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1. INTRODUCTION 

 
Pet parents are becoming a new breed of power purchasers in China. The pet industry in China is 
booming with double digit growth figures.  
 
China’s pet economy however is still in its early stages, given there is still significant potential for 
higher pet ownership in the country. According to Frost & Sullivan, in 2018, about 100 million 
families – or 22% of total households – in the country owned a pet, which is far below the U.S., 
where 67% of families are pet-owners. However, China leads Asia-Pacific ownership.  The forecast 
is expecting Chinese pet food expenditure to get higher in the coming years. 

2. WHO’S DRIVING THE PET ECONOMY? 

Chinese Millennials are the driving force behind this booming market. According to data from 
research firm Forward the Economist, 45.2% of total pet owners in China in 2019 were young 
Millennials under 30, while those between the ages of 30-40 made up 29.5% of the pet-owning 
population. 
 
Different from the older-generation who seek simple companionship, Millennials consider 
themselves caring parents to their pets. In fact, this emerging young segment sees animal welfare 
as a top priority, with almost 40% of pet adopters in China being under the age of 24, according 
to research from CBNData. 
 
Not only do these “young parents” devote a significant amount of time to their pets, they are also 
willing to spend money on products to ensure that they are well fed and healthy. 
 
For example, during 2019’s 11.11 Global Shopping Festival – the world’s largest shopping event – cat 
food was the best-selling category on Alibaba Group’s cross-border marketplace, Tmall Global, 
outperforming other popular import categories such as baby formula and face serums. 
 
Similarly, online sales for pet health supplements grew with 50% each year from 2017 to 2019. 
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3. WHO PAYS FOR PETS? 

Around 88% of the dog and cat owners are women, and half have a bachelor's degree or above. 
The majority of Chinese pet owners belong to the post-1980 or post-1990 generations, who are 
now in their 20s or 30s. 
 

Major consumer groups are young consumers (post-90s)  

 
                                post-90s              post-80s            before-70s             post-70s 
 
Shanghai, Beijing, Xi'an and Chengdu – cities with comparatively high dispensable incomes are the 
cities with highest spending on pets. According to the pet industry report, owners living in these 
four cities spent 48.6 billion RMB on their fluffy friends last year. 
 
Increasing income levels promote the spending on pets. With the increase of per capita disposable 
income, the consumption of post-90s is increasing, especially in the proportion of high-end 
consumption. The high requirements for quality of life of post-90s continue to stimulate the 
expansion of the pet market. In addition, compared with 2018, pet owners with a bachelor’s degree 
or a master’s degree have increased by 2.5% and 2.0%, respectively, the proportion of people with 
a monthly income of 10,000 RMB or more accounted for more than 20%. Owning a pet is becoming 
popular, especially for people with higher education and high income. Among them, more than 
60% of pet owners are female. Female pet owners’ spending power is stronger than male owners. 
Moreover, the income gap between men and women is gradually narrowing. The female pet owner 
consumers will greatly increase the consumption scale of the pet market in the future. 
 
 
 
 



 //////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////// 
 
pagina 6 van 24 The pet food Market in China 12.2020 
 

Education of Chinese Pet Owners 

 
             High school or below    College degree       Bachelor degree     Master degree or above 
 
According to the report, nearly 60% of owners treat their pets as their kids. Many also say that 
pets are children, friends and family members all rolled into one. 

 
Behind mounting pet love 
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The surge in pet pampering is largely attributed to China's growing wealth. 
 
The country's GDP per capita has, according to official data, passed the threshold of 10,000 U.S. 
dollars. As Chinese citizens become wealthier, pet ownership is on the rise. 
 
Apart from a love of animals, a want of companionship is another major reason behind rising pet 
ownership. About one in five pet owners said they raised pets for mental support.  
 
China's aging population, falling birth-rate and growing trend of singlehood have unleashed an 
enormous demand for pet pampering that can help ease loneliness and bring fun to life. 

 

4. SNIFFING OUT OVERSEAS QUALITY ONLINE 

Like most other consumers in the country, pet parents in China are among the most digitally savvy 
shoppers in the world. Issues with food safety have encouraged Chinese people to have a deeper 
look at their food consumption and buy more imported products. This greater concentration on 
health has applied both to themselves as consumers and their pets as pet wellbeing has become 
increasingly more important. This caution is especially important as unregulated packaging 
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practices have caused pet deaths as a result of illegal food products. Chinese authorities have been 
struggling to stop the distribution of tainted products in recent years, therefore making quality, 
safety and reputation top considerations when making purchasing decisions. Previously, open 
bags were used to package pet food, but as safety concerns increase this has given way to more 
premium packaging. As a result, today more premium pouches and cans have been produced in 
order to package and identify safer food. There is also a tendency to utilize plastic packaging as 
it is viewed as more trustworthy and convenient. 
 
