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| ABSTRACT

The growing pet care industry, especially in the Philippines, reflects shifting consumer behaviors as pet ownership rises. This
study segments Filipino pet owners by their emotional bonds with pets and spending habits, aiming to reveal how these
relationships influence purchasing behavior. Using a survey of 250 dog and cat owners, K-means cluster analysis identified three
relationship-based clusters—Attachment-Oriented Owners, Practical Caregivers, and Activity-Focused Interactors—and three
spending-based clusters—Active Pet Investors, Minimalist Pet Spenders, and Selective Pet Spenders. Findings suggest a strong
link between emotional attachment and spending patterns, providing actionable insights for businesses to develop tailored
marketing strategies, products, and loyalty programs to meet diverse customer needs.
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1. Introduction

The rise in pet ownership has led to significant changes in consumer behavior, particularly in Southeast Asia, where interest in
pet-related products and services has surged. In 2021, there were approximately 12.9 million pet-related Google searches,
marking an 88% increase from 2019 (Grajfoner et al., 2021). This shift has been particularly pronounced in the Philippines, where
pet ownership has grown due to the COVID-19 pandemic, leading to an expansion of the pet market (Quing et al., 2022). Kantar
(2024) reports that 83% of Filipino households own pets, with dogs (67%) and cats (43%) being the most common, reinforcing
the perception of pets as family members.

The increasing human-pet bond is closely linked to changes in consumer purchasing behavior. According to Liu et al. (2024), pet
ownership significantly impacts consumer spending, leading to higher expenditures on pet-related products and services due to
the emotional attachment owners develop toward their pets. This attachment is further supported by Kanat-Maymon et al.
(2021), who found that both giving and receiving emotional support from pets strengthens owners' commitment to providing
for their animals’ needs, influencing their willingness to spend on pet essentials, accessories, and healthcare. Spending habits in
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the pet care industry are also shaped by the growing role of digital and offline purchasing behavior. Liu (2023) highlights that
online and offline pet product purchases are driven by different motivations, with convenience and accessibility playing a
significant role in shaping pet owners' buying decisions. Meanwhile, Hobbs et al. (2023) emphasize that customer post-purchase
satisfaction and reviews influence future purchasing behavior, suggesting that pet owners are highly engaged consumers who
actively seek quality assurance and peer recommendations before making repeated purchases.

Beyond basic pet care, consumer interest in pet fashion and lifestyle products is also rising. Chung (2023) found that consumer
consciousness around pet fashion products, such as dog clothing, reflects an evolving trend where pet owners perceive their
pets as extensions of their identity. This phenomenon aligns with psychographic segmentation, where pet owners' lifestyle
choices influence their pet-related spending. While these studies offer insights into pet ownership and its effects on consumer
behavior, there remain key gaps that need further exploration. Prior studies have examined the emotional bond between owners
and pets (Kanat-Maymon et al.,, 2021) and its influence on spending behavior (Liu et al., 2024), but these studies do not segment
pet owners based on spending patterns—a crucial factor in predicting market trends.

Existing research has also tended to focus on psychological motivations, such as pet attachment and identity expression or
purchase frequency and expenditure, without exploring how these factors intersect to define distinct consumer groups. While
Chung (2023) explored fashion-conscious pet owners and Liu (2023) analyzed digital purchase behavior, neither study examined
how consumer segments vary across pet-related spending categories. Moreover, much of the current literature focuses on pet
food choices and veterinary expenses (Widmar et al., 2020; Hobbs et al., 2023; Liu et al., 2023), while other aspects of pet-related
spending, such as grooming, accessories, and lifestyle products, remain understudied in the context of consumer segmentation.
Another critical gap in the literature is the need for a data-driven approach to market segmentation. Traditional consumer
behavior research relies heavily on qualitative insights, but quantitative clustering methods such as Recency, Frequency, and
Monetary (RFM) analysis have been underutilized in segmenting pet owners. The RFM model has been successfully applied in
other industries (Wei et al., 2017, 2019) but remains largely absent in pet consumer studies. Addressing this gap would provide a
more precise understanding of how pet owners allocate their spending and which segments contribute the most to market
growth.

