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The adorable pets attract more and more young people, and Chinese pet economy is rising.

According to the data, the amount of Chinese pet dogs has been reached at 27,400,000 and the average
number of keeping pets in cities is around 11%. As the big country of keeping pets, China has ranked at the
third place all over the world. The large amount of pets breeds an amazing market scale. In 2017, Chinese
pet market had reached 147billion RMB, and it' s estimated that the market would come up to 167.8

billion in 2018. In addition, within the future 3 to 5 years, the pet industry will keep the rise at more than

20%. —

This earth-shaking change is rooted in the rapid development of mainland economy and the continuous /\/\/ ‘
increase of people’ s living condition. People’ s attitude towards pets and the way of keeping pets are /“ 4

transferring. Rather than taking pets as toys or entertainments, people more regard pets as families. Then

based on JD' s big data and data from the pet industry we will analyze the whole domestic pet market.
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Through studying the consumers’ genders, ages, places,
occupations, income, education backgrounds, types of keeping pets,
purchasing categories, consumption views, key words of searching,
reasons of keeping pets, the consumers are divided into different

types and attributes and tags of them are exacted out.
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Compared with the changes of places, genders, ages and income

reflects the trend changes of pet consumers.
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Pet Industry Overview




Development Status of Chinese Pet Industry

2012-2017EFE T HIFERET XA , S SIEKIATI34.63% |, EK+HTE, IE
F11201 7 F P E YT iIF AR 14701Z7T , BEEE20.5%, RERERRERT
Q1| ISR RTE | (BIABRIEE T 20%MEE , 5FSET IR,

Chinese pet market was enlarging from 2012 to 2017, average year
compound growth was 34.63%. According to the statistics, the market size of
Chinese pet industry reached at 147 billion RMB, the year-on-year growth is
20.5%. Though recent years the pet market were experiencing the slowdown,
it still keeps the growth of over 20%, higher than the average speed of retail
industry.
HERRENERER  FESERSEER. (BYRBRKRS THTERSR
QI ERUSTHRE) BR  FNFI2021 5 |, fEFBSERELET T | FiHEsE
KL% , BYHIZEEREHE  EAFIEKEN16.6%.

Consumption is upgraded with more emotional needs, continuous growth of

penetration rate of keeping pets. “Market research and investment forecast
analysis report of pet products and service industry” demonstrates that in 2021,
the rate of keeping pets in cities will reach at 19%. The market capability will

double and the compound annual growth rate will be 16.6%.
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Pet market scale forecast
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In 3 to five years, the pet industry will continue its high speed of growth. It is estimated that Chinese pet market would be 167.8 billion RMB
in 2018, and break through 250 billion RMB in 2022.
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Remarkable growth of online pet consumption

FEIEIN LHORFF IR | EETLEBF W NTES | FFELER, BRTEIR
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KEMER,

HThe fashion of keeping pets rose from the end of last century. The pet industry experiences
from zero to one and becomes prosperous gradually. Compared with the mature pet
market abroad, though Chinese pet market started late, it still keeps developing rapidly.
Now we are in a fast development stage.

MEEERBYEFHEF R  BEENESmRE LEYIEELDNNESEERENS, 7R
REWERR , 20155F-2018FRAFA £ |, BB ZRRIFE100%A LAEK , BEAFER L

H FHrass,

With the upgrade of domestic pet consumption, consumers more prefer to the high-quality

online pet consumption. According to JD' s big data, pet consumption keeps the growth

of 100% and holds the steady rising tendency.
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Hal , LETREAAENE RS CHREEWERTOP3REZE, With the rising of pet market, there exists a “pet chain” , that connects pet breeding,
pet trade, pet food, home supplies, health care, pet grooming, pet training and pet insurance, etc..

