dog owners, some variables, such as whether the dog is 

purebred, how long the dog was in the owner family, and how much time the owner spent 

with the dog, will have a great influence on the owners' attitude towards the dog. To be 

more specific, those dog owners are more willing to give more love to their purebred 

dogs. People who have kept a dog for over ten years and spent more than 2 hours every 

day with the dog will as well be more willing to pay for their dogs. The same goes for 

people who invest more in their dogs emotionally and financially can find more pleasure 

in the company of their dogs (Dotson & Hyatt, 2008). 

 When it comes to marketing research, Mosteller (2008) found that pet owners have an 

emotional attachment to their pets for different reasons, even though all owners do the 

same thing in taking care of their pet, such as comfortable room and delicious food.  
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Figure 2. Mosteller factors 

 

Peixun (2008) found that different owner-pet relationships would affect the motive of 

purchasing pet food. The physiological needs and safety needs of the owner will have a 

significant influence on the motive. As shown by the research of Meyer & Forkman 

(2014), different owner-pet relationships will lead to significantly different purchase 

motives. 

2.4 Hypothesis  

In order for the authors to answer the research questions, based on the above theories four 

hypotheses were created. All of them were composed in such manner that will ease up 

the structure of the survey as well.  

Hypothesis 1: The demographic characteristics of the owners can influence the 

relationship in between pets and their owners. 

Mosteller (2008) discusses the role of pets in people's lives. Through his study of 

consumer and pet relationship theory, factors that may influence consumer and consumer 

behaviour towards their pets are identified. Faber and O’Guinn (1989) pointed out that a 

deep understanding of owners and their consumption patterns towards their pet can be 

achieved by studying consumer behaviour in depth. 
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 Each owner will have a different relationship with their pet based on the type of pet they 

own, how many pets they have, how did they acquire their pets, amount spent on pets and 

basic information of the individual. Based on the above information, this study 

hypothesised that demographic characteristics of the owner have a significant influence 

on the relationship between pet owner and pet. 

Hypothesis 2: changes in the economic resources of the owners can have a positive or a 

negative influence on the relationship between owner and pet. 

The attachment to a particular object can be relatively strong or weak (Schultz et al., 

1989). The stronger the emotional attachment to an object is, the more likely it is to 

invest in that particular object, such as a willingness to pay additional fees (Thomson et 

al., 2005).  

If the owner has a high emotional attachment towards his pet, he will be willing to spend 

more money to care for it. In order for the owner to invest the wished amount in their 

pets, they need to afford to do so, in that case, money is a critical factor as well any factor 

that can influence the income. The economic resources of the consumer are the yardstick 

in judging the buying power of pet owners (Junyan Wu, 2003). 

Hypothesis 3: The relationship between owner and pet has a positive or a negative effect 

on the motivation to purchase pet food 

The role of pets has evolved continuously, from early work, reproduction value, 

emotional value or entertainment, to current humanised emotional value, such as the 

image of family or children (Archer, 1997). This process gradually divided pet 

relationship into two types: high function and high emotion. The high function is to keep 

the relationship between owner and pet at the functional level, which means pets will 

have tasks such as guarding, assisting, reproduction value etc. The high emotional type of 

relationship is where the pet is a member of the family or a partner, rather than pet, it can 

also be considered a child or a baby to take care of (Zhiru, 2008).  

Based on the above information, this study differentiates the relationship between owner 

and pet into a high function and a high emotion. The first part of this study focuses, 

through the first two hypotheses, on factors that change the relationship between owner 



29 
 

and pet. The next phase is to focus on the relationship type and how is this influencing 

the motivation when purchasing pet food. 

Hypothesis 4: The relationship between owner and pet can have a significant impact on 

emerging pet food.  

Stephens and Hill (1996) pointed out that pets need to be taken care of every day. Pets 

are entirely dependent on human beings to survive and live well. Therefore, pets make 

the owners feel like they are needed, and offer them the sense of parenting as well as 

allowing the owners the opportunity to give love. 
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 3. Methodology 

 

In the methodology chapter, the method that is used to conduct the study will be 

explained. The research process will be described by also briefly introducing advantage 

and disadvantages of the relevant data collection. Moreover, the thought behind our 

method choice will be presented. 

3.1 Research philosophy 

Research philosophy works with the nature and development of knowledge. Research 

philosophy talks about how the data should be collected, analysed and used. There are 

four principal research philosophies: pragmatism, positivism, realism and interpretivism 

(Collins, 2010). 

Positivism accepts only factual knowledge which is acquired through various methods, 

but these methods need to be observable and quantifiable. In the positivism studies, the 

researcher is limited to collecting the data and objectively interpreting that data.  

Crowther and Lancaster (2008) mention that positivist studies usually have a deductive 

approach, furthermore the researcher needs to concentrate on facts and needs to have 

minimal interaction with the participants. In other words, the positivist study considers 

the world to be external and objective. Positivism usually uses the existing theories to 

create hypotheses which are testes.  

Positivism follows various aspects of science, such as deterministic, mechanistic, 

empiricism, etc. The mechanistic one is the approach where the researcher creates 

hypothesis with the application of specific research methods, and this hypothesis leads to 

the answer of the research question (Easterby et al., 2008). 

For this study, the research philosophy chosen is the positivist one with the mechanistic 

aspect. This type of philosophy fits best the research purpose as well offers the chance of 

providing the best answer to the research question. 
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3.2 Research approach 

Research approach can be either Deductive, inductive or abductive. The main difference 

between deductive and inductive approach is the importance of the hypotheses to the 

study. The deductive approach aims to test, confirm or reject the validity of 

theory/hypotheses, while inductive aims to create new theories and generalisations. The 

inductive approach does not generate hypothesis but starts with a research question which 

aims to answer during the research process (Saunders et al., 2012).  

For this research deductive approach was chosen because it gives us the opportunity to 

answer our research question throughout hypothesis which later on will be discussed. In a 

deductive research hypothesess are formulated, then the relevant research methods are 

chosen and applied to confirm or reject the hypothesis.   

The deductive approach works from theory to observation.  The purpose is to see the 

correlation between variables and how are these influencing each other, in our case how 

relationship/ attachment level is affecting motivation when purchasing pet food. 

Afterwards with the application of the relevant method which can be quantitative or 

qualitative and the use of tests such as regression analysis or factor analysis the 

hypothesis will be rejected or confirmed.  

Another important factor is that deductive approach usually works under a short time 

availability which in this research case it is valid; the time available for the research was 

short.  The deductive approach will allow us to measure the concepts quantitatively as 

well as gives the opportunity to generalise the study to a certain extent (Dudovskiy, 

2018). 

3.3 Research Design 

Business research methods can be described as “a systematic and scientific procedure of 

data collection, compilation, analysis, interpretation and implication pertaining to any 

business problem” (Bajpai, 2011). According to the research design methods there can be 

two groups, the exploratory and the conclusive. The conclusive research it is divided as 

well into two groups the causal and descriptive research.  
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For this research, the Descriptive method was chosen because it aims to determine, 

identify or describe how the attachment influences the motivation of the owner to 

purchase pet food.  So the descriptive research has the purpose of shedding light on 

current issues or problems, in this research case how attachment influences motivation 

(Ethridge, 2002). So the essence is to describe various aspects of a phenomenon. It is 

very often that the descriptive research describes the behaviour of a sample population. 

The main difference between the exploratory and conclusive research is that with an 

exploratory research a variety of options and causes are offered for a problem where 

conclusive research identifies one solution for the issue presented.  The conclusive 

research uses statistical test and larger sample sizes compared to the exploratory one, so 

for that is the more reliable in representing a population (Saunders et al., 2012). 

According to the Nature of the study, the research method can be divided into two groups 

the descriptive and the analytical one. The difference in between the two is that the 

descriptive approach aims to identify facts and involves the use of surveys where the 

analytical research uses facts or information already available, and by analysing these a 

critical evaluation is created (Kumar, 2008).  

For this research, the descriptive approach was chosen because we aim in identifying 

how attachment influences the motivation of owners and consequently how this affect the 

purchase of pet food and premium pet food. All this is going to be done through the use 

of a survey.  

Based on our purpose of the study the best fit is the fundamental research also called as 

basic or pure research. This type of research does not generate finding that can have an 

immediate application. The research it is driven by curiosity and the desire of expanding 

knowledge in a particular area. Also, it usually gives a contribution to the academic 

world. Fundamental studies mainly answer questions starting with why, what or how as 

the answer to these questions then to contribute to adding knowledge to the area and the 

academic world (Saunders et al., 2012).  

The research can use either qualitative or quantitative methods. In this paper, the answer 

to the research question will be done throughout quantitative data as they describe, infers 

by using numbers. Methods in quantitative data collection include questionnaires with 

closed-ended questions. So for this research, a questionnaire is being used to gather those 
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numerical data, and a statistical package will be used to examine those data. Quantitative 

data are cheaper to apply, and they give the advantage of a faster data collection 

compared to qualitative data. It also offers a better view of the findings making it easier 

to compare them.  