To address these gaps, this study aims to segment Filipino pet owners based on their psychographic attributes (attachment,
interaction, and human-substitute relationship with pets) and their behavioral spending patterns (purchase frequency, spending
levels, and product preferences). By applying RFM analysis to cluster pet owners into distinct consumer groups, the study seeks
to provide data-driven insights into Filipino pet consumers' spending behaviors, filling the research gap on how different
consumer segments prioritize various pet-related products and services. Understanding these behavioral patterns will contribute
to the academic discourse on pet-related consumer behavior and offer valuable insights for businesses seeking to tailor
marketing strategies for different segments of pet consumers.

2. Review of Related Literature

2.1 Human-Pet Relationship

The human-pet relationship has evolved in understanding from early attachment-focused perspectives to more recent
explorations of mutual benefits and psychological effects.

Older studies, such as those by Zilcha-Mano, Mikulincer, and Shaver (2011), conceptualized human-pet relationships through an
attachment theory lens, showing that pets could serve as attachment figures, providing comfort and security much like human
relationships. Gray and Young (2011) further highlighted that human-pet dynamics vary cross-culturally, with pets playing
diverse roles based on social and cultural contexts. Verga and Michelazzi (2009) emphasized the welfare implications of
companion animals, suggesting that the quality of care provided to pets also impacts the human-pet bond. This focus on
attachment and the importance of pet welfare forms the foundation of human-pet relationship studies, emphasizing emotional
connections and psychological need fulfillment (Kanat-Maymon et al., 2016).

Newer research shifts towards understanding how human-pet relationships contribute to human well-being, especially in times
of crisis. Hawkins and Brodie (2020) and Applebaum et al. (2020) observed that pet attachment offered emotional support during
the COVID-19 lockdowns, serving as a buffer against stress and isolation. Rodriguez, Herzog, and Gee (2021) noted variability in
human-animal interaction research, which has expanded beyond attachment to explore aspects like mutual support and
psychological resilience. Studies such as those by Amiot and Santerre-Bélec (2022) even advocate for more balanced, reciprocal
human-pet relationships, suggesting that viewing pets as equal companions can foster a healthier bond.

The pandemic context has also spurred a deeper look into specific benefits, with Morgan, Protopopova, and Birkler (2020) noting
increased dog adoptions as individuals sought companionship, while Kanat-Maymon et al. (2021) demonstrated that giving and
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receiving support in pet relationships enhanced well-being. More recent works, such as Amiot and Bastian (2023), examine
psychological factors driving human-pet bonds, revealing that pets contribute not only comfort but also a sense of purpose and
reciprocal support, especially crucial during challenging times. Together, these findings reflect a shift from viewing pets solely as
attachment figures to recognizing their broader role in human mental health and social support systems.

Chen et al. (2012) identified three consumer clusters based on the human-pet relationship's impact on consumption values:
anthropomorphic owners focused on quality, attached owners valuing epistemic service, and owners seeking economical,
functional service. They suggest that the type of human-pet relationship shapes these consumption behaviors. Similarly, Boya et
al. (2012) found three groups of dog owners—attached, moderately attached, and essential—based on relationship intensity.
Tang et al. (2022) noted that pet owners with strong attachment are most likely to travel with their pets due to perceived
benefits and bonding. Positive human-animal relationships can foster well-being through mechanisms like habituation and
bonding (Rault et al., 2020).

The concept of attachment in human-pet relationships emphasizes the deep affection owners feel for their companion animals,
often treating them as family members. This attachment drives owners to prioritize their pets' needs, leading to thoughtful
purchasing decisions that ensure quality and safety, especially regarding health-related products (Park et al., 2019).

Interaction between humans and pets is another key factor shaping consumer behavior. Defined as a reciprocal relationship, the
interaction involves behaviors that strengthen the bond between pet and owner, often leading owners to invest in products that
facilitate this connection, such as training sessions or pet-friendly activity equipment (Wei et al., 2024). This dynamic goes
beyond mere ownership; it serves as part of the owner’s socialization process, where the pet becomes an integral part of daily
life and even influences the owner's regulatory orientations and lifestyle choices (Priya et al., 2018).

