
PET-STUDY RESULTS, MODEL, AND RECOMMENDATIONS 
 
FACTOR ANALYSIS 
 
BELIEF ITEMS 
 
Total Variance Explained 

 
  



Rotated Factor Matrix 
(NOTE: loadings that have an absolute value  ≥ .450 are underlined/highlighted, and used for interpretation.) 

 

 
 
 
  



Interpretation And Names Of Belief Factors 
 

 Name/Title of Belief Factor Interpretation of Belief Factor 
Belief Factor 1 
 

 
Benefits 
 

Pets have a positive impact on our lives 

Belief Factor 2 
 

 
Independence 
 

The best pets can be left on their own 

Belief Factor 3 
 

 
Energy 
 

The best pets have high energy.  

Belief Factor 4 
 

 
Emotional Intelligence 

Pets have emotional intelligence  

Belief Factor 5 
 

 
Responsibility 
 

Caring for a pet is a large responsibility. 

Belief Factor 6 
 

 
Inconvenience 
 

Large pets are a nuisance   

Belief Factor 7 
 

 
Aggression 
 

It is important that a pet is not aggressive. 

 
 
 
 
 
 
 
 
  



PSYCHOGRAPHIC ITEMS 
 
Total Variance Explained 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  



Rotated Factor Matrix 
(NOTE: loadings that have an absolute value  ≥ .450 are highlighted, and used for interpretation.) 
ONE EXCEPTION, the item I am open minded with .449 is underlined/highlighted, and used for interpretation.) 
 

 
  



Interpretation And Names Of Psychographic Factors 
 

 Name/Title of 
Psychographic Factor 

Interpretation of Psychographic Factor 

Psychographic 
Factor 1 
 

 
Exercise 
 

I prefer a healthy lifestyle for myself.  

Psychographic 
Factor 2 
 

 
Sociability 
 

I find joy in interacting with others. 

Psychographic 
Factor 3 
 

 
Home 
 

I prefer a relaxing at home over going out. 

Psychographic 
Factor 4 
 

 
Company 
 

I enjoy having company around me. 

Psychographic 
Factor 5 
 

 
Walking 
 

I enjoy long walks to clear my mind from working.  

Psychographic 
Factor 6 
 

 
Travel 
 

I enjoy traveling alone. 

Psychographic 
Factor 7 
 

 
Patience 
 

I am a patient person. 

Psychographic 
Factor 8 

Strict Routine I do not do well with strict daily regiments.  

 
 
 
 
  



DISCRIMINANT ANALYSIS 
 
Discriminant Function 
 

 
 
 
D = .000 +.729(Independence) -.858(Energy) + .366(Aggression) 
 
Group Centroids 
 

 
 
Mean Values For Each Factor by Choice Group 

 



Classification Results 
 

 

 
 
Cpro% = 52.15    
 
Given that 77.4%  >  52.15, the discriminant function predicts. Better than chance 
 
 
 
 
 
 
 
Difference(s) Between Those Who Prefer Dogs, And Those Who Prefer Cats 
Based on the discriminant model with the sample data, the following is observed: 
 

Factor Name Cat Mean Value Dog Mean Value 
Independence .4095683 -.2687792 
Energy -.4821290 .3163971 
Aggression .2054847 -.1348494 

 
There are three differences between those who prefer Cats, and those who prefer Dogs: 
- People who like cat’s value independence in their pet more.  
- People who like dogs prefer higher overall energy from their pet. 
- People who like cat’s have a lower tolerance for aggression in their pet.  
 
MARKETER-ACTION RECOMMENDATIONS 
Companies that are a part of the pet industry can use this information to better target their consumers by what pet they 
have. With the three aforementioned differences we have collected through our data we have three focus point for how the 
marketing strategy can differ depending on the pet. For example, since cat owners value independence they can make and 
market more products that add independence between cat and owner, some ideas would be automatic cat feeder/waterer, 
self-cleaning litterbox etc. Using this strategy companies can heavily market athletic gear for dog owners like ball 
throwers or harnesses for jogging with your pet. There can also be more safety items produced to help cat owners deal 
with any aggression their cat may have. With these three differences companies are able to monopolize on the new 
attributes found in typical dog and cat owners further increasing profits and exposure for the company. 
 

Actual 


