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Abstract

As the Chinese companion animal market expands, the
annual expenditure per capita increases, and competition
for the Pet Food brand is fierce year after year. Pet food
brands around the world express their logo design as a
visual means to preoccupy the Chinese pet market. Howe
ver, prior research is insufficient. Accordingly, Pet Food
brand in the Chinese market are selected, and the visual
element analysis of each brand logo and the adjective im
age are tested. As for the research method, first, visual
analysis elements are prepared through prior research an
d references on the brand logo. Second, we identify the
current status and characteristics of the 10 brand logos
selected as the Chinese market Pet Food brand share ran
king. Third, the Pet Food brand logo is analyzed by shap
e, font, and color. Fourth, based on the analysis results,
a questionnaire is written and an online survey is conduc
ted. The collected questionnaires are statistics based on
the results of the online (www.wjx.com) site survey. The
results of this study show that the consumer preference
for the visual elements of the Pet Food brand logo prefer
s the symbolic symbol of Nature Bridge and the form of
a combination logo, Myfoodie’s sans serif and italic syste
m, and Royal Canin’s red color. The adjective images ap
peared as ‘dynamic’, ‘upbeat’, ‘clear’, ‘gorgeous’, ‘chic’, ‘rel
iable’, and ‘practical’. Starting with this study, understand
the visual perspective of consumers looking at the Pet Fo
od brand logo and expect it as the basic data for the Pet
Food brand logo.
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o]x Bg]A(Nature Bridge)= ‘7143421, -84l

5 ojulA| = vEh,

=

il

ST ]
e onczmromms EET=CE Ba= 21 &-ZAt o[o|x|
=] Hl| AH x| Azl
<TIE.10> IR B4y ofmlx| 2742 29 gl (3 od=x{o| AHalst A{Dds|
(Royal Canin) ROY, A"E NIN ASHQl st Mt
i oyExiol, Zash Aedst
- (Pedigree) '
e N o5 =
g e ‘ " 0|A7|.A
- gATIA o
e . o4sxol ZaHs sfeist
- oo (Whiskas) e
sy !wme o TR
- =a|ay -
s e N (Frislkies)l SHEH, 2, M
! 232342 E "
P s e
_'Em u ﬂ; w5 == A 1Exo| Hast M
o v Bri wENE wm g o o HEXol A3 st M
[reeBricgs | gL (Pro Pér) e A
o awsl s
W PRO T yl&;w e = —mem
SPLAN® , = (C;A"’Zf) oisxol A3zt Mt
= L t Chow) '
o fiE -
e Holx| Ealx| S stExol Alzixiel
<32l 11> |Rl O|o|X| E2A} AH A (Nature Bridge) NatureBridge da8xel
o MNORY | eisel, 2oz s
Iy; 1\
Pet Food Bal= Zao] Ay EXoA oji
- atolF= 1Ex0| A 5
WAL G ALDES ARSI 2 7H‘d(R (Myfoodie) SEHel, e, dgs
oyal Canin), #t]12](Pedigree), $12=7}2~(Whiska -
s), 2Z2]2~7|(Friskies), ZAxF--(Cat Chow), *=2](No (Sanpo)
ry), PrelFE=(Myfoodie), AF¥(Sanpo) H#E=E0] <. 12> Pet Food 22 E

PR A el Sk ol mE 2
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AT

HA= ojujAE= AFE(Sanpo) HAE=E A|9)Ekar
2¢ 7ld(Royal Canin), #|t] 18] (Pedigree), #12
7}2~(Whiskas), Z]2~7](Friskies), Z= ZFW(Pro
Plan), A2-9~(Cat Chow), Ylo]* P.2]A](Nature B
ridge), "Fo]F=(Myfoodie), =2](Nory)7} ‘954
QU ofu A7} YERTh Ed o)X H]A](Nature
Bridge) BHEE A ¢)ata 7t 18] (Pedigree), 9
27}2~(Whiskas), 28] 2~7](Friskies), Z& Z#(Pr
o Plan), 2% 7ld(Royal Canin), Ax}--(Cat Cho
w), "FolSF=(Myfoodie), =2](Nory), AFE(Sanpo)
BAll=s A oW A7} vebytth 12] 3 Whis
kas BWE=E At 2% 7 (Royal Canin),
Ht] 28] (Pedigree), =2](Nory), vFo]3F=(Myfoodi
e), A (Sanpo) H#MZi= Ml ojux]7} %
Aog yetdth webA Bals k] ojuAE
2] 27| (Friskies), Z& Z#(Pro Plan), Zx--(Cat
Chow)s} #o] Fdd ‘AEe’ oluAE eR)7]
T 3FAIRE Ylo]A B2 2] (Nature Bridge) .=
g AlF AR, AEAR ojwAI7E YA 7= g

(EﬂEH }ﬂxﬂ /\Hxﬂ—) A3 T
7t 307H v‘}’c“z} Pet Food BAE 231 541 A7}

AR 2@ew & 667 v

=
oL r1—'4
o,
=)
D)
ogh

- 2 GH), TEHTER), HEoltF(3H),
¥ (23]), ‘A8 ot (1iD)el 2AE 53 A
LE ARESIGIth 53] Fidde] de gle
A= el 1A% I7] wiell ol
e SHA 3WS AlQdstal F 13659 AEx
22l (www.wix.com)Ate| Eo A BAISHATH