3.4 Data collection method   

Data collection is the process in which all the relevant information is collected from the 

most pertinent sources in order to answer the research question (Dudovskiy, 2018). The 

data collection methods can be divided into secondary and primary data. For this 

research, both primary and secondary data will be used.  

The secondary data is the type of data, which was collected by someone else, published 

already in books, journals, magazines, online websites, newspapers, etc. In order to select 

the appropriate set of data, some criteria were applied in choosing the secondary data that 

will be used in the research (Dudovskiy, 2018). These criteria are the date of publication, 

the credential of the author, the reliability of the source, and depth of the analyses which 

are presented in the text.  

Primary data collection can be divided into quantitative and qualitative. Quantitative 

methods are based on mathematical calculations. Quantitative methods are cheaper to 

use, and also they need a shorter duration of time to collect and analyse the data 

compared to the qualitative methods.  

Furthermore, with the quantitative methods, it is easier to compare the findings. Contrary 

to this, qualitative methods do not use numbers or mathematical calculations, but instead, 

qualitative methods are associated with words, sounds, emotions, colours and other non-

quantifiable things (Dudovskiy, 2018). For this research, quantitative data are going to be 

used as they fit best the purpose of the study.  

A survey method is chosen for the project. The survey is a method used when the authors 

want to question an individual on a specific topic. This type of collection method is often 

used in business studies to test different assumptions such as satisfaction level of the 

customers, reflections over the people attitudes or segmentation research, etc. 

(Dudovskiy, 2018). 
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Survey method can be used in quantitative and qualitative methods as it has two main 

purposes, first to describe aspects or characteristics of the population and to test 

hypotheses about the nature of relationships inside a population (Dudovskiy, 2018). 

According to Neuman (2003), the most popular variations of a survey are questionnaires, 

interviews and documentation review. For the purpose of this research which is to find 

out how the attachment influence motivation, the best fit is the questionnaire, as its main 

goal is to gather a large size of information in a short period of time. The questionnaire 

also gives the possibility to the sample members to remain anonymous. It also offers the 

opportunity of generating a large amount of data.  

This study used questionnaire survey as a research tool and questionnaires were sent out 

by random sampling. The replies were obtained through pet BBS posting, social media 

forwarding and other ways. Questionnaire respondents were all owners of cats or dogs. 

The questionnaire was distributed in the district of Guangzhou city. 

 

3.5 Questionnaire design 

Questionnaires can have closed-ended questions and open-ended questions. The 

difference in between them is what makes the questionnaire qualitative or quantitative. 

For the closed-ended questions, these can be the questions were multiple choice answers 

are available, scaling question or dichotomous questions. 

Quantitative methods are used in order to analyse them. For the open-ended questions, 

they are analysed using qualitative methods. Bryman (2002) argues that having too many 

opened questions in a questionnaire can bring a high rate of non-responses as usually 

respondents prefer not to formulate long answers. 

Because the conclusion of the research and the analysis are based on the survey, its 

design is of a very high significance. With this in mind, the questionnaire was designed 

to obtain a high answer ration. Efforts have been put in creating a simple and clear layout 

for the questionnaire so that questions will not accidentally be skipped by respondents.  

Closed-ended questions with predetermined alternatives were chosen for the 
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questionnaire. For a clear navigation, precise instructions were provided to the 

respondents. 

The following sections will describe relevant variables, operational definition, and 

evaluation criteria for the questionnaire. In the first part of the questionnaire design, are 

the questions which will help answer the first two hypotheses. Throughout these the 

authors want to find out how characteristics of owners can influence the relationship 

between owner and pet. Through this questionnaire, we can study the fundamental 

relationship between owner and pet, and learn about the social class, the owner’s monthly 

income, occupation and job nature. In the creation of the first part of the questionnaire, 

Zhiru and Shuru researches where used.   

According to the purpose of the study, 14 questions related to this study were selected 

from the above references and modified. In the questionnaire, the 14 questions are 

divided into five questions for the first part of the questionnaire and nine questions for 

the fourth part. 

Part two is the operational definition of the relationship in between owner and pets. 

Aylesworth, Chapman, and Dobscha (1999) pointed out that if we can understand 

consumers' feelings towards their pets; it is like understanding the consumer itself.  

Therefore, we will first understand the relationship between owner and pets. To 

understand the relationship we will first study if the bond between owner and pet can be 

influenced by factors such as demographic characteristics of the owner, the financial 

characteristics, or other characteristics that can affect this relationship. Then the 

attachment is studied.  

We refer to the General Pet Food Association - Dog Cats Breeding Ratio National Survey 

(Japan Pet Food Association, 2013) to select and modify the items suitable for this study, 

and use the 6-point Likert scale as measure the item. This scale was chosen to avoid the 

neutral answer. With a 6 point scale, the participants are obliged to pick a side, this one 

being somewhat agreeing or somewhat disagreeing. 
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Questionnaire Part 1: basic information of pet, 6 questions. 

Research Variable Content Scale of measure 

The type and number of pets Dog, cat or both/ 1-5 pets Nominal Scale 

The time length of owning pets 
Less than a year – more than 10 

years 
Nominal Scale 

The resource of pets 

Animal bureaus 

Adopted 

Gift from someone 

Pet shop 

Purchased from a breeding 

ground 

Purchased from an 

acquaintance 

Other 

Nominal Scale 

The average monthly cost on 

pets 

Less than 50 RMB 

50-100 RMB 

100-200 RMB 

200-300 RMB 

300-500 RMB 

500-1000 RMB 

More than 1000 RMB 

Nominal Scale 

Was there any change in pet's 

cost over the year 

Increase  

Decrease  

No change 

Nominal Scale 

Questionnaire Part 4: The basic information of pet owner, 9 questions. 

Research Variable Content Scale of measure 

The gender of pet owner Male, female Nominal Scale 

The marital status of pet owner 

Single 

In a relationship 

Married 

Divorced 

Widowed 

Nominal Scale 

The age of pet owner 

Less than 20 years old 

20-25 years old 

25-30 years old 

30-40 years old 

40-50 years old 

50-60 years old 

More than 60 years old 

Nominal Scale 

The family situation of pet 

owner 

No child 

Have child (under 7 years old) 

Have child (over 7 years old) 

Nominal Scale 
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Have child (Economically 

independent but  Live with 

parents) 

Have child (Economically 

independent and living without 

parents)  

The education level of pet 

owner 

Middle school 

Vocational school 

Gymnasium  

College 

Bachelor 

Master 

PhD or higher 

Nominal Scale 

The occupation of pet owner 

civil servants  

educators 

medical institutions 

commercial employees 

financial industry 

manufacturing 

agricultural  

services 

freelancers 

retirees 

unemployed 

other 

Nominal Scale 

The nature of pet owner’s job 

Business Executives  

Senior Management 

Technical Senior Executives 

Office Staff 

Service staff 

Technicians 

Others 

Nominal Scale 

Pet owner’s current living 

situation 

I own the place I live 

Rental 

Dorm 

Other 

Nominal Scale 

Pet owner’s monthly income 

(RMB) 

3500 or less  

3500-5000 

5000-8000 

8000-12000 

12000-20000  

20000-30000  

30000-50000 

50000 or more 

Nominal Scale 

Table 3 Population characteristics, economic resources, social class, related variables of 
relationship between owner and pet. 
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The questionnaire was modified on the basis of Lastovicka and Joachimstchaler's (1998) 

study, which measures emotional attachment towards pets, as either emotional orientation 

or functional orientation. In the first nine items, the variables were high function. The 

high function refers to early work, the value of reproduction, the value of entertainment. 

In the last eight questions, represents the variables with high emotion.  The high emotion 

refers to the humanised emotional value (ZhiruChen, 2008). The questionnaire uses 6-

point Likert scale measure items. 

 

Questionnaire Part 2: Pet Owner-Pet Relationships, 17 questions 

Research Variable 
Relationship 

type 
Content Scale of measure 

Trained working pets 

High-

functionality 

relationship 

My pet is mainly to deal with 

intruders (cats responsible for mice, 

dogs responsible as gatekeeper) 

6-point Likert 

scale 

My pet is mainly for my assistance 

(hunting, guide dog, sport, working 

animals) 

6-point Likert 

scale 

Reproductive value 

My pets are mainly used to breed 

offspring to make money 

6-point Likert 

scale 

My pet is mainly to win pet 

competitions 

6-point Likert 

scale 

Entertainment value 

My pet is mainly to keep company to 

my kids 

6-point Likert 

scale 

My friends like my pets 6-point Likert 

scale 

My pet makes me physically and 

mentally fit 

6-point Likert 

scale 

I can make more new friends who 

love cats and dogs by raising my pet 

6-point Likert 

scale 

I keep pets as a hobby 6-point Likert 

scale 
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High 

emotional 

relationship 

I think pets are lovable 6-point Likert 

scale 

My pet can fill the emptiness of 

lacking child (no child or child has 

grown up) 

6-point Likert 

scale 

My pet can keep me company during 

travelling, eating, shopping 

6-point Likert 

scale 

Anthropomorphic 

emotional value 

Having pets makes my family's 

atmosphere better 

6-point Likert 

scale 

We are very aware of the health of 

pets 

6-point Likert 

scale 

My pet is free to choose where to 

sleep (including sleeping with us) 

6-point Likert 

scale 

Pet is not only an animal, we treat pets 

as a child who needs care and 

education 

6-point Likert 

scale 

When a pet dies, it makes us feel as 

sad as family member passed away 

6-point Likert 

scale 

Table 4. Type of Motivation when buying pet food 

 

Part 3 is the operational definition of motivation when purchasing pet food. In consumer 

behaviour theory, motivation refers to the factors that motivate consumers to buy a 

particular product or service (Swarbrooke & Horner, 1999). With the increase of pets, 

food has become the most basic demand. Since food is currently the most significant 

expense for the owners when it comes to their pets, this study understands the motivation 

of owner to purchase food. Maslow's motivation theory was used as a measure for the 

variables. There are 16 questions in total in the third part. 
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Questionnaire Part 3: the consumer behaviour and motivation of pet food, 16 questions. 