Human substitution on the other hand, describes how many pet owners anthropomorphize their animals, viewing them as child
or friend substitutes. This perception often leads to spending behaviors similar to those of human family members, such as
paying for costly medical treatments. This tendency to humanize pets encourages owners to prioritize their well-being, choosing
high-quality products and remaining loyal to brands they trust, reflecting the deep, human-like relationships that have become a
routine part of their lives (Chen et al., 2012; Veevers, 2016).

2.1.1 Human-Pet Relationship and Spending Habits

Studies show that strong human-pet bonds significantly influence pet owners' purchasing behavior, with many treating pets as
family members and prioritizing their well-being. Due to this attachment, Brockman et al. (2008) found that owners often spend
considerable amounts on high-cost veterinary care. Ridgway et al. (2008) observed that owners with indulgent buying habits
often extend these behaviors to pet-related purchases, opting for premium products to improve their pets' quality of life.
Similarly, Schleicher et al. (2019) noted that health and nutrition drive pet food choices, aligning with owners' dedication to their
pets' welfare.

White et al. (2022) stated that the emotional bond, nature of the relationship, and role of pets in the household determine how
much their owners spend on them. It was supported by Liu et al. (2024), who conclude that the time and money spent on pets
depends on the bond between pets and pet owners and their role in the family. In the study of Boya et al. (2012), the greater
love people have for their dogs is reflected in a number of significant market developments, including a steady rise in pet-
related spending. Another study stated that pet owners' retail purchase decisions are directly influenced by their relationship
with their animals. The attachment level of the pets influences the willingness of people to spend (Zhang et al., 2022).

Meng et al. (2024) and Xia et al. (2024) expand on this by examining spending on pet-friendly travel and the influence of political
identity on pet product purchases, suggesting that sociopolitical values may shape pet-related consumer behaviors. During
COVID-19, Rombach and Dean (2021) and Kwak and Cha (2021) found that heightened pet food spending reflected increased
anxiety about pet care, reinforcing the perception of pets as family members.

Niche markets, like pet fashion, also reveal this attachment-driven spending, with Chung (2023) and Apaolaza et al. (2022) noting
that pet anthropomorphism and self-expansion encourage owners to buy items like pet clothing that reflect personal style.
Hobbs et al. (2023) even studied the post purchase behavior of pet-related products which may have impact on marketing
strategies. These findings suggest that a strong emotional bond with pets drives diverse spending behaviors, from essentials to
luxuries, underscoring the influence of attachment in the pet care market.
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2.2 Hypothesis Development

Therefore, this study assumes that:

H1 : Clusters of Pet owners can be formed based on human-pet relationship variables.

H2 : Clusters of Pet owners can be formed based on the recency, frequency, and monetary amount of purchases.
H3 : There is a relationship between these formed clusters.

3. Methodology

3.1 Research Participants

The participants are male and female pet owners aged at least 18 years old and above who reside in selected cities in Metro
Manila and regularly purchase pet-related products and services. Respondents are limited to those who own or adopt cats or
dogs, which are common household pets and were recruited from social media groups of pet owners. To control for the effect
of the number of pets, the respondents included in this study should only have not more than three pets.

The respondents are regular buyers of pet products such as pet food, treats, toys, or services such as grooming and spas.

A study conducted by Dolnicar et al. (2014), found that a sample size of 70 times the number of variables is adequate for reliable
and valid segmentation studies. Therefore, 210 is the minimum number of respondents needed as this research has three
variables: attachment, interaction, and human substitute. The survey was conducted from July to September 30, 2024, and
yielded 250 respondents.

3.2 Instrumentation
Table 1 shows how each variable is measured through Likert items and verbal scale which is adapted from the literature
mentioned in column 1.