* HESTTOPS Bk & SEETOP3R , —

Sales Top 5 Categories Repurchase Rate TOP3 )L iHZE X2 STV RS an © A2 Rk R
%%j{*ﬂ Eﬁﬁ@ Consumers have relied on purchasing pet products online
Pet Staple food Healthcare
KEBR EMER
Home supplies Pet Staple e

© Kix © =XEHH ‘a
Aquarium Home Supplies

O EfrRiE
Healthcare

o EMTR “ g
Pet Snacks
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Rank list of online consumption categories(1)
MEEBMERNKFN EFEAREST |, SkiSHNEYERESAIZRANERYHRMIEIL "RA" REVEELI.
20174 , HES8NHFABRESBELZWIEE , 281 , BYRMENMENREMMFPSITHRNES , MEFXARNASFRMEEEHEFR , BYRmHDEE
AUrdh{L. As the income level of pet owners goes up and the roles of pets have been transferred, more and more pet owners would like to spend
money on providing the pets with the better living condition like their families. In 2017, 88% families would like to spend money on pets. Now the
brands and types of pet supplies are diversified. As the consumption upgrade, the pet supplies are classified according to different market needs.
BRIEWE ™  BUESEMATEREARE , A5 TMSREF  RmlFEiEBis#aHTE | AYENMAIZ=E | BY (B ERTNEERIC
K—NAEENINERS | B/NARF S EEREIEE AT 2. Among different categories, pet owners prefer to choosing big brands that rank at the
leading place in consumption ranking list. Because pet owners are exploring their pets’ tastes, the growth of some new niche brands can’ t be
ignored.
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Rank list of online consumption categories(2)
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China Pet Consumption Map




Consumers mostly from Beijing, Guangzhou, Shanghai, Jiangsu, Sichuan Provinces

b=, TN B8, JIHFIR) | [EefEEiE S I AENEZEKE. Beijing, Guangzhou, Shanghai, Jiangsu and Sichuan are the pet dogs and
cats consumption provinces.

T HBESWTOPIOA® (EWH) EHESTMTOPI0LY (EWE) ¥

Consumption TOP10 Provinces (Dog) Consumption TOP10 Provinces (Cat)
seiing s I 5 ceiin:
cuangziou 7 [  — e I [ Guangchou
shanghi 55 B -5 honcho
yangsu 5T | B 1 e
sichuan po)i| B @i sichuan
Hebei it [NGGD I 7 Liaoning
Shandong LZ |GG _ K32 Tianjin
Liaoning 75 _ _ AL Hebei
zhejiang T |G “ I L’k shandong
Tianjin X2 [N B 5T zhejiang



Top 3 consumption regions: North China, East China, Southern China

ARIZFTXEGH T S &80

Total Sum of Consumption in Different Regions

#£16 R £r Eii]=7] |4 4eh
North China East China Southern China Southwest China Northeast China Central China Northwest China
Top 3 are north China, east China, south China, the sum of consumption of southwest China and northwest China are lower.

MWHEASTRE, I=FA%Lle, £R. £, HREHM, BIAHEERIRIE
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Fast growth in 1 and 2-tier cities, with great potential in towns

EEXEIERT , EBYIEBRA RN EESME— L , TTEERY)
Efy. BUWES. BYRERFSE , REABTHNEZEES. Data
demonstrates that the consumption hotspots mainly locate in 1- and

H 2-tier cities. People in developed cities have higher acceptance of pet AR TEE R EE D TR0

medical care, pet grooming, pet clothing and etc. Total Consumption in Different Cities

AMIMEKEZSTKFRE AN LT, BEEXYy "fer
" HENEYRNRARERINRE , =M NIRGRERBHE 550

XJEA&. With the enhancement of Chinese economic level and per

capita disposable income, e-commerce giants’ channels start sinking.
The public be more interested in pets, and the pet economy in 3- and

4-tier cities begins rising.

‘a’ l;o " Y
—% s =% POk

1-tier 2-tier 3-tier 4-tier
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—  Who are these customers?




Female likes pet make-up while male prefer aquatic animals and tiny pet products
EMRN , LHEENSERRSTEERNE  TYTER0XA , TEhSETEER O, SHMEEEL , BOSNEEIAE , QT "HiE"

IHENRIFEAEAKETEM., It is obvious that the amount of female pet owners is bigger than male pet owners. At the same time, female owners

P LitEBERAEYITN BEEREEXAT KK M DBER"

are more patient and take more care about their pets and they pay more attention to the appearance of products.