Research Variable Content Scale of measure 

Physiological needs 

My pet can eat home leftovers, we do not 

need to buy pet food 

6-point Likert 

scale 

My pet food because it is easy to feed 6-point Likert 

scale 

I buy pet food because it is cheap 6-point Likert 

scale 

Safety needs 

I buy pet food because my pet is healthy and 

age-appropriate 

6-point Likert 

scale 

I buy pet food because of my pet loves to eat 

it 

6-point Likert 

scale 

I buy pet food out of trust in the brand 6-point Likert 

scale 

Belonging needs 

I buy pet food because it is more prominent 

in the store 

6-point Likert 

scale 

I buy pet food because I see or hear it 

regularly 

6-point Likert 

scale 

I buy pet food because expertor vet 

recommend it 

6-point Likert 

scale 

Esteem needs 

I buy pet food because fancy brand will help 

to promote my image 

6-point Likert 

scale 

I will buy higher price but nutritionally 

balanced food 

6-point Likert 

scale 

I will buy special health care or organic pet 

food 

6-point Likert 

scale 

I will try to buy the newest pet food on the 

market for my pet 

6-point Likert 

scale 

Self-actualization needs 

My pet does not like to eat pet food, I will 

cook special pet food for them 

6-point Likert 

scale 
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For my pet’s health, I will buy slimming or 

low calories pet food 

6-point Likert 

scale 

I want my pet’s food as good as what I eat 6-point Likert 

scale 

Table 5. Maslow motivation theory integrated in the questionnaire 

  

 

3.6 Sampling 

As Proctor (2003) states, sampling can be explained as the principle used in selecting the 

members of the population which will be included in the study. Due to the large size of 

the population, researchers need to study a number of cases within the population to 

represent the entire population and reach a conclusion about that population (Proctor T., 

2003). 

The steps followed in creating the Sampling group are the following. The first step is 

defining the target population. This target population represents a specific segment within 

a wider population, in our case Chinese people living in Guangzhou that are pet owners.  

Next step was to determine the sampling size.  The sampling size represents the number 

of individuals which are going to participate in the collection of data process (Saunders et 

al., 2012).  For this research around 200-300 respondents are needed to make the sample 

representative enough. Moreover Due to the relatively rigid household registration 

system in China and the frequent movements of the population in developed cities, the 

samples selected for this study are residents of Guangzhou City rather than the registered 

citizens of Guangzhou City, regardless of their original household city and residence time 

in Guangzhou. 

Next step is to select the sampling method. There are different types of sampling 

methods. First, two big categories are probability sampling and non-probability sampling, 

and each of these is divided into different types of sampling (Dudovskiy, 2018).  

Probability sampling consists of simple, systematic, stratified, cluster sampling. As for 

non-probability sampling consists of quota, purposive, snowball, self-selection and 

convenience sampling (Saunders et al., 2012).  
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The probability sampling has a known, non-zero chance of people to be selected to be 

part of the sample group. As for the non-probability sampling, members are chosen non 

randomly, meaning only certain members of the population will have the chance of 

participating in the study (Dudovskiy, 2018). For the probability sample, all possible 

participants must be known, because this information is not available to us, non-

probability sampling was chosen.  

Non-probability saves up time and money; in this case, the participants will be selected 

based on accessibility and personal judgement of the researcher (Dudovskiy, 2018). The 

non-probability is most used and helpful for exploratory stages of a study.  

Part of the non-probability sampling is convenience sampling. This one is also known as 

availability sampling. This type of sampling method relies on data collected from the 

population members, which are conveniently available (Saunders et al., 2012). This type 

of method is usually chosen to gain initial primary data regarding a specific issue. For us, 

Chinese social media channels will be used, more specifically animal owners groups and 

also groups managed by animal shelters as it fits best our criteria. Furthermore, the study, 

by default, is family-based and to avoid double-sampling, only one family member in a 

family unit will be surveyed. 

3.7 Data analysis 

This study used a survey as a research tool and questionnaires were sent out by random 

sampling. The reply was obtained throughout BBS posting, social media forwarding and 

other ways. Questionnaire respondents are owners of cats or dogs. The questionnaire was 

distributed in the district of Guangzhou city. The questionnaire was opened for two 

weeks. After closing it and all the responses were collected, the questionnaire was 

manually checked for validity. That was done by checking if each question was filled in 

according to the questionnaire requirements. If all the answers were filled accordingly the 

questionnaire was regarded as valid one. Next step was to code the valid questionnaire 

and input the data into IBM SPSS Statistics in the correct order. Afterwards, various 

analyses were performed based on the assumptions of this study. 
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1    Descriptive analysis 

First analysis performed, was mainly done to analyse the basic information of owners and 

pets. Following the analysis of the primary data, a cross-over analysis was as well made 

on this primary data of owners and pets. Next, an average and a standard deviation 

analysis were performed on each category item to see if the results of questionnaires 

filled in by the respondents of this study were related to the original research hypothesis. 

2    Factor analysis  

The principal component analysis was used to extract the main factors of the relationship 

between owners and pets, motivation when purchasing pet food and consumption of new 

pet food with the intention to simplify the data effectively. 

Due to the fact that this research contained a large number of different variables, to 

simplify the tasks, PCA was performed. The first step when conducting a factor analysis 

is to make sure that the data is appropriate for the analysis as well that the data can be 

used for further studies. In order to test that, the Kaiser-Meyer-Olkin measure of 

sampling accuracy also called KMO was used. 

The KMO (Kaiser-Meyer-Olkin) test statistic is used to compare simple correlation 

coefficients and partial correlation coefficients between variables. Mainly used in 

multivariate statistical factor analysis. When KMO value is closer to 1, the correlation 

between variables gets stronger, and the more suitable the original variables are for factor 

analysis. If the KMO value is close to 0, the correlation between variables is weaker, and 

this means the original variables are unsuitable. Kaiser gives the commonly used KMO 

metrics: 0.9 or higher is very suitable; 0.8 is suitable; 0.7 is fair; 0.6 is not suitable; 0.5 or 

less is exceptionally unsuitable (Tabachnick et al., 2001). 

The factor analysis was made separately for part two and three of the questionnaire as 

well as the last six questions of part three which were meant for answering the 4th 

hypothesis. Part two of the questionnaire represented the relationship between pets and 

owners, and these questions were separated into two components by the factor analysis. 

Part three of the questionnaire, in which the questions were analysing the motivation 

behind the purchasing of pet food, was separated into five components (appendix 1, table 
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9). As for the last six questions of part three from the questionnaire, which were 

representing the willingness of people in buying new types of pet food on the market 

such as organic pet food were as well separated by the factor analysis into two groups 

(appendix 1, table 10). 

3    Reliability analysis  

Reliability analysis was used to measure whether the scale has internal consistency or 

not. This study will use Cronbach's alpha reliability test to see whether the questionnaire 

of this study has good reliability and if measurement resulting from the analysis are 

above the level of stability or consistency. 

The Cronbach X coefficient is the average value of the obtained half-reliability 

coefficient for all possible item division methods of the scale. The X coefficient has a 

value between 0 and 1. If the X coefficient does not exceed 0.6, the internal consistency 

reliability is generally considered insufficient. 

4    Pearson's correlation 

Pearson, correlation coefficient analysis, was used to verify the degree of correlation in 

between the variables from the factor analysis. The two-tailed test was used, and the 

correlation matrix was the output. The content of the matrix was used to illustrate the 

correlation of the variables from the factor analysis. The main parts analysed are the 

correlation between the relationship of pet/owner and motivation when buying pet food, 

and the correlation between the relationship of per/owner and the purchase of emerging 

type of pet foods.  

5     Multivariate regression analysis 

Multivariate regression was used to confirm the finding of Pearson analysis and to see if 

there is a correlation between the pet/owner relation and the motivation when buying pet 

food, as well to test if there is a correlation between the same relationship and the 

purchase of emerging pet 
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3.8 Ethical issues 

Many ethical issues can apply to a survey type of research this is due to the fact that 

respondents have the right to privacy, and also the right to be informed about the purpose 

of the research. For this research, the following considerations were taken when doing 

the research.  