 

5. GEOGRAPHICAL AREA OF PET FOOD MANUFACTURES 

 
 

The main geographical areas for pet food production are on the East Coast of China. This is due 
to the close proximity of raw materials which allow local businesses to run a more convenient 
and cost-effective operation. The top ingredients for the production of dog food are beef, grains 
and chicken. Whereas in contrast, chicken, ocean fish and chicken fat are the top ingredients for 
cat food. To produce these ingredients, however, different areas are better for particular 
ingredients. A large supply of corn and wheat in Beijing, Tianjing and the Hebei province make the 
production of dry food easier. Comparatively, the Shandong province is an agricultural area which 
produces broilers, that is chicken that is bred and raised especially for meat production. As such, 
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pet snack manufacturers who need these materials, typically settle around this area. Local 
producers of dry and wet food, however, place their smaller factories in Jiangsu, Zhejiang and 
Shanghai. 
 

6. PET FOOD PRODUCT CATEGORIES 

There are many categories of pet food industry, which can be divided into dry food, wet food, 
snacks according to the food priority. It is estimated that the current domestic dry food, wet food, 
snacks structure is about 3:1:1. The dry food market is the largest and has the highest gross profit 
margin, but the competition is also fierce. Many international renowned brands focus on dry food 
products. The wet food market is still in a stage of rapid development, followed by gross profit 
margin. The snack market is highly competitive, with the lowest gross profit margin. 
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7. CHINA'S PET FOOD INDUSTRY MARKET SALES CHANNELS 
AND TREND ANALYSIS 

As a rigid demand for raising pets, pet food occupies an important position in the pet industry 
and is the largest market segment. In 2019, the domestic pet food industry market size was 
approximately 40.1 billion RMB, a year-on-year increase of 28%. The growth of the number of pets, 
the increase in penetration rate and the trend towards high-end will promote the sustained and 
rapid growth of China's pet food market. 
 
Next to pet food, major segments in the pet industry are: 

 Veterinary care & medical care 
 Live animal sales 
 Pet supplies, including grooming, boarding & pet funeral 
 Pet foster care & pet training 
 Pet photography 

 
Almost 90% bought pet products online in 2018, with many often turning to cross-border e-
commerce platforms to find premium, high-quality imports that are not yet widely available offline 
in China. 
                                    
The number of dogs and cats, the most commonly kept pets in Chinese cities, reached 99.15 million 
in 2019, according to the Chinese Pet Industry 2019 white paper. 
 
Next to cats and dogs, pet owners also keep more than 100 million other creatures as pets, 
including 84 million fish, 9 million birds, 7 million reptiles and 7 million rodents. The latest trends 
are keeping rabbits, racoons and capybaras. 
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7.1 DOMESTIC PET FOOD MARKET SIZE 

 
Domestic Pet Food Market Size  

 

 
Pet food (100 Million RMB)  yoy 

 
 
 

7.2 PET FOOD SALES CHANNELS 

From the perspective of sales channels, pet food sales channels are divided into online and offline 
channels. The online platforms are mainly Taobao and JD.com. The offline sales are mainly pet 
shops, pet hospitals and farms etc. However, due to the large number of pet stores, the small sales 
volume of each single store as well as channel costs, the current domestic pet food sales are mainly 
online, it accounts for about 74-75%. 
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The younger generation tends to be more computer savvy and prefer to order pet food online as 
it is cheaper and more convenient. Therefore, this younger demographic drives the increased 
demand for online resources. This is especially evident as pet apps and forums rise in popularity 
in China. The most popular apps and forums being Smellme, Yourpet, Liuliu, Boqii and Fdog. 