Pl I I R I I R I I I, I
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Major age group of pet service consumption is 26-35
R RS ™ , 26355 ABFGIEXI LS | XBIRAETHFRANFESYNEZEERS  BEEENRS k. S2UNIEKRE | 16-255, 46-
555 RS ERHITEYIHZRLL IR ST 20k |, BYIHZR ABIFEREIE RIS, In the burgeoning pet service market, consumers that ages at 26-35
are the majority, which shows young people have the higher acceptance towards new things and prefer to spending money on service.

Compared with the whole website, consumers that ages at 16-25, 46-55 take up the higher consumption proportion. The age structure of the

consumers are more averaged. "EEEF" ¥l "TEFEBFEAN" HEERAEBUEHECS  BUNBEFBEMEEMNBE  EREBRIEREF—

R, " empty-nest youths” and “empty-nest middle-aged people” like being accompanied by pets and the pets are regarded as the family
members. 100% 7 O EENFRANREFEASHTE
0% - B mm T ipH®T| 16-25%. 46-55F AEt
80% 4 I B B B B B B B e s
FiER  EYHBRSRIHEINE
ER R R R R e e B R BN N
0% M . . B E R R R
oL I . _ . I IR I I I I I . g
°0% 26-35% -1.0%
40% - SN T N B TN SRR BN B B B B
ol HEEEEEEE I B B B B DR B BN BE-eTER -0.8%
20% - - . . - . e e R B
0% B B B EEE e B
Pet Service Live Staple Food Pet Snacks Trip Equipment |House supplies |Toys Aquatic Supplie€leaning & Beauthxotic .Pet Health Care :
0% — 56FILE -0.2%

EYRSS EVER EYVER EUFR LiTERE XEEHA ®WOmA KK RPER NERR ETRE
16-25% B 26-35% B 36-45% W 46-55% m 565k
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Mid and high income people spend more on pets
@ NS (BREN ) RS HNERSERR , DXE—RIAN (/NBR) , BANRPHABERY S ENEESEIRERIE.
Higher income (senior white collars) have the largest spending amount on pets, followed by general income (small white collars). People with low income have
significantly lower spending amount on pets.

More medium income people spend on

AEIABEHTE R pets; the proportion of medium and

Sum of Consumption of different consumers general income people is the higher
than the proportion of JD.com

BEMNREFERANABESHTEYH
BT, AElA. —RIEIANANEH
FhbE T2

Type Proportion
ABEER BYPHTRARS 2UGEFIME

RS +7.90%
Medium
y - -

o — AR +5.69%

W ‘R (=) ‘) ‘) General

SN SEIST N — RN IR AR
(Income) High Medium General Lower Little
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Unmarried people spend more than married ones
PEERRIHEEH T RNADSHNEXRTE: | TESFHREREARZFLES , AEBRERRL LT, ITBEEARIKG , RIEABFNBYLCEEZ,
With the huge changes in population structure brought about by the urbanization process, the number of empty nesters and the population of late marriage and late
childbearing is increasing year by year, and the emotional demand for pet care is rising steadily. In addition, driven by consumption upgrade, unmarried people spend more
on pets.
FRIEB RS A EYEA R SLL

Consumption proportion of different marital status
More unmarried people like keeping

pets; the proportion of unmarried
people is the highest

EZHRIEAFESTE, REAE
FYH B A RIES T 25

)
o

I8

IBS EYHERABS2ULANE,
Marital status Proportion

KIE | +2364%
Unmarried

RIE B
Unmarried Married
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People highly sensitive to comments concern more about pet consumption experience

AIEEAEF |, SN SESRIIALLGIRS | tNEWTY , ENEMAR , BEFESTHEMAEE. The proportion of pet buyers who are highly
sensitive to evaluation is higher. They focus on evaluation and pet experience, and the proportion is higher than other people.