First, participants will not be subject to any harm in any ways whatsoever. Second, the 

dignity of the participants was prioritised. Thirdly the full consent was obtained before 

the study by providing sufficient information and assurances which allows individuals to 

understand the implication of participating in the research fully. Forth the protection of 

the participants' privacy was ensured as well as an adequate level of confidentiality of the 

research data (Dudovskiy, 2018).  

The anonymity of the participants was as well ensured, any deception or exaggeration 

about the research purpose was eliminated, and every communication in relation to the 

research was made with honesty and transparency. Last but not least any misleading 

information, as well as representation of the findings in a biased way, was avoided.  

Extra to these codes the participants were voluntarily participating with the possibility of 

withdrawing at any time of the research, any use of offensive, discriminatory or any type 

of unacceptable language in the questionnaire was avoided(Dudovskiy, 2018).  

Acknowledgement of any other author used in any part of the research was given by the 

use of APA referencing system according to the thesis handbook. Moreover, the highest 

level of objectivity in the discussion and analysis was maintained throughout the entire 

research. 

 

 

 

 

 

 

 



46 
 

4. Empirical findings 

In this chapter, the empirical findings from the survey are going to be presented. The 

purpose of this chapter is to provide the description of the “pure “data. As well a 

preliminary analysis of the data is going to be made in order for it to be presented. 

The data was collected throughout an internet survey available on Chinese social media, 

groups for pet owners as well as pet shelters online groups. The survey was active for 

two weeks, from 5th of March to 19th of March. The survey could be filled only one time 

by the participant. After the two weeks, a total of 281 responses were gathered. After 

that, the data was cleaned, meaning that the questionnaire where unfilled questions were 

present, or errors such as extremity bias could be seen were disregarded. After the 

cleaning of the data, a total of 260 valid answers were left. 

4.1 Demographics of respondents.  

 

Options Sum Rate 

Male 60 23.08% 

Female 199 76.54% 

Other 1 0.38% 

Valid answer 260   

Table 6. Gender of the respondents 

 

The demographics were placed at the end of the questionnaire, and it included among 

others gender, relationship status, age, education level as well as income. From the 

respondents more than 76% of them were females, counting 199 out of 260. 

 



47 
 

Options Sum Rate 

Single 41 15.77% 

In a relationship 51 19.62% 

Married 164 63.08% 

Divorced 4 1.54% 

Widowed 0 0% 

Valid answer 260   

Table 7. Relationship status 

 

As well the majority of the pet owners are married with a 63%, this gives on a first look 

the idea that pets are indeed seen as children since most of the owners are married as well 

as pets being companions for the family kid. Another 19% are in a relationship and 

15.7% single. 

Another demographic characteristic we were very interested in, was the age category the 

pet owners are and which one constitutes the larger group.  As it can be seen the table 

below the largest group age with 101 respondents out of 260 is the 25-30 group age, 

representing 38.85% of the entire amount of people, who answered the survey. Not far 

from this there is the 30-40 group of age with a 33.85% of the total respondents.  
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4.2 Analyses of differences between groups. 

Further a look at whether the differences between respondents such as gender, age, 

income, pet ownership lead to any different responses. In other words, it will be defined 

if the variability is significantly different or the same in different conditions. 

 

 

1. How does gender influences pet ownership? 

 

Figure 3. Gender/Number of pets owned 

 

Figure 4. Chart gender/number of pets owned 

Based on the table and graph above it is noticeable that females on an average are more 

prone to owning more than one pet. Plus on the next table, it is visible that females beside 

the fact that on average possess more pets than males they as well spend more money on 

their pets than men are doing. To confirm our findings, a T-test was made where it is 

visible that there is a significant difference in between the two groups. 

 

 

Figure 5. Gender/expenses on pets 
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Figure 6. Chart gender/expenses 

 

Figure 7. T-test gender/expenses on pets 

             

 

 2. Does the relationship status influences the period you owned a pet? 

 

 

Figure 8. Relationship/ how long did you own the pet 



50 
 

 

Figure 9. Chart relationship/how long did you own the pet 

Based on the data we found it is noticeable that people tend to buy new pets or have pets 

for less than a year if they are single and younger. With the changing of their relationship 

status, from single to “in a relationship” to married, the tendency of buying new pets 

decreases. This can be noticed in the table above, where the singles reached the highest 

percentage of all the other groups when it comes to owning pets for less than a year. On 

an average, the more stable you are, the more people tend to have their pets for longer 

than one year indicating that the relationship status can influence whether people are 

prone to get new pets or not. 

 

3. Does age affect the amount of pets a person owns? 

 

Figure 10 Age/how many pets do you own 
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Figure 11 Chart age/how many pets do you own 

It is noticeable from the table and graph above that age is influencing the amount of pets 

people own. The older the people, the more they tend to own more pets on an average.  

Furthermore, with the ageing of the owners, a different pattern is created when it comes 

to their pets. With time people tend to create a specific monthly budget for their pets, and 

over the years instead of an increase in their expenses, the costs remain the same.  

This can have multiple interpretations. The first one is that people might not buy age 

appropriate food for their pets because they get used to one type of food and for this 

reason, they will keep a fixed budget. For companies, this means that it can be tricky to 

increase prices for their products which are targeting specific ages such as old pets.  

On the other hand, it can mean that owners will balance their expenses better without the 

need to invest in new toys or new beds for their pets as they would do at the beginning. 

With the budget they can focus on buying the best food for their pets which means the 

priority would be buying the right food for the age range their pet is in, without regularly 
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investing in new items for their pets, meanwhile staying in an unchanged budget.

 

Figure 12 Chart age/expenses trend over the last year 

 

 

4. Does education influences money spent on the pets.  

 

 

Figure 13 Level of education/expenses on pets 

 

Figure 14 Chart  level of education/expenses on pets 
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Based on the table and the charts above we can interpret that the higher the education 

level, the higher becomes the amount of money they spend on their pets. This confirms as 

well previous studies mentioned in the literature review where it was shown that people 

with a higher education spent more money on their pets as well as they treat them more 

like family members. To confirm even more our findings, the statistical test Anova was 

made, and this one shows that there is a significant difference in between groups. 

 

Figure 15 Anova test on education/expenses on pets 

Further, each question in part two and three of the survey is illustrated below together 

with their mean and standard deviation. The first table shows the pet-owner relationship.  

The first nine questions are analysing if the relationship is a high functional type of 

relation and the remaining ones are analysing if the relation is a high emotional one. For 

the first nine questions, the mean is high which in this case represents that people 

disagree with the statement presented. As mentioned in the theory chapter, due to the 

diversification of the pets’ role, the relationship in between pet and owner changed as 

well. The relationship transformed from a high functional type of relationship to a high 

emotional one. This means people do not use their pets for purposes such as working 

pets, or for reproductive value. But instead it is shown that owners agree more with the 

high emotional status affirmations, and this can be seen from the lower mean, which 

represents their agreement with the statement. The owners' tent to use their pets for an 

anthropomorphic emotional value, meaning they offer human attribution to non-human 

entities, in this case, their pets, so they tend to treat their pets as friends and family 

members, confirming this way the theory.  
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Figure 16 Descriptive statistics part 2 questionnaire  

The second table represents the motivation of purchasing pet food. What is the owner 

motivation to buy a specific brand of pet food or just pet food in general? Maslow’s 

motivation theory was used. As the theory states humans and their needs evolved before 

in times, physiological needs were the most important to satisfy where now it changed. 

For the owners, it is most important to fulfil their social and self-esteem needs. 

Moreover, with the change of attachment which became an emotional one, owners care 

about their pets’ safety and not only about their pets physiological needs.   

The first three questions represent the physiological needs, and it can be seen, the mean is 

very high, this means people disagree with the affirmations. We can interpret that the 

physiological needs are not one of their motivation when buying pet food.  
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The next three questions belong to the safety needs, and it looks from the mean that this 

is the one people agree the most with. The belonging needs include the next three 

questions, and people are on an average somewhat agreeing with them. After the 

physiological needs, the belonging needs have the second highest mean. 

The following needs are the self-esteem needs, and this contains four statements inside. 

Based on the mean people tend to agree with them, this represents the fact that one of the 

motivations why people buy pet food for their furry friends is because they have a desire 

of being accepted and valued by others in the society.  

Last, of the needs, it is the self-actualisation need. This need is not yet as low as the self-

esteem and safety needs, but it is lower than the belonging needs. This can be seen from 

the last three questions. Pet owners somewhat agree to self-actualisation, which means 

the need for personal growth for them and their pets is somewhat existing but, not there 

yet. 

  

Figure 17 Descriptive statistics part 3 Questionnaire 
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5. Data analysis and discussion  

In this chapter, the data will be analysed and interpreted. The raw data will be turned into 

meaningful data through a thorough analysis. Deeper reasoning and interpretation will 

accompany the result. The models introduced in the literature review will help to draw a 

picture on the empirical observation. 