 

7.3 PET FOOD INDUSTRY TREND ANALYSIS AND E-COMMERCE CHANNELS 

From the perspective of the long-term development trend of the pet food industry, omni-channel 
operation is the foundation for brand expansion and strengthening. According to the profit 
sharing model of pet food online and offline, the ideal channel model for the pet food industry is 
"offline and online combination". Generally speaking, offline channels include manufacturers, first-
tier distributors, retailers and consumers, the mark-up rate from ex-factory price to terminal price 
is about 1 to 2.5 times. The greater the brand's influence, the lower the mark-up rate. Pet products 
reach consumers directly, but they need a lot of internet costs to support. Offline channels are the 
foundation for pet food to build brand effects. By establishing a good brand image, online channels 
can be used to enlarge the sale scale. Taken together, companies with strong brand effects can 
rapidly increase product sales through online channels, thereby improving product profitability. 
In the long run, the coordinated development of online and offline channels is expected to become 
the best sales model for the pet food industry. This is also the marketing model that many domestic 
brands choose. 
 
The pet food industry has obvious characteristics of low brand concentration and high e-
commerce penetration. E-commerce channels have become the most important channel in the pet 
food industry. 
 
E-commerce channels in the pet food industry have developed rapidly in the past 10 years. 

 Online channel penetration rate 
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7.4 PET FOOD E-COMMERCE DEVELOPMENT DIFFICULTIES 

Low brand recognition: The domestic pet industry started relatively late, there are still serious 
deficiencies in pet food brand recognition, the product quality standards are also chaotic which 
makes it difficult to cultivate customer loyalty. At present, with the exception of several well-
known pet food brands, most domestic pet food brand e-commerce development has not achieved 
ideal results and the promotion of brands and products is limited. 
 
Fierce competition: E-commerce platforms are flooded with a large number of pet food brands, 
which are numerous and uneven. Most brands gain competitive advantage by lowering prices. The 
fierce and chaotic market competition directly leads to a decline in corporate profits. Affects the 
follow-up development of the brand. 
 
Online channels have the advantages of low cost and high efficiency compared to offline channels. 
How to balance the distribution of benefits between online and offline channels directly tests the 
ability of manufacturers. However, many domestic manufacturers often balance by reducing 
quality, resulting in a decline in product quality which has a relatively negative impact on the 
brand thus affects the development of e-commerce. 
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8. PET FOOD MAJOR PLAYERS (ONLINE MARKET) 

Online market has fierce brand competition . In 2015, the top three Taobao brands were Royal 
Canin, Purina (Pro Plan), and Mars. In the first quarter of 2020, the top 3 Taobao brands were 
Royal Canin, Myfoodie and Crazy Dog, in addition to Royal Canin continued to occupy the leading 
position, brands such as Myfoodie and Crazy Dog have achieved rapid development. 

Top 3 Taobao Brands  (2020 Q1) 

1) Royal Canin 

             

Royal Canin Tmall Store 

2) Myfoodie 

                 

Myfoodie Tmall Store 
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3) Crazy Dog 

        

Crazy Dog Tmall Store 

 

Taobao Channel Pet Food Sales  

 

 (100 Million RMB) 
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9. GOVERNMENT SUPERVISION & REGULATION 
 
Ministry of Agriculture (MOA) and General Administration of Customs of the People’s Republic of 
China (GACC) take charge of the registration, inspection and quarantine of imported feed and feed 
additives. 
As China puts strict control on import feed and feed additives, not only the overseas manufacturers 
but also the exporting countries are required to go through certain registration, inspection and 
quarantine procedures of MOA and GACC. Only approved countries can export to China and the 
imported ones shall come from the registered overseas manufacturers. 
 

I. Quarantine Access Procedure with GACC  
 
Foreign countries that export agricultural products (such as pet food) to China for the first time 
are required to finish the Quarantine Access Procedure at GACC. GACC shall perform risk analysis 
on the exporting countries. And then, according to the results on the said risk analysis, GACC will 
public the list of approved countries and regions as well as the categories.  
 
Quarantine Access Procedures for Agricultural Products to be imported to China for the first time   
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1. The competent quarantine authority of the exporting country shall, according to the trade 
interest, submit an official application in written form to GACC for exporting agricultural 
products to China with the name, variety , use and information of importers and exporters.  
 

2. GACC will, according to the application, deliver a questionnaire concerning the Import Risk 
Analysis (IRA) to the exporting country for reply.  

 
3. After receiving the reply to the questionnaire, GACC will organize the relevant specialist to 

initiate IRA process.  
If necessary, GACC will ask the exporting country for more information during the 
evaluation period;  
Based on the assessment of the above information, GACC will decide whether it is necessary 
to send a specialist group to the exporting country to have on-the-spot inspection.  
 