Table 1: Variable Measurement

Variables Questionnaire Items / Indicators Scale

Attachment (Chen etal, e Owning a pet has helped my health 1 - Strongly Disagree to 4 -
2012) e Owning a pet adds to my happiness Strongly Agreee
e My pet understands me
e | am very attached to my pet
e My pet and | have a close relationship.
Interaction e | play with my pet quite often
(Chenetal, 2012; Luh e | often travel with my pet
et al, 2014; Meier & e | often take my pet along when | visit my friends or
Maurer, 2022) relatives.
e | get comfort from touching my pet
e | love to take care of my pet
Human Substitute e Quite often | confide in my pet
(Chenetal, 2012, Luh e |love my pet because he/she is more loyal to me
et al,, 2014; Meier & than most of the people in my life.
Maurer, 2022) e | love my pet because it never judges me.
e My pet is like a friend that can keep me from being
lonely

My pet give me companionship

Recency When was the last time you bought pet related 1 - lowest score
products?
(Pollfish, 2021) 1. This week 4 — highest score

2. Within the previous 2 weeks
3. Last month
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4. More than a month ago

Frequency How frequently do you buy pet-related products?
1. Once a week
2.  Twice a month
3. Once a month
4. More than a month

Monetary How much are you spending on pet-related products?
1. Less than 5% of my monthly income
2. Around 10% of my monthly income
3. Around 15% of my monthly income
4. Around 20% or more of my monthly income

3.3 Statistical Analysis of the Data

Cluster Analysis and Nominal Tests were used to analyze the data. K-means Cluster Analysis through the Lloyd algorithm was
used to identify the optimal number of clusters and to generate clusters based on human-pet relationship and purchasing
behavior (Chiang & Mirkin, 2010; Brunet-Saumard et al., 2022; Steinley & Brusco, 2011; Nie et al., 2022). The chi-square test was
used to identify the relationship between the two formed clusters based on the human-pet relationship and spending patterns. It
compares the differences between actual and expected observed data. Furthermore, the Contingency Coefficient and Cramer's V
were utilized to determine the effect sizes of this relationship (Weisburd et al., 2020; Siedlecki & Bena, 2021)

4. Results
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Figure 1. Optimal Number of Clusters
Figure 1 shows that the optimal number of clusters is three based on the complexities and relationships of the three input

variables (Steinley & Brusco, 2011). This is the same for the cluster analysis using the human-pet relationship variables
(attachment, interaction, and human substitute) and the purchase behavior variables (recency, frequency, and monetary).
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Table 2. Centroids of Clusters

Cluster No n Attachment Interaction Human-Sub Name

L 138 3.809 3313 3.713 Attachment-Oriented Owners
2 67 2.642 2.576 3.188 Practical Caregivers

3 45 2.644 3.658 2.684

Activity-Focused Interactors

Table 2 shows the results of K-Means cluster analysis using Lloyd algoritm. Cluster 1 (n = 138) demonstrates high levels of
Attachment (3.809), Interaction (3.313), and Human Substitute (3.713), reflecting a deep emotional connection with pets, regular
engagement, and perceiving pets as intimate companions. This group might be referred to as Attachment-Oriented Owners
(Serpell, 1996; Cohen, 2002).

Cluster 2 (n = 67) shows moderately high Attachment (2.642) and Interaction (2.576), along with a high Human Substitute score
(3.188), indicating pet owners who appreciate companionship while maintaining balanced engagement. This group might be
called Practical Caregivers (Albert & Bulcroft, 1988; Hirschman, 1994).

Cluster 3 (n = 45) shows moderate levels of Attachment (2.644) and Human Substitute (2.684) yet exhibits high Interaction
(3.658), suggesting that individuals frequently engage with pets as activity partners instead of relying on them for emotional

support. This group could be referred to as Activity-Focused Interactors (Hirschman, 1994; Dotson and Hyatt, 2008).

This can also be well understood in Figure 2.

3.5 1

cluster

Mean value
3y =

Attachment Intaraction Human

Figure 2. Plot of Means Across Clusters of Human-Pet Relationship Variables
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Table 3. Multivariate Test of Human-Pet Relationship Variables based Clusters

Algorithms value F df1 df2 P
Pillai's Trace
137 178 6 492 <.001
Wilks' Lambda
0.0971 180 6 490 <.001

Hotelling's Trace
4.49 183 6 488 <.001

Roy's Largest Root
2.73 223 3 246 <.001

The multivariate tests presented in Table 3 (Pillai's Trace, Wilks' Lambda, Hotelling’s Trace, and Roy's Largest Root) demonstrate
highly significant results (p < .001), revealing statistically significant differences in the combined dependent variables
(attachment, interaction, and human substitute) among the three clusters of pet-human relationships. The values for Pillai's Trace
(1.37), Wilks' Lambda (0.0971), Hotelling’s Trace (4.49), and Roy's Largest Root (2.73), combined with high F-values between 178
and 223, clearly indicate a significant impact of cluster membership on these dependent variables. The low Wilks" Lambda value
(0.0971) indicates a significant separation between clusters regarding attachment, interaction, and human substitute. This
supports the acceptance of H1 that there are significant clusters based on Human-Pet relationship.