 

5.1 Principal component analysis and reliability analysis. 

Often referred to as factor analysis, PCA is a reduction technique which is used to 

summarise data into smaller sets of data. These smaller sets help to simplify the results of 

the survey, and they are further used in other analysis that follows, such as regression 

analysis and bivariate correlation analysis.   

When conducting a factor analysis, a cumulative percentage it is shown in the analysis. 

The cumulative contribution rate is the sum of the factor values extracted from the factor 

analysis. It can explain the representativeness of the extracted factor to all variables.  

Part two of the questionnaire, which represents the relationship between pet and owner, 

has a cumulative percentage of 54.125% (appendix 1, table 8). For the part three, which 

describes the motivation, the total cumulative percentage was 69% (appendix 1, table 9). 

And finally for the last six question of the part three representing the consumption of 

emerging pet food reached a cumulative percentage of 65.731% with all reaching a 

representative number (appendix 1, table 10). 

For all three factor analyses, the reliability test was made. For all three of them, the 

reliability test was higher than 0.7 offering this way satisfactory results, meaning that the 

data has good internal consistency, as well that the scale was reliable (appendix 1, tables 

11,12,13). Because the reliability test shows a satisfactory result, this means that the data 

can be used for further studies. 
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Component names 

Part two of the questionnaire was separated into two factors by the factor analysis. The 

two elements were named based on Lastovicka and Joachimsthaler (1998) measurement 

of emotional attachment to pets.  The first nine questions were the functional ones, and 

the remaining ones were the emotional ones. This is based on the same measurement and 

study from which the questions were created. As the theory shows, there are two types of 

attachment, the functional type of attachment and the emotional type of attachment. 

Seeing the separation of the factor analysis, this confirms the fact that indeed there are 

two types of attachment. 

Like in the questionnaire, the factor analysis separated part three into five components 

which we named based on Maslow's motivation theory as following: belonging, safety, 

self-esteem, self-actualisation, physiological. The factor analysis separated the last six 

questions of part three from the questionnaire into two groups. These two groups were 

names Rational and Irrational. 

 

5.2 Pearson correlation. 

Pearson correlation it is used to measure how strongly the variables relates to each other. 

In other words, if elements from our questionnaire are influencing each other, which will 

lead to confirmation or rejection of the hypothesis created. The correlation coefficients 

are often used to describe data as it is easy to use and offers a high amount of 

information. 

Hypothesis 1. The demographic characteristics of owners have an influence over the 

relationship between pet and owner.  

To test the hypothesis of the study, Pearson correlation was used. For the first hypothesis, 

it is mentioned that demographic characteristics such as gender, relationship status, age, 

education level and family situation can influence the relationship between owner and 

pets. Based on the result of the Pearson analysis it is shown that there is no significant 

correlation. Previous studies found out that demographic characteristic such as age, 
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gender, relationship status, can influence the type of attachment, but in the case of this 

study, it is found out that demographic does not alter the attachment.  

It can be seen in the table below that there is no significant correlation between 

functional and emotional components, which represents the relationship in between pet 

and owner, and the demographics. This means that any of those characteristics do not 

influence the relationship in between pets and owners. The attachment of owners towards 

their pets will not change based on the demographic characteristics. So the 1ts hypothesis 

is rejected. 

 
Figure 18 Correlations hypothesis 1 

 

Hypothesis 2. Changes in the economic characteristics of the owners will have a 

positive or a negative influence on their relationship with their pets. 

The second hypothesis states that any change in the economic status of the owner such as 

occupation, which can bring a higher or a lower income, as well as position in a specific 

job, living situation and monthly income, can influence the relationship between owner 

and pet. As mentioned in the theory chapter, previous studies show that changes in the 

economic characteristic of the owner can affect the type of attachment and consequently 

the relationship in between pet and owner. 
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Pearson correlation test indicated that these factors could indeed influence the 

relationship in between pets and owners.  

Occupation is influencing the functional part of the relationship and the same does the 

position that the respondent occupies in the company. The current living situation is 

affecting both the functionality and the emotional part of the relationship.  

Important is the income of the owner, this one influencing negatively the functionality, 

which means if the income of the owner decreases the functionality increases and vice 

versa. When the income is higher people will treat their pets less like a high function type 

of relationship where the pet is raised for defence or reproductive value, but instead, the 

pet will be treated more like a family member. 

Based on these results we accept the second hypothesis, which means that economic 

characteristics of the owner and changes in these will lead to a change in the relationship 

in between pet and owner.  

 

Figure 19 Correlations hypothesis 2 
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Hypothesis 3: The relationship between owner and pet has a positive or a negative 

influence over the motivation to purchase or not pet food. 

The third hypothesis states that based on the relationship that pet and owner have, which 

can be highly functional or high emotional relationship as defined in the theory part, can 

influence the motivation of the owner to buy or not pet food for their pets. The same 

theory was used in creating part two of the questionnaire. 

It can be noticed that all five variables such as belonging, safety, self-esteem, self-

actualisation and physiological are influenced by the functionality and emotional type of 

relationship.  

The high functionality relationship affects all variables except the safety which is only 

affected by the high emotional relationship. The more owners care about their pets and 

consider them as family members, the more they care about their safety.  

On the other hand, the emotional type of relationship is influencing the physiological 

need negatively. Due to an increase in emotions towards their pets and with the status 

changing from training or reproductive value to a family member, the physiological 

needs are decreasing.  

The purpose of the owner is not only to feed the pet just because their pets need to eat to 

survive, but they start caring about their safety more and about the quality of their pet 

food, so the motivation behind the purchasing of pet food is changing as well.  

This is why when the emotional status increases the physiological decreases and the 

safety increases. Vice versa to this, if the functionality of the pet rises, so the pet is not 

considered as a family member but more as a mean to make money or to keep the owners 

safe, then the physiological needs increases. Meaning their owners care only to keep the 

pet alive so the motivation is to feed them everything they can afford, from leftovers to 

the cheapest pet food.  

Based on these findings we confirm the thirds hypothesis, which says that the 

relationship types in between pet and owners, being it functional or emotional affects the 



61 
 

motivation to purchase pet food and the kind of pet food that is purchased. 

 

Figure 20 Correlations hypothesis 3 

 

Hypothesis 4: The relationship between owner and pet has a significant impact on 

emerging types of pet food and the consumption of these. 

Last, this hypothesis states that the relationship between owner and pet can influence the 

purchase of the emerging pet foods such as organic pet food, or foods which are 

specialised for specific disorders such as pets with digestive or kidneys problems.  

The Pearson test shows that there is a correlation between the relationship and the two 

variables which represents the purchasing of emerging pet foods, also called rational and 

irrational variables. Functional and emotional type of relationship influences both the 

rational and irrational variable. The more functional the relationship is, the more both 

rational and irrational variables are affected. It means owners will both rationally 

purchase emerging pet foods as well as in an irrational way.  

On the other hand, the more emotional the relationship is, the more irrational the 

purchase of emerging pet food becomes, as feelings are the primary motive, and the less 

rational the purchase becomes. 
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Based on the results of the Pearson test we accept the fourth hypothesis, and we confirm 

that indeed the relationship in between owners and pets influences the purchase of 

emerging type of pet food such as organic and specialised pet food. 

 
Figure 21 Correlations hypothesis 4 

 

5.3 Multivariate regression analysis 

Regression analysis allows us to analyse relationships between two variables, a depended 

and an independent variable. The dependent one is usually the outcome we care most 

about, where the independent one is typically the instrument to achieve that outcome 

(Pallant, 2013). In this case regression analysis was used to confirm that indeed there is a 

correlation or not in between our hypothesis variables, as well to verify the results of 

Pearson test. So we are checking if the independent variables have a significant 

relationship with the dependent variable. 

First variables were the demographics and if these are influencing the relationship in 

between owner and pets. This means that the dependable variable will be called 

functionality from high function relationship, and emotion from the high emotional 

relationship.  

As it can be seen in the figure number 22(appendix 2), the majority of the constants such 

as gender, age, family situation are not significant, meaning there is no correlation in 
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between the factors proving the finding from Pearson. The only factor that is significant, 

and shows a relationship between, is the marital status. But because in Pearson analysis 

shows no correlation, it means that this relationship is too weak to be taken into account. 

The same situation is valid for the next dependent variable called Emotional (figure 23, 

appendix 2), where all the variables besides the family situation are non-significant. The 

regression analysis shows that only the family situation has a relationship with the 

emotional status of the pet, but because in Pearson does not show any relationship, we 

assume again that the correlation in between these two variables is too weak.  

The next independent variable is the economic characteristics of owners, and we want to 

see if this has a relationship with the functional type of relationship or the emotional one. 

First dependent variable to be tested is the functionality one. For this one, the occupation 

and monthly cost show that there is a relationship as Pearson shows as well. The nature 

of the job and current living situation shows no significant association with the 

dependable variable, which is also shown in the Pearson as a weak correlation (appendix 

2, figure 24). The economic factors are showing the same relationship and results as they 

show in Pearson analysis, which confirms the acceptance of our hypothesis.  