AEA L <F. 13>7} 2.

ol 010
M oft =l

re

T= gl B2 8(%)
=l 40 2941%
My 04 B 70.59%
2l 136 100%
10CH 4 2.94%
20cH 106 71.94%
ol 30cH 2 16.18%
40H 4 2.94%
50cHol 4+ 0 0%
2l 136 100%
CHSf/eh ot 4 85 62.5%
AHEA 18 1324%
oty 5 8 588%
I RFIS AR 12 882
7|E} 17 12.5%
2l 136 100%

<E 13> ME SEA X E4

AR SHAY] 94 EAS A¥EE F 1361
T ool 67 (70.59%)°] 31, FAd-> 407(29.41%)
o o4 FHAT} 7 ‘E%D}. AF s 2001>30
h>10TH>40ti>50) - o] o= 20t 1069
(7794(% o] 7}4 we &

2 thgl/iietd o] &HH(625%) 0.2 A7) -
= HERsTh

o SRS IXE | BRE Pojos
i WE [uiE800| HE [HHES(
22k 71 (Royal Canin) 66(48.53%) 56(41.18%)
|| 22|(Pedigree) 40(29.41%) 32(2353%)
22T A (Whiskas) 28(20.59%) 30(22.06%)
Z2|A7|(Friskies) 10(7.35%) 24(17.65%)
=2 Z&(Pro Plan) 27(19.85%) 7(5.15%)
ZAAFR(Cat Chow) 17(125%) 12(8.82%)
Hlo|x E2|X|(Nature Bridge) 24(17.65%) 40(29.41%)
=2|(Nory) 4(2.94%) 4(294%)
0}o| 5 =(Myfoodie) 32(2353%) 18(13.24%)
AHE(Sanpo) 12(8.82%) 9(6.62%)
aict 3727 21%) 25(18.38%)
TFoidE & 79(58.09%)
THEE 7 57(41.91%)

<E. 14> Pet Food EME 212| 03l =

<3 14>%F o] Pet Food Hal= Zil o]

ol
b
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ZAl A Pet Food 7oA Eo] gl €A 5778 (4

1A =7} 2 7 d(Royal Canin)>¥t]=12](Pedigr
ee)>rlo] F=(Myfoodie) > $ 22 7F2~(Whiskas) > Z &2
Z#(Pro Plan)>4lo]*] H2]*|(Nature Bridge)>71
AF9-(Cat Chow)>2FE(Sanpo)>Z 2] 2~ 7] (Friskies)>
w=g](Nory) o2 WETE BE3F Pet Food 28l
= FjeE A= 29 7 (Royal Canin)>4lo]
2] BE]A(Nature Bridge)>¥It] Z2](Pedigree)>
2~7}2~(Whiskas) >3 2] 27| (Friskies)>7}o] £ = (My
foodie)>ZAxF$-(Cat  Chow)>AFE(Sanpo)>Z 2 Z
A(Pro Plan)>=2Nory) o2 2% 71d(Royal
Canin) 5678(41.18%)°] 7F& @okar rjegke] ¢l
= SHAE 257 (18.38%) 2.2 YEFRL
42 dEXZAtel 2M 3 2ot

Pet Food Bal= 219 e A, A A&
% 37 3070 E &l tist Likert 538 H&(1=713]
obdth, b=rl-¢- 2Hh A= <& 15>9 2tk

oft Kl

Al @4
==

Sl M| A A
22 74 (Royal Canin) 369 359 366
H|c| 12|(Pedigree) 337 3% 346
| AT tA(Whiskas) 34 328 321
=Za| A7|(Friskies) 334 315 33
=z Z3(Pro Plan) 2% 297 283
FHXI(Cat Chow) 308 303 287
Hlo|x E2|X|(Nature Bridge)|  3.71 360 363
=2|(Nory) 291 293 2%
o}o| FE(Myfoodie) 336 362 336
A (Sanpo) 297 2% 283