Table 4. Centroids of Clusters based on Purchase Behavior

Cluster

No Recency Frequency Monetary Name

L 118 3.619 2.78 2.678 Active Pet Investors

2 65 1.723 1.231 1.6 Minimalist Pet Spenders
3 67 2.134 1.388 3.552 Selective Pet Spenders

Table 4 offers a look into the buying habits of pet owners, divided into three groups according to Recency, Frequency, and
Monetary values (range 1 to 4).

Cluster 1 (n = 118) boasts the highest Recency score (3.619), showing that these pet owners frequently and recently buy pet-
related products and services. Their Frequency score (2.78) indicates that they often purchase these items. The Monetary score
(2.678) is moderate, suggesting a balanced approach to spending. This group comprises pet owners who make regular and
recent purchases while managing their spending within a reasonable budget. These might be viewed as Active Pet Investors.

Cluster 2 (n = 65) exhibits low scores in all three variables, with Recency at 1.723, Frequency at 1.231, and Monetary at 1.6. This
group comprises pet owners who buy pet-related products and services rarely, with minimal spending. The low recency score
shows that these purchases are not recent, reinforcing a minimalistic or budget-friendly approach to pet care. This group can be
categorized as Minimalist Pet Spenders.

Cluster 3 (n = 67) exhibits a moderate Recency score of 2.134 and a low Frequency score of 1.388, yet boasts a very high
Monetary score of 3.552. This pattern indicates that pet owners in this group buy less often, but when they do, they usually
spend more. Their behavior shows a tendency towards choosing higher-end or premium products or services, albeit less
frequently. This group can be characterized as Selective Pet Spenders.
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This can be easily understood by looking at Figure 3.

Figure 3. Plot of Means Across Clusters based on Purchase Behavior

Table 5. Multivariate Tests on Purchasing Behavior Variables according to Clusters

Algorithms value F df1 df2 o]

Pillai's Trace 1.27 143 6 492 <.001
Wilks' Lambda 0.123 151 6 490 <.001
Hotelling's Trace 3.91 159 6 488 <.001
Roy's Largest Root 2.74 225 3 246 <.001

Table 5 shows the results of the multivariate tests, including Pillai's Trace, Wilks' Lambda, Hotelling's Trace, and Roy's Largest
Root. All show statistically significant effects (p < .001), indicating significant differences in the combined dependent variables—
recency, frequency, and monetary values—across the clusters of pet owners. This finding suggests that each cluster represents a
distinct purchasing pattern, with variations in how recently, how frequently, and how much pet owners spend on pet-related

products and services.

Table 6. Contingency Tables of the Two Clusters

Human Pet

Clusters Attachment Practical Activity Focused Total

Oriented Owners Caregivers Interactors
Purchase Behavior
Active Pet Investors 23 26 35 84
Minimalist Pet 21 6 37 64
Spenders
Selective Pet 25 16 61 102
Spenders
Total 69 48 133 250
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Table 6 presents the number of respondents across the clusters generated - Human Pet Cluster and Purchase Behavior Cluster.
The Attachment-Oriented Owners cluster (n = 69) is relatively evenly distributed across the three types of purchasing behavior.
This group shows a slight preference for Selective Pet Spenders (25) and Active Pet Investors (23), with fewer in the Minimalist
Pet Spenders category (21). This suggests that pet owners with a strong emotional bond to their pets are more inclined toward
investing in pet products, either selectively or actively. Attachment Oriented Owners, who treat their pets as significant
companions, generally lean towards spending behaviors that support a higher level of care and quality for their pets, though a
portion of this group also includes those who prefer to maintain minimal spending.