Next dependent variable will be the emotional one in relationship with the economic 

factors, and the relationship between these two are studied to see if they confirm the 

acceptance of the hypothesis. For this regression analysis, all the elements show the same 

result as the Pearson. The only variable to influence the emotional type of relationship is 

the living situation of the owner (figure 25, appendix 2). Again the Pearson analysis is 

confirmed which means that the acceptance of hypothesis two is justified. 

The next variables to be tested are the variables from hypothesis three and four towards 

the functional type of relationship and the emotional type of relationship.  For the third 

hypothesis, all research variables such as belonging, safety, esteem, self-actualisation, 

and physiological resulted in the regression analysis significant towards both functional 

and emotional type of relationship confirming the results from Pearson analysis (Figure 

26,27 appendix 2).  

The same goes for the fourth hypothesis where the dependent variables, the functional 

and emotional ones were tested against the rational and irrational variables which are 

representing the new emerging foods such as organic food. The regression analysis 
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shows that there is a relationship in between owner/pets relationship being it high 

functional one or high emotional one and the motivation of buying emerging pet foods 

(Appendix 2, Figure 28,29). With the regression analysis, we confirmed the findings in 

Pearson analysis, which justifies the acceptance or rejection of our hypothesis. 

 

5.4 Discussion of findings.  

Through the first research question, the authors wanted to find out if attachment can 

affect the owner’s motivation when purchasing pet food for their furry friends.  But 

before finding out that, the authors wanted to discover if the demographic factors can 

influence the owner’s attachment towards their pets. The variables, and how those are 

affecting the attachment, were studied throughout the first two hypotheses.  

The majority of factors such as age, relationship status, gender, and education level did 

not influence the owner’s attachment towards their pets. The only elements that seem to 

have a certain influence on the attachment are income and occupation. These factors 

appear to influence the functionality part of a relationship making it more functional or 

less functional. That means the higher the functionality of a relationship the more owners 

see their pets as an income mean or just as a symbol. Other factors such as living 

situation and job position have a weak correlation which means that their influence on the 

attachment it is not perceptible. 

After all the elements that can influence attachment were discovered, next step was to see 

whether the attachment affects the motivation in purchasing pet food. To do that the third 

hypothesis was created. The findings show that there is a relationship and indeed 

attachment, more precise the type of attachment the owner has with their pet, is 

influencing the kind of motive when purchasing the pet food.  

If the attachment it more functional type, then the motives when purchasing food are the 

physiological motives, which will ensure the survival of the pet, and belonging purpose 

also called social need. In this case, the pet will be more as a symbol, so the motive when 

purchasing pet food will be the desire of the owner to be accepted by the other people in 

society. He/she will buy specific food for their pets to fit and create relationships with 
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other owners. If the relationship with their pet is more of an emotional one, where the 

attachment it is stronger towards their pets, and they see their pets more like a family 

member, then the motives when buying their pet food changes.  

The motive becomes more about safety. This means their pet safety is paramount, so 

establishing a specific dietary program will be the primary motive. Beside safety other 

motives such as self-esteem and self-actualisation can be influenced both by a stronger 

attachment towards their pets as well as a stronger functionality.  

Self-esteem and self-actualisation are both higher motives where the owner seeks 

prestige, status, attention from their peers. But even though these two factors are more 

about the life improvement of the owner both kind of attachments can influence the 

purchase. When the attachment is higher the owner does care about himself, but he starts 

to see the pet as part of his image, so he wants self-actualisation for their pets as well. 

And that is when the idea of “I want my pet to eat as good as I do “comes into play. The 

same goes for lower attachment, even though they might not see their pets as family 

members the owners seek approval, attention and appreciation from their peers, and a 

way of reaching it is by treating their pets at the best they can with the best food they can 

offer. 

These findings answer our first research questions and show that indeed attachment can 

influence the motives of owners when buying pet food.  

The second research question went more in details and wanted to explore if the 

attachment and differences in this one can influence the purchase of emerging pet foods 

such as high-end pet food, specialised and healthier food like organic pet food.   The 

results show, that yes, the attachment can influence the purchase of emerging foods, 

depending on the type of relationship.    

The purchase of the high-end type of pet food or specialised pet food can be divided into 

a rational kind of purchasing or an irrational one. The rational one relates more to the 

functional type of attachment. The more the relationship becomes functional where the 

pet is mostly used for extra income or as a symbol the more the purchase becomes 

rational.  
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The rationality has a negative relationship with the emotional type of relationship. This 

means the more the attachment increases, the less rational the purchase becomes. As for 

the irrational kind of purchase, it seems it has a positive relation with both two type of 

relationships. This means that the owners will buy high-end products irrationally because 

they love their pets but as well rationally because their pets represent them.  

The findings and answer from the fourth hypothesis give us a solution to our second 

research question, and proofs that attachment and variations in this one can influence the 

purchase of the high-end and specialised type of pet food such as organic pet food. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



67 
 

6. Conclusion  

In this chapter we will summarise the entire research experience, pulling out all the 

essential ideas together. Furthermore, limitations of the studies and suggestions for 

further research are going to be presented. For the last part, managerial implications for 

pet food companies are as well going to be displayed. 

6.1 Conclusion 

The purpose of this study was to contribute with knowledge about owner’s attachment 

towards their pets and how is this influencing their motives when purchasing pet food 

and emerging types of pet food such as organic pet food.  Based on the purpose of the 

research two research questions were created. The first one wanted to find out whether 

there is a relationship in between attachment and motivation and if the attachment is 

affecting the motivation of the owners when purchasing pet food.  

The second research question explored whether the differences in the owner/pet 

relationship affect the owner purchasing behaviour when it comes to high end, 

specialised and healthier pet food. With the aim of achieving the purpose and answer our 

research questions, an overview of previous studies and theoretical framework was 

created.  The previous studies helped in getting an overview of the changing roles of pets 

and what pets mean to their owners.  

The theoretical framework was constructed using the consumer decision-making model 

such as SOR model and Howard Sheth model; furthermore, Maslow's hierarchy of needs 

was as well used. In order for the authors to answer the research questions, four 

hypotheses were proposed. 

With the use of all these theories and with the creation of the hypotheses it was possible 

to create a questionnaire which helped in answering the research questions as well as 

answering the hypotheses generated.  

With the use of various analyses in SPSS three hypotheses were confirmed and one 

rejected, which brought us the answer to the research questions.  
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The research concludes that there are two types of relationship in between owners and 

pets a functional one and an emotional one. In the emotional kind of relation, the 

attachment plays a stronger role in the decision. The majority of demographic 

characteristics are not influencing attachment beside income and occupation of owners.  

Furthermore, the study confirms that attachment can influence the motivation of owners 

when purchasing the pet food. The motivation behind the purchase was divided into 

safety reason, physiological reason, belonging reason, self-esteem, and self-actualisation 

motives. The study confirms as well that attachment which plays a vital role in the type 

of relationship owners and pets have, influences as well the purchase behaviour of 

emerging types of pet food such as high-end food, more functional food and healthier 

food such as organic pet food.  

The research achieved its purpose in investigating whether the attachment and the type of 

relationship owners and pets have will influence the motive. And how is attachment 

affecting the motives when buying pet food as well as emerging pet foods. Furthermore, 

the research shows that most demographic characteristics are not influencing the type of 

relationship owners have with their pets. 

 

6.2 Limitation of the study and further research  

First, the limitations of the study are going to be presented. To begin with, the subjects of 

this study are the owners of dogs and cats. Although 260 copies of valid questionnaires 

were collected, the breadth of the sample was not enough to cover all demographic 

options. There were just a few respondents in the elderly group; therefore the research 

could not go in depth enough on this group. 

Although we controlled the length and the time spent by the respondents on the 

questionnaires with the help of pre-testing phase, the questions could be divided even 

more by different hypothetical questions, and with appropriate sequence adjustments, it 

will help improve the questionnaire reliability as well as the fill-in experience. 

From the result of factor analysis, the cumulative contribution rate of the second part of 

the questionnaire is relatively low. Therefore in the future study, the number of questions 
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should be increased and combine the questions with strong correlation from the second 

part, so that a higher cumulative contribution rate will be obtained. 

Even though the survey was not only distributed in one place but in multiple groups, the 

answers were still mainly collected on pet forums and hobby groups on social media. 

Furthermore, the convenient sampling method may not show the actual situation of the 

pet keeping group maximised. 

Further Research Suggestions 

Since the research is based on China's high-speed economic development and 

urbanisation background, future studies could be horizontal studies on urban-rural 

comparisons to observe the influence of urbanisation on pet consumption, or compare 

with different levels of urbanisation, to have a better understanding on how the economic 

development impacts the consumption for pets.  

Furthermore, in addition to the questionnaire survey, an in-depth interview could be a 

suitable method for further study and adjust the contents of the questionnaire based on 

interview result. This way we can understand more of the owners’ in-depth ideas, such as 

why the owner would spend so much money on products for their pets, how they interact 

with their pets at home, and how much would they pay for extra services such as medical 

expenses. This will optimise the questionnaire design, make it easier for owners to 

answer, and also help to understand the owner's consumer behaviour better. 