<E. 15> Pet Food EE 2119| 0Of3i=

Pet Food BAl= 2319 AJZHY @4 Ao% ¥
7F= oA dlo]x] HE]x](Nature Bridge)(3.71
Aol Ao RE F& SHES WAL vlo]H He
A (Nature Bridge)>®2%¥ 71d(Royal Canin)>$]2~
7}2~(Whiskas)>#| t] 28] (Pedigree)>v}o] F=(Myfo
odie)>32#] 27| (Friskies)>ZA%--(Cat  Chow)>AFE
(Sanpo)>2= F#:(Pro Plan)>>2](Nory) <2
el AAlE vlo]E=(Myfoodie) (3.6274)7F =
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< S T vho]FE=(Myfoodie) >Ulo]A B
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skies)>ZAA-$-(Cat Chow)>2Z=Z ZE#:;(Pro Plan)>4t
E(Sanpo)> =8 (Nory) 0.2 vehgth 18 a A
Fo 2¢F A d(Royal Canin)(3.664)>Ulo]x B
Z|(Nature  Bridge)> ¥ t] 18] (Pedigree) >m}o] 3+ =
(Myfoodie)> 2] 27| (Friskies)>$] 2~ 7}~ (Whiska
$)>5= 2] (Nory) >AFE (Sanpo) > A 2H-(Cat - Chow)>P
ro Plan®. 2 oJojxth 2 71d(Royal Canin), =
o] 18 (Pedigree), $1227}~(Whiskas), Z2|2~7](Fri
skies), Wlo]z] B.2]X](Nature Bridge), m}o]F=(M
yloodie)7} 33t 37 ool TAAA SHE Kol
= v =2 Z#:(Pro Plan), Ax9-(Cat Chow),
=2](Nory), AFE(Sanpo)= H3t 373 o]st= e}
Stk
Pet Food B.AlE Z 19 A|Z& Q4 Au|x; A
= gl dlo] B A](Nature Bridge)2]
4 Se A 23Y 29 wolF=
(Myfoodie)®] AHAl2|ZA e} o|BAAA, 12l
2<% 7d(Royal Canin)e] WAAE A4S A5s)
= Ao ® Yehdth

Pet Food H@l= 2319 &gAL ojulx]of thdh
Likert 58 #:=(1=73 ofyt}, 5=vi-¢- 18t})
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v = eF(3417), ‘AlFHQl ouA| &
A @A), AL oM E =4 F At¥
AR AR 2R Vet wgk |
ylo]# B x|(Nature Bridge)(357), 2% 71
J(Royal Canin)(3.49), 32]2~7](Friskies)(3.36), A
2H9-(Cat - Chow)(3.24), vlhe]F=(Myfoodie)(3.22),
Ht] 28] (Pedigree)(3.15), $]12=7}2~(Whiskas)(3.14)
34 o)A o7 o|nx] FLALRAL|A FAA (4=
g, 5=vlg- 2 Sgel Hgth v Ak
(Sanpo)(290), == ZW(Pro Plan)(2.89), =] (Nor
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o}, 1=43% olrh) &Hell 7MEal Pet Food E.@
= 23 A AR Aolaitt
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8

=1
rlo

249 BEE ovx 2
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A R EE= R
A EE
EEER EAta gespl 2alel
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A AR gt J e A A B
glo] aHA7E A3k e7] wiitel] Hal=e] 4
PR Rl UARloR Pl Gtk AAlE
vko] £ E(Myfoodie) o] AbAIE] ZA| 9} o] A AE
2 MAY FAZ FA & dA3 Ao r B
AelzA ALE Feks o] Tk wd v

WAool gl diieA A T AAES 2R
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el e} Av] 59 kst ZHdA] A7 I + Whiskas, https://baike.baidu.com/
il MEOake] JIAEANS NEEsle] ATAT « Friskies, https://baike.baidu.com/
= wolsjobat Zo|k * Pro Plan, https://baike.baidu.com/

B owr ooz WAE A o  Cat chow, https://baike.baidu.com/

© ° anpo  Nature Bridge, http://naturebridge.cn

R I e A o R s R » Nory, http://www.bpet.cn/
£ =ol7] fa Aeuldy Aesd A9E =9 = Myfoodie, https://www.myfoodiepet.com
FANL Bosly XA o7 tokdt Ay} o] * Sanpo, https://baike.baidu.com/
o]2)71& wHlg}¥ Pet Food BE= 21 ¢15te] 7]

« AFR -, 2] dFE), olEuH, 2012,
« AHE U Q- BEAbe) dzok A, oldd o, T7HAdnt
A" e2re yAQlEn , TR, 1998,

+ Dog Network, 2019 Chinese Pet Industry White Pap
er; , HEHRE, 2019.
« Wang De Pei, "S=74 2020, , I kGHHATE], 2

020.

o A2, T o FZePgE HAE] A= onx|e} B
e } 1EE vhael] #3 A5, gFgrhstal o] ]
ol AT, MAFER9]v=E, 2013.

o AEA, A Fde Blse] 23 54 A, By
11 Vol9 No.l, 2011.

o S - A9, SPARAE 21 O] #3F A
AFYA A iz ATF, Vol.42 No.-, 2013.

o o]FF,

WEFE AR TP S 55 ofn]
Y, FIAQE R, Vol25 No2, 2019,
5 gl vAel Yol Be 2l
= wgel] B AT, YR AT, Vol7 No2,

e A§7, AFehael] Uehd Azgrsh AE A AT, 1
=y #}218ts] Vol.14 No4, 2016.

o ARG - A - FYL, HAEFE 239 A e B
He Aol ek AT, BAETRIEAT Vol.10 No.
4, 2012

o AW - FNA, BAs 2RI 7)o B,
BAl=rA9Igtd+, Vol.7 No.2, 2019.

o IRI A tapel A4-4, http//www.iricolor.com

o HilEREFEASERE, https://www.qgianzhan.com

» The People’'s Government of Beijing Municipality, htt
p-//www.beljing.gov.cn/

* Royal Canin, http://www.royal-canin.cn/

* Pedigree, https://baike.baidu.com/
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