The Practical Caregivers cluster (n = 48) is primarily represented by Active Pet Investors (26), followed by Selective Pet Spenders
(16), and has the fewest in the Minimalist Pet Spenders category (6). This distribution suggests that Practical Caregivers, who
maintain a balanced relationship with their pets without extreme emotional attachment, are more likely to actively invest in their
pets' needs through regular purchases rather than minimal or occasional spending. Practical Caregivers’ purchasing behavior
reflects a steady, functional approach to pet care, favoring consistent investments over a minimalist style.

The Activity Focused Interactors cluster (n = 133) is the largest group and exhibits a broader range in purchasing behaviors. The
majority fall under Selective Pet Spenders (61) and Minimalist Pet Spenders (37), with a smaller portion in the Active Pet Investors
category (35). This pattern indicates that Activity Focused Interactors, who prioritize interaction over emotional attachment with
their pets, often favor selective or minimalist spending patterns. They may selectively purchase high-quality products or maintain
minimal expenses, focusing on the practical aspects of pet ownership. Only a smaller fraction of this group engages in active,
regular spending on pet-related products or services.

Table 7. Nominal Tests

Tests Value df P
X2 14.1 4 0.007
Contingency coefficient 0.231

Cramer's V 0.168

Table 7 exhibits the results of the chi-square (x?) test, indicating a statistically significant association between the clusters of pet-
owner relationships and purchasing behavior categories, with x*4) = 14.1, p = 0.007. Since the p-value is below the typical
threshold of 0.05, we reject the null hypothesis, suggesting that the clusters and purchasing behaviors are not independent and
that a meaningful association exists between them.

The Contingency Coefficient of 0.231 indicates a moderate association between the two categorical variables. Additionally,
Cramer's V of 0.168 provides a measure of effect size for this association, also suggesting a moderate, though not strong,
relationship. This moderate association implies that while there is a statistically significant relationship between pet-owner
relationship clusters and purchasing behavior clusters, the strength of this relationship is modest. Therefore, while clusters of pet
ownership style do influence buying patterns, other factors may also contribute to these behaviors.

5. Discussion

This study segmented Filipino pet owners into distinct clusters based on two primary dimensions: the nature of their human-pet
relationships and their purchasing behaviors through Recency, Frequency, and Monetary (RFM) analysis. This dual approach
identified six unique clusters, highlighting the diverse ways pet owners engage with and care for their pets, both emotionally and
financially.

From the relationship clusters perspective, three clusters emerged: Attachment-Oriented Owners, Practical Caregivers, and
Activity-Focused Interactors. Attachment-Oriented Owners exhibit high attachment, frequent interaction, and view their pets as
family members, making them likely to invest in premium pet products to ensure their pets’ well-being. Practical Caregivers, with
moderate levels of attachment, adopt a more functional approach to pet care, making regular yet cost-conscious purchases. In
contrast, Activity-Focused Interactors prioritize shared activities with their pets, spending selectively on items that enhance
engagement rather than emotional bonding. These clusters illustrate a continuum in human-pet relationships, from deep
emotional connection to activity-centered companionship, directly influencing purchasing choices. Analyzing purchasing
behavior through RFM revealed another set of clusters: Active Pet Investors, Minimalist Pet Spenders, and Selective Pet Spenders.
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Active Pet Investors make regular, moderately priced purchases, reflecting a commitment to consistent pet care. Minimalist Pet
Spenders, on the other hand, demonstrate low spending frequency and value, focusing on essential items within a budget-
friendly framework. Selective Pet Spenders adopt a premium-focused approach, purchasing pet products less frequently but with
a preference for high-quality, targeted investments that enhance specific aspects of pet care. Together, these RFM clusters reflect
a spectrum of spending priorities, from routine investments to strategic, high-value purchases.

The relationship-based and RFM-based clusters are interrelated, providing insights into the diverse motivations that drive
consumer behavior in the pet care market. Attachment-Oriented Owners and Active Pet Investors share a commitment to regular
investment in pet well-being, while Selective Pet Spenders align more with Activity-Focused Interactors, who prioritize high-
quality engagement over frequency. Minimalist Pet Spenders correspond with Practical Caregivers, reflecting a balanced,
budget-conscious approach to meeting essential pet care needs. This integrated clustering reveals how pet owners’ spending
habits are shaped not only by practical considerations but also by the emotional and functional roles pets play in their lives.