Moreover, this study has reduced the pets range to cats and dogs. These two types of pets 

are currently the most popular among all species. However, the recent rise of other pets 

such as rabbits and hamsters are also worth studying. 

As pets receive more and more attention, the corresponding pet industry has gradually 

increased, such as pet grooming, pet hosting, medical care and even funeral services. 

There might be a difference between the consumption of service and food as well as their 

influencing factors. Further research on the pet industry can help understand consumer 

behaviour more. 
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6.3 Managerial implications 

The leading group visible in the answers from the survey is the group which includes the 

people who are single; they are the ones who are more willing to own new pets. 

Moreover, the consumption of goods for pets will grow steadily over time, and expenses 

will increase as well, so young consumers around 25-30 years old are the new growth 

points for pet food companies;  

Respondents are very concerned about food safety, such as age-appropriate, palatability, 

its healthiness and brand image etc. Therefore, when a kind of pet food is new on the 

market, safety and healthiness are the essential marketing factors. Indicating in a clear 

manner the place of production and the food ingredients, would help consumers feel at 

ease and effectively attract them to consume;  

According to the survey, the owner’s economic status is significantly related to the 

relationship in between pets and owners. Also, the connection in between pets and 

owners is substantially related to the consumer behaviour. However, when facing the 

emerging or high-end products, consumers are still mainly responding with a rational 

attitude. Therefore, a sincere and transparent approach is fundamental when marketing a 

new pet food product. For example, participating in online assessment, corporate open-

day and public production process can all be effective ways to enhance brand image and 

user engagement.  
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Appendix 1 

 

factor analysis of the relationship between owners and pets 

Rotated Component Matrixa   

 

Component   

functionality emotional cumulative KMO 
My pets are mainly used to 

breed offspring to make money 
0.780  

29.321 

0.881 

My pet is mainly for my 

assistance (hunting, guild dog, 

sport, working animals) 

0.771  

My pet is mainly to win the pet 

competition 
0.766  

My friends like my pets 0.739  

My pet is mainly to deal with 

intruders (cats responsible for 

mice, dogs responsible as 

gatekeeper) 

0.733  

My pet is mainly to keep my 

kids accompany 
0.717  

My pet makes me physically 

and mentally fit 
0.680  

I keep pets as a hobby 0.678  

I can make more new friends 

who love cats and dogs by 

raising my pet 

0.674  

I think pets are lovable  0.819 

54.125 

When a pet dies, it makes us 

feel as sad as family member 

passed away 

 0.789 

We are very aware of the 

health of pets 
 0.759 

Having pets makes my family's 

atmosphere better 
 0.740 

Pet is not only an animal, we 

treat pets as a child who needs 

care and educate 

 0.730 

My pet can keep me 

accompany during travelling, 

eating, shopping 

 0.620 
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My pet can fill the emptiness of 

lacking child (no child or child 

has grown up) 

 0.557 

My pet is free to choose where 

to sleep (including sleeping 

with us) 

 0.547 

Extraction Method: Principal Component Analysis. 

Rotation Method: Varimax with Kaiser Normalization. 
  

a. Rotation converged in 3 iterations. 
 

 

Table 8 Factor analysis on the relationship between owners and pets. 

 

factor analysis of the motivation of pet food purchase 

Rotated Component Matrixa   

 

Component   

Belonging Safety Esteem 
Self-

actualization Physiological 
Cumulative 

% KMO 
I buy pet food because 

it is more prominent in 

the store 

0.835     

17.546 

0.853 

I buy pet food because 

I see or hear it 

regularly 

0.815     

I buy pet food because 

expert or vet 

recommend it 

0.791     

I will try to buy the 

newest pet food on the 

market for my pet 

0.636     

My pet can eat home 

leftovers, we do not 

need to buy pet food 

 -0.771    

33.658 

I buy pet food because 

my pet is healthy and 

age-appropriate 

 0.762    

I buy pet food out of 

trust in the brand 
 0.737    

I buy pet food because 

of my pet love to eat 
 0.670    

I buy pet food because 

fancy brand will help to 

promote my image 

  0.813   

49.312 

I will buy higher price 

but nutritionally 

balanced food 

  0.716   

I will buy special health 

care or organic pet 

food 

  0.693   

For my pet’s health, I 

will buy slimming or 

low calories pet food 

  0.600   
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My pet does not like to 

eat pet food, I will cook 

special pet food for 

them 

   0.809  

59.984 

I want my pet’s food as 

good as what I eat 
   0.739  

My pet food because it 

is easy to feed 
    0.910 

69.004 
I buy pet food because 

it is cheap 
    0.633 

Extraction Method: Principal Component Analysis. 

Rotation Method: Varimax with Kaiser Normalization. 
  

a. Rotation converged in 7 iterations. 

  

Table 9 Factor analysis on the motivation when purchasing pet food 

 

factor analysis of the emerging pet food consumption 

Rotated Component Matrixa 

 

Component   

rational irrational Cumulative % KMO 
I will buy special health care or 

organic pet food 
0.859  

37.433 

0.792 

I will buy higher price but 

nutritionally balanced food 
0.857  

For my pet’s health, I will buy 

slimming or low calories pet food 
0.683  

I want my pet’s food as good as 

what I eat 
0.629  

My pet does not like to eat pet 

food, I will cook special pet food 

for them 

 0.882 

65.731 
I will try to buy the newest pet food 

on the market for my pet 
 0.671 

Extraction Method: Principal Component Analysis. 

Rotation Method: Varimax with Kaiser Normalization. 
  

a. Rotation converged in 3 

iterations. 
  

  

Table 10 Factor analysis on emerging pet food consumtion 
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Reliability Statistics 

Cronbach's Alpha 

Cronbach's Alpha 

Based on 

Standardized Items N of Items 
0.782 0.787 17 

Table 11 Reliability test on the relationship between owners and pets 

 

 

 Reliability Statistics 

 Cronbach's Alpha 

Cronbach's 

Alpha Based 

on 

Standardized 

Items N of Items 

 0.814 0.804 16 

Table 12 Reliability test on the motivation when purchasing pet food 

 

 

 

 

Reliability Statistics 

Cronbach's Alpha 

Cronbach's Alpha 

Based on 

Standardized 

Items N of Items 
0.784 0.788 6 

Table 13 reliability on emerging pet food consumption 
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Appendix 2 

 

 
Figure 22. Regression analysis. Hypothesis 1 functionality 

 

 
Figure 23 Regression analysis hypothesis 1 emotional 

 
Figure 24 Regression analysis hypothesis 2 functionality 
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Figure 25 Regression analysis hypothesis 2 emotional 

 
Figure 26 Regression analysis hypothesis 3 functionality 

 

 
Figure 27 regression analysis hypothesis 3 emotional 
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Figure 28 regression analysis hypothesis 4 functionality 

 

 
Figure 29 regression analysis hypothesis 4 emotional 
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Appendix 3 

宠物食品调查 

Survey of pet and pet food consumption 

 

亲爱的铲屎官: 

你好!这是一个关于宠物饲养关系和宠物食品之间关系的学术调查。本调查问卷主要以广州市饲养

猫狗宠物的饲主为调查对象,问卷结果仅作为学术参考,绝不对外公开资料,诚挚地感谢您填写此问卷

:) 

Dear pet owner: 

Hello there! This is an academic survey study about the relationship between the consumption of 

pet food and your attachment towards your pet. This questionnaire is mainly for pet owners of 

cats and dogs who lives in Guangzhou, and the results is confidential only for an academic 

reference. I sincerely thank you for completing this questionnaire :) 

 

问卷第一部分：宠物的基本资料 

Questionnaire Part 1: basic information of pet 

 

1.请问您目前饲养的宠物的种类  

1. What kind of pet are you currently raising? 

○狗 Dog ○猫 Cat ○猫狗双全 Both 

 

2.请问您目前饲养的宠物数量为 

2. the amount of your pet is 

○一只 one ○两只 two ○三只 three ○四只 four 
○五只或以上 five or 

more 

 

3.请问您饲养宠物多少年了?  