TRV BURE A B E Y HE =R
Sum of consumption of different people who are High sensitive
sensitive to comments at different degrees S E AR N HRES F 4 ik

EY) =
Pet Consumer JD.com

= U U U
(Sensitive) High Light Insensitive



Most popular dog breed: Husky; most popular cat breed : Garfield

) IB1E. MAEHRARZINDAYIDIE, FEPKamTH

AEERIRRERAIS TEFIINTEEAY T RZXGLAEIE, JEIRmAT | ARINZINTPERFEHNERIIMESEAE | BRI EkFEIE—.
Huskies and Garfield, with their distinctive looks, become the most popular breeds of dogs and cats. Garfield is quiet and active. Husky is

little silly.
Husky Garfield

3
Labrador

@ : ¢ !’ : Golden Retriever

British Shorthair

R

Tiger-striped Cat
FE BT

=2 WILH) SR mFATOP 3 B 52 W A JERR i TOP 3
Top 3 most popular types of dogs Top 3 most popular types of cats
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Cat fanciers focus more on high quality of life, dog lovers enjoy life with more FMCG products
MESTIER, JEHRAGE R AR RERWSHA JEmEE | FAEAREINK IR S M , MAAAARNENEEN WX TESHESR. R, #0400,

It can be seen from the association of consumers who buy cat food and dog food to buy the popular goods, the cat owners pay more

attention to the science and technology goods, while the dog owners are more lifelike, and buy more wine, cakes, imported milk and so on
" " " n ol w— ~
M SIS EERE A" BEREF

Cat feeders prefer smart products Dog feeders prefer entertainment
= iR R 2R 602 ~T4KE se R @
High-end vacuum cleaner 4K smart TV
A
floor mopping robot quuor

15.6 3~ il 3K £ 10 A4S FE A
15.6 incheslaptop

@@@'@%

AL FELf) F il
Projector electric toothbrush
& [RARHL T
Digital Single Lens Reflex Import milk




PLUSS RZEHIiHEEIRIRIR

Fast growth of PLUS member consumption

RARPLUSERERIMECERIZI000/7 , IIERBYIEE LHE "NERD" | BYHITES /N ERRIHZES AR 2017FFEARISELLE, bR,
T R, EBRPLUSSR BB EREZ., The number of JD PLUS members has exceeded 10 million, and they are also "sparing no effort" in pet consumption. The
amount of spending on pet travel equipment and small pet products has reached more than five times that of the same period in 2017.PLUS members in Beijing,

Guangdong and Shanghai spend more on pets.

2018 H1HL20174H1
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Pet Consumption Trend




Trend One: Consumption Upgrade-70% consumers pay to entertain the pet
BYETFESE , KT R, EFRRSEMERISES  ES0ESEREUIRYE LW SRIEFARE, Pet life is

diversified. In addition to basic pet consumption such as staple food and medical supplies, more consumers are willing to buy pet
toys, so that pets can be better accompanied.

¢ XTFHE , BHHESER? (ISiE)

What is your consumption attitude towards pet? (Multiple Choice)

FEOR. EFBm X8 Tih. 55558

SRR Cost on beauty care, clean, etc.
The basic cost like pet
food, medical supplies, et

Hithid =
Other
SEHHSHIRE
Give the pets body examination

EMInBSIRFHE (69.5%
Cost on toys & othe

entertainments

BIEEIR | AR
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Trend One: Consumption Upgrade-Imported brands and service consumption are becoming more popular
MEELFOKFRNES | BEREZEN , MIEMXKEIEYEMIIRE. Z£MEF. B, RSE. EFREXEMATEZHERKBIERASE,. With the enhancement of
economic level, pets are more and more valued, and people pay more attention to the quality, safety and nutrition of pet food. At the same time, the
consumption of service and health care products has also increased significantly.

H#OmhEHE RIS T EF~mh% Y ERGECIRE , EirRESLURHA

Imported brand sales grows faster than domestic brands

Staple food is lessening, medical care consumption increases
¢ HEIZISH118%Sales is 118% higher than domestic brands 2018HINEE201T7HINEBSEEIER

¢ HE5141%

Sales volume is 41% higher than domestic brands

EFRED. BEUARENR Y X . X . X,

Medical care and service consumption grow fastly BUER REAH EfFiRE MNEER HniE
_ Staple Food House Supplies Health Care Exotic Pet Cat & Dog T
2018H1ﬂ:t|$2017H2'i'ﬁE§ﬁiEmE ’ o Supplies ’ e
90% 82%

s

L L »

ﬁ% Care E=I'mgﬁarvice



Trend One: Consumption Upgrade-Trust-Customized Joy Products become popular
ETFNRMRENXTE  BEERIEFENIRME. BRflTe. EARKREFeHENHEEER , JoyEFmmZRiHEER IZIAR , $HEQUZEIETT. Based on the conce
about the health of pets, consumers will choose trusted brands, products and platforms. Because of the outstanding trust created by JD platform, Joy's customized

products have been widely recognized by consumers and the sales have been greatly increased.