5.1 Practical Implications

Pet care businesses can enhance their product offerings by customizing them to meet the specific needs and spending habits of
each segment of pet owners identified in this study. For instance, Attachment-Oriented Owners and Active Pet Investors, who
have deep emotional ties to their pets and consistently prioritize their care, are likely to appreciate premium, high-quality
products like organic pet food, health supplements, and advanced grooming items. Providing these kinds of products will
resonate with their wish to give the best to their pets. Meanwhile, Selective Pet Spenders and Activity-Focused Interactors, who
are more occasional yet high-value spenders, would benefit from the promotion of specialized items such as activity-enhancing
toys, travel accessories, or adventure kits that support shared experiences and enhance interaction with their pets.

Tailored marketing campaigns can greatly enhance engagement by targeting the unique motivations of each group. Owners
who see their pets as family would connect with marketing that highlights the emotional and familial elements of pet care. For
practical caregivers and minimalist pet spenders, campaigns that emphasize affordability, functionality, and the value of essential
pet care products would be more impactful, showcasing reliability and cost-effectiveness. Conversely, campaigns aimed at
Selective Pet Spenders might highlight premium features, exclusivity, and the distinctive experiences that high-end products
offer, aligning with their taste for quality and occasional indulgences.

Pet care service providers, including grooming salons, veterinary clinics, and pet hotels, can improve customer satisfaction by
providing tiered service packages that align with the spending habits and needs of each group. For devoted pet owners and
engaged investors, premium service bundles featuring regular check-ups, wellness monitoring, and tailored grooming sessions
would probably be attractive. Budget-conscious caregivers and minimalist pet owners may find value in affordable service
packages that address essential needs without any unnecessary add-ons. For discerning pet owners who value quality over
quantity in their spending, exclusive service experiences such as pet retreats or wellness programs may hold particular appeal.

Customized loyalty programs that align with the purchasing habits and preferences of each segment may enhance customer
retention. A loyalty system based on points for frequent buyers, like Active Pet Investors, would promote continuous
engagement by offering rewards for consistent purchases. For Selective Pet Spenders, a loyalty program offering occasional
discounts on premium products would enhance the attractiveness of high-value purchases. Minimalist pet spenders, who focus
on value, might be motivated by loyalty rewards that highlight savings on essential items, aligning with their budget-friendly
mindset.

By utilizing customer data, businesses can enhance recommendations and promotions to align with individual purchasing
patterns and preferences. For example, Attachment-Oriented Owners could receive consistent reminders for health-related
products, while Activity-Focused Interactors might receive tailored suggestions for seasonal or experience-driven items, like
outdoor pet gear. This approach to personalization would enhance the relevance of promotional offers, leading to greater
engagement and customer satisfaction within each segment.

Businesses can enhance customer loyalty by offering educational content and encouraging community engagement that
resonates with the values of each segment. Focused on connections Pet owners may find value in resources focused on pet
health and emotional connections, while those who are more hands-on could gain from advice on practical and budget-friendly
pet care. Organizing community events or workshops for Activity-Focused Interactors can strengthen loyalty by engaging with
pet owners who value active participation with their pets. By offering customized products, focused marketing strategies, and
individualized service choices, pet care businesses can build stronger connections with every customer group and encourage
enduring loyalty in a highly competitive landscape.
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5.2 Limitations

This study has several limitations that future studies can explore. First, the sample was limited to pet owners in Metro Manila,
which may affect the generalizability of findings to other regions or socio-economic contexts within the Philippines or Southeast
Asia. Additionally, focusing exclusively on dog and cat owners excludes insights into owners' behaviors with other pets, such as
birds, fish, or reptiles, potentially overlooking unique segments within the pet care market. The cross-sectional design also limits
understanding to a single point, making it challenging to account for changes in purchasing behavior or pet-owner relationships
over time; a longitudinal approach could provide more dynamic insights. Lastly, while the RFM model effectively captures
purchasing behavior, it omits other influential factors, such as income level, household size, and lifestyle, which could further
clarify spending patterns. Future studies addressing these limitations could offer a more comprehensive understanding of pet
care consumer behavior.
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