3. How long have you kept pets? 

○不满1年 less than a year ○1年 1 year ○2年 2 years 

○3-5年 3-5 years ○5-10年 5-10 years ○10年以上 10 years or more 

 

4.请问您目前饲养的宠物是如何获得的 [多选题] 

4. How did you get your current pet? (multiple) 

□动物救助机构认养Animal bureaus 
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□捡到的Adopted 

□别人给的Gift from someone 

□宠物店购得Pet shop 

□繁殖场购得Purchased from a breeding ground 

□向熟人购买Purchased from an acquaintance 

□其他Other 

 

5.请问您的宠物每只每月平均花费总金额(人民币)  

5. What is the average monthly cost on your pet? (RMB) 

○50元以下 less than 50 RMB 

○50-100元 50-100RMB 

○100-200元 100-200RMB 

○200-300元 200-300RMB 

○300-500元300-500RMB 

○500-1000元 500-1000RMB 

○1000元以上 more than 1000 RMB 

 

6.请问这一年来, 您对宠物的花销是否有所改变  

6. Whether there was any change in your pet's cost over the year 

○增加Increase  ○减少Decrease ○没有改变No change 

 

问卷第二部分:宠物饲主与宠物关系 

(以下的问题是想了解您经过一段时间的饲养后,您与宠物的关系是否有所改变) 

Questionnaire Part 2: Pet Owner-Pet Relationships  

(The questions below are to find out if your relationship with your pet has changed after you have raising your pet for a period) 

 

 

非常同意 

Very 

agree 

同意 

Agree 

有点同意 

Somewhat 

agree 

有点不同意 

Somewhat 

disagree 

不同意 

Disagre

e 

非常不同意 

Very 

disagree 

我的宠物主要是为了对付入侵者 

(猫抓老鼠, 狗负责看门) 

My pet is mainly to deal with intruders (cats 
responsible for mice, dogs responsible as 

○ ○ ○ ○ ○ ○ 



90 
 

gatekeeper) 

我的宠物主要是为我提供协助 

(打猎, 导盲, 运动, 工作动物) 

My pet is mainly for my assistance (hunting, guild 

dog, sport, working animals) 

○ ○ ○ ○ ○ ○ 

我饲养的宠物主要为了繁殖后代用以销售赚钱 

My pets are mainly used to breed offspring to make 
money 

○ ○ ○ ○ ○ ○ 

我饲养的宠物主要为了参加比赛得奖 

My pet is mainly to win the pet competition 

○ ○ ○ ○ ○ ○ 

我饲养的宠物主要是因为给小孩作伴 

My pet is mainly to keep my kids accompany 

○ ○ ○ ○ ○ ○ 

我的朋友都喜欢我的宠物 

My friends like my pets 

○ ○ ○ ○ ○ ○ 

我的宠物让我身心更健康 

My pet makes me physically and mentally fit 

○ ○ ○ ○ ○ ○ 

我借饲养宠物可以认识更多喜爱猫狗的新朋友 

I can make more new friends who love cats and 

dogs by raising my pet 

○ ○ ○ ○ ○ ○ 

我饲养宠物是出于兴趣 

I keep pets as a hobby 

○ ○ ○ ○ ○ ○ 

我觉得宠物很讨喜 

I think pets are lovable 

○ ○ ○ ○ ○ ○ 

我的宠物可以填补小孩带来的空虚感(未生小孩或小

孩已长大) 

My pet can fill the emptiness of lacking child (no 

child or child has grown up) 

○ ○ ○ ○ ○ ○ 

我的宠物可以陪我一起旅游, 吃饭, 逛街 

My pet can keep me accompany during travelling, 

eating, shopping 

○ ○ ○ ○ ○ ○ 

饲养宠物让我家的气氛变得更好 

Having pets makes my family's atmosphere better 

○ ○ ○ ○ ○ ○ 

我们注意宠物的健康 

We are very aware of the health of pets 

○ ○ ○ ○ ○ ○ 
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我的宠物可以自由选择睡觉的地方(包括和我们睡在

一起) 

My pet is free to choose where to sleep (including 

sleeping with us) 

○ ○ ○ ○ ○ ○ 

宠物不仅是动物, 我们把宠物当孩子一般呵护, 教养 

Pet is not only an animal, we treat pets as a child 

who needs care and educate 

○ ○ ○ ○ ○ ○ 

当宠物过世会让我们感到失去家人一样的难过 

When a pet dies, it makes us feel as sad as family 

member passed away 

○ ○ ○ ○ ○ ○ 

 

第三部分:购买宠物食品的消费行为及动机 

Questionnaire Part 3: the consumer behaviour and motivation of pet food 

 

非常同

意 

Very 

agree 

同意 

Agree 

有点同

意 

Somew

hat 

agree 

有点不同意 

Somewhat 

disagree 

不同意 

Disagre

e 

非常不同意 

Very 

disagree 

我的宠物吃家里的剩饭即可,不用购买饲料 

My pet can eat home leftovers, we do not need to buy 

pet food 

○ ○ ○ ○ ○ ○ 

我的宠物吃饲料因为喂食方便,简单 

My pet food because it is easy to feed 

○ ○ ○ ○ ○ ○ 

我购买宠物饲料因为便宜 

I buy pet food because it is cheap 

○ ○ ○ ○ ○ ○ 

我购买宠物饲料因为我的宠物健康并且年龄适合 

I buy pet food because my pet is healthy and age-

appropriate 

○ ○ ○ ○ ○ ○ 

我购买宠物饲料是因为宠物爱吃并且吃的习惯 

I buy pet food because of my pet love to eat 

○ ○ ○ ○ ○ ○ 

我购买宠物饲料是出于对品牌的信任 

I buy pet food out of trust in the brand 

○ ○ ○ ○ ○ ○ 

我购买宠物饲料是因为它摆在商店里比较显眼的地方 

I buy pet food because it is more prominent in the store 

○ ○ ○ ○ ○ ○ 

我购买宠物饲料是因为经常看到或听到它的广告 

I buy pet food because I see or hear it regularly 

○ ○ ○ ○ ○ ○ 
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我购买宠物饲料因为高级的牌子会提升我的形象 

I buy pet food because fancy brand will help to promote 

my image  

○ ○ ○ ○ ○ ○ 

我购买宠物饲料因为专家或医生推荐的 

I buy pet food because expert or vet recommend it 

○ ○ ○ ○ ○ ○ 

我会购买价位比较高但注重营养均衡的饲料 

I will buy higher price but nutritionally balanced food 

○ ○ ○ ○ ○ ○ 

我会购买专用的保健或有机的宠物食品 

I will buy special health care or organic pet food 

○ ○ ○ ○ ○ ○ 

我会尝试购买新上市的宠物食品给我的宠物 

I will try to buy the newest pet food on the market for my 

pet 

○ ○ ○ ○ ○ ○ 

我的宠物不爱吃饲料,我会专门做宠物的饭给它吃 

My pet does not like to eat pet food, I will cook special 

pet food for them 

○ ○ ○ ○ ○ ○ 

为了宠物的健康,我会专门购买减肥或有功能性的饲料 

For my pet’s health, I will buy slimming or low calories 

pet food 

○ ○ ○ ○ ○ ○ 

我想让我的宠物和我吃一样好的东西 

I want my pet’s food as good as what I eat 

○ ○ ○ ○ ○ ○ 

 

第四部分:饲主的基本资料 

Questionnaire Part 4: The basic information of pet owner 

 

1.请问您的性别是 What is your gender: 

○男 Male ○女 Female ○其他Other 

 

2.请问您的婚姻状况是 What is your marital status: 

○单身single 
○恋爱in a 

relationship 
○已婚married ○离婚divorced ○丧偶widowed 

 

3.请问您的年龄是 What is your age? 

○20岁以下Less than 20 years old 

○20-25岁20-25 years old 
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○25-30岁25-30 years old 

○30-40岁30-40 years old 

○40-50岁40-50 years old 

○50-60岁50-60 years old 

○60岁以上More than 60 years old 

 

4.请问您的家庭状况为: Your family situation is as follows: 

○无小孩No child 

 

○有小孩(未满七岁) Child (under 7 

years old) 

○有小孩(七岁以上) Child (over 7 

years old) 

○有小孩(已经独立并与父母同住) Child 

(Economically independent and 

alone Live with parents) 

○有小孩(已经济独立并不与父母同住) 

Child (Economically 

independent and living without 

parents) 

 

 

5.请问您的教育程度 What is your education level: 

○初中Middle school 

○中专 Vocational school 

○高中 Gymnasium  

○大专College 

○本科Bachelor 

○硕士Master 

○博士PhD or higher 

 

6.请问您的职业为 What is your occupation: 

○公务员civil 

servants  

 

○教育人员

educators 

○医疗机构人员

medical 

institutions 

○商业雇员

commercial 

employees 

○金融业financial 

industry 

○制造业

manufacturing, 

agricultural 

services 

○农业 agriculture 
 

○服务业 service 
○自由职业者

freelancers 
○退休retirees 

○待业 

unemployed 
○其他other 
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7.请问您的工作性质为 What is the nature of your job: 

○企业主Business Executives  

○中高层管理人员Senior Management 

○技术中高层主管Technical Senior Executives 

○办公室职员Office Staff 

○服务人员Service staff 

○技术员Technicians 

○其他Others 

 

8.您目前的居住情况是 Your current living situation is: 

○自有住所 

I own the place I live 
○租房rental ○宿舍dorm ○其他other 

 

9.请问您的每月可支配金额为（人民币） What is your monthly cost (RMB): 

○3500以下 

3500 or less  
○3500-5000 ○5000-8000 ○8000-12000 

○12000-20000 ○20000-30000 ○30000-50000 
○50000以上 

50000 or more 
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Appendix 4 

 

 
Figure 30 Extended version of Howard model 

 