208455
RhERNe

RETSHEE;

ZRBEEERIRR
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ptio lfl rad § T cats : and dogs
Mﬂﬁﬁ’]%%ﬂm#é}m&lilﬁj E J%E’JIZII}E %ggﬂttiglla S %Eﬁﬁjﬁéﬁﬁﬂ’];k mmhE. SmEAYOMR, According to the price range of dog and cat
food per catty, the sales volume of medium and high end grains increased relatively higher than that of last year, indicating that consumers are more willing to buy big brands and

high-quality grains for pets.

& NAIERE i Eiagsy R IEiE SR & NIERKRE | Fin. PEIRIVHESMRECGEERS o
%Z100.69%. 99.96% , EILV LIRS IR BIRHR, BERI133.82%. 136.54% , MEimiEiRAE IR
4 About the dog food, the year-on-year growth of medium 1A2109.22%, i THRimN PMRmIERATIEIER,

€ About the cat food, the year-on-year growth of medium and
mid-to-high end sales are the highest, 133.82%, 136.54%. The
high-end year-on-year growth is 109.22%.

and high sales reach at 100.69%, 99.96%

50 ~120% 50 - l ~ 160%
0% 99.96%
. 105% 133.82% | BaP4% - 140%
40 - 40
— 90% ~ 120%
30 -
w so56% - 75% !I.! 30 - 100%
60% -
 60% B
20 - 20 80%
- 45% - 60%
10 -
10 -
— 30% — 40%
° " " " . s 15% 0 20%
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One: Consumption %p?rade-Diverse species of pets
WEREIR R/ NERRANEEZIERE | [R5t | ERESIENBYERREST . 53/ BRAmNEESMALIREHILR179% , BF. Wif. RTHERFHE

SEHERAZI0% L. According to the survey and the consumption data of small pet products, in addition to cats and dogs, more types of pets are entering the family. The sales

of bird/insect products increased by 179% year-on-year, and the consumption of hamsters, amphibians and rabbit products also reached about 90%

¢ [THEEZIMEEBYIREL ? (TSik) ¢ MEHmEHEEMEELEE

What kind of animals can you accept? (Multiple Choice) The growth of s]%%gl pet suppliesN o] hao
80% — 17.9%
180 -
04
70% 160
©60% — 140 —
50% 120 -
40% — 100 -
30% - %0
0 22.3% 22.8% 60 -
o/
20% 40 -
]O%_ 20 -
0 - 0
% 1 & 5 %7 CRE . %% BkAm 5%Mm e A dm RTAm
- INBYSEH TefT3%4 Rodent supplies  Bird supplies Reptile supplies  Rabbit supplies

Cat Dog Fsh Bird Small pet Reptile
*HIERIR | RARVERETE
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Trend Two : Technicalization of Pet Industry- Science changes the pet industry

BEHSERERS AT |, RIS RYSEE  BS EHREREENEREWEEREtE., 1%ka8S:., Smart equipment has attracted much attention. Technology changes the life

of pets, and more consumers are willing to buy smart toys and odor purifiers for pets.

¢ MERGTIORERE (RS THLE R ? (USik)
What technological pet products would you like to try ? (Multiple choice)
@

LREVWE =myagmes HEQE BEE BEE HE
Thegia KHER. ST BYE IR ER RREE other
Buy smart toys Equipment Smart nest Smart Smart feeder
that can wear removing
smell

machine *#iERIER | RERBAEIE



Trend Two : Technicalization of Pet Industry-Pet health
BT 60%ANEEE SIEEARBFNAR AT | KEEYEEMore than 60 percent of consumers choose to study the scientific way of pet keeping and pay

attention to the health of their pets
¢ EHFFHRASER ? What is your attitude towards keeping pets ?

I 8.9% @ pEETR, REHAZ

0 No scientific ways

I 61.1% ¢ mmERsrE A, RO TR

Scientific ways, and pay attention to its health

& IBABRISEFREEMT ? (7JBi% ) What should you do to keep pets scientifically ?

38.5% 0 EITIMRFARMINEGTE
Learn ways of feeding and training

30.8% 0 BMIFRLEEHEM

Input different types of vaccine
8.8% 0 ENAEMEANE

Pets health examination

8.1% 0 MREELEVEMSFTHAD
Study food nutrients

10.4% 0 TIBERLEYESITRETm, WisH. PBES
Prepare different healthcare products

3.4% ¢ He
Other

°
2 K
<
o
“

SUERR | URBIEUE
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Trend Two : Technicalization of Pet-Pay attention to pet& experience
HEEWSLEREENSTE "BRE” |, —YIRAEF "OLIF” Consumers pay more attention to "pet experience”
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Two : Technicalization of Pet Industry-Consumers are willing to learn more about their pet
MWRBGERBIEXREHRE | HEEREANEZIBWIIR | THREBWRT.

The consumers prefer learning pet knowledge and features through analyzing the books they bought.
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Loving pets school, a column that teach users the knowledge of keeping pets.
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Three: Growing status of Pet-Reasons for keeping pets
BORSEEANIELURGIS , BYAe LT, FRGTARBUNTRR | BHENENHSERE , SHERISHERYL- 2N, More than 70 percent of consumers

believe that pets can provide companionship, and the role of pets increases. Meanwhile, due to the different population attributes, the companionship time

distribution varies, and most people choose to accompany their pets for 1-2 hours.

¢ EREFERNR ? BBYEFAREN—X , BYAGLH

The main aim to keep pets is regarding them as families
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Three: Growing status of Pet-Pets become important family members
- "XAREEKTRE TSI EE R EENMEKREREYIS 1A | ARIRIIKEREMIRIT. " The smart water dispenser provides clean, filtered and

oxygen-rich water sources for pets to use, and is designed for their healthy drinking
- "IREBEAREEASEEMIREETRE, SFNIREMRSEERYAZER. BIATREINEE , RIEAPPRIRIZIRFAHES , LSTFERERIVIREXRE. " "Not
washing the feeding bowls in a timely manner can pose a hazard to pet diets. New feeding solutions keep food from spoiling. Add the weighing function
and give the pet healthy food care according to the scientific feeding recommendation of the APP"
- "HHAXEE  BEBNARE  BELH  AEKESAENLZLE , TEBMARBNERERE. " The semi-closed structure creates a weak light
environment, breathable and quiet, which cats more privacggg%security, and perfectly integrates into the household environment of different styles.
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Three: Growing status of Pet-Diversified pet food
NEXHTERERE | SIDERNXET 5T .

"MER" BERERNIEKERERZ | o3 AREIKS7E. 458 , SIBEXNBRIUANKEIRLL SR
SRRV EIEZRIEICEE R, In terms of keyword search volume, the search volume of "dog zongzi" and "dog potato chips" related to dogs was increased by more times than

that of the previous year, respectively 57 times and 45 times. Personified keywords related to dogs increase faster than the keywords related to cats.
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Three: Growing status of Pet-Buying insurance for pets
MEETEYIEERIEIN , BYMET. FAFERIVEK , BYEARET DEISHEEDRIEX | ZW R T BYEARIRE K
YRS NEM LIBINT BMEARRGTEX | EEEMRSEERGCEEIGH—ST K, With the increase of pets, the cost of pet medical treatment and
surgery, pet owners have big pressure on spending money on pet medical treatment, which objectively stimulates the insurance demand of pet owners. The enhancement of pet

status increases the insurance demand of pet owners subjectively, so the potential coverage of pet insurance will be further expanded.
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you can return the staple food unconditional if your

pets do not like it or be sick with it even though you

have opened the products.
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