4. After finishing the IRA, GACC will take account of whether or not to submit a draft of 
quarantine protocol or sanitary requirements for the product to be imported from the 
country to China, which will be discussed by both sides.  
 

5. After having reached agreement on the protocol or sanitary requirement, the trade of this 
product will be commenced according to the requirements specified in the protocol.  

 
GACC registration Procedure  
 
GACC implements the registration system for the pet food manufacturers from the approved 
countries. And the registration must go through the competent quarantine authorities in the 
exporting countries. For example, Belgian pet food manufacturers can file an application to FAVV 
first, after being approved in the examination by FAVV, the qualified pet food manufacturers will 
be recommended to GACC by FAVV. GACC shall examine and aforesaid recommend documents. As 
to the unqualified documents, GACC shall notify FAVV to rectify or amend. As to the qualified 
documents, after consulting with FAVV, GACC shall designate experts to Belgium to inspect the 
supervision and management system on feed (pet food) safety and carry out a random spot check 
on the enterprises that apply for registration in China. Enterprises that disqualify in the random 
spot check shall not be registered in China and GACC shall notify relevant reasons to FAVV; 
enterprises that qualify in the random spot check or other recommended enterprises that are not 
selected for random spot check shall be registered in China and GACC shall announce relevant 
information on its official website. The registration is valid for 5 years. For more information about 
GACC registration, please visit FAVV website: www.favv.be/exportderdelanden/diervoeders/    
 
So far, There are seven Belgian pet food manufacturers are on the GACC approved list (by COB 
May 2020). 
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II. Registration of Feed and Feed Additives with Ministry of Agriculture of PRC (MOA)  
 
According to the Administrative Measures for Registration of Feed and Feed Additive Imports 
released by the MOA, feeds refer to products, including simple feeds, additive pre-mix feeds, feed 
concentrates, formula feeds and concentrate supplements, processed and manufactured by 
industrial means for the purpose of feeding the animals, while feed additives refer to small or 
micro amounts of substances, including nutritional feed additives and general feed additives, 
added during the processing, manufacturing and use of feeds.  
 
The Administrative Measures stipulate that an overseas company exporting feed and feed additives 
to China for the first time must apply to the MOA for import registration where an import 
registration certificate will be issued. It may not sell or use such feeds within the territory of China 
before obtaining this certificate. The imported feeds and feed additives must be packed and the 
packaging must comply with China's safety and hygiene regulation and must have Chinese labels 
that are in conformity with the relevant regulations. An overseas company should appoint an 
agent within the territory of China to apply for import registration.  
 
An overseas company should establish its own sales organ within the territory of China or appoint 
a qualified agent within the territory of China for the sale of the imported feeds and feed additives 
in accordance with the law. It may not engage in the direct sale of imported feeds and feed 
additives within the territory of China. It should establish its sales organization or appoint its sales 
agent within the territory of China and file a record with the MOA within six months from the 
date it obtains its import registration certificate for feeds and feed additives. Should there be any 
change regarding the sales organization or sales agent, a new record should be filed with the MOA 
within one month.  
 
Preliminary examination by Ministry of Agriculture  
 
The Administrative Examination and Approval Office of the MOA will accept the Application Form 
for Feed and Feed Additive Imports and the supporting documents from applicants and carry out 
preliminary examination. 
When applying for registration of feed and feed additive imports, the applicant must submit true, 
complete and standardized application materials (completed in duplicate in both English and 
Chinese languages) together with product samples to the MOA. The application materials include 
the following application requirements: Applicants must provide the following documents (in both 
English and Chinese and, unless otherwise specified, provide the original and one photocopy, with 
the English original issued by the manufacturer) together with product samples.  
 

I. Feed and Feed Additive Import Application Form;  
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II. Proof of approval given by the manufacturing country (region) for production and sale in 
this country (region) and registration details in other countries (regions) (must be notarized 
and authenticated);  

III. Letter of attorney for registration issued by the manufacturer to the agent;  
IV. List of raw materials composition and active ingredients;  
V. Explanations of processing flow chart and manufacturing method;  
VI. Quality standards, inspection methods and samples and test reports of three batches of 

products; The Pet Food Sector in China 17  
VII. Explanations on the scope of application of the product, the amount of additives and other 

particulars;  
VIII. Explanations on labelling, packaging specifications, particulars about storage, and best-

before day;  
IX. Products that have not yet been registered in the manufacturing country (region) or have 

been approved for production and use in the export country (region) but have not yet been 
granted approval for use in China will be evaluated by experts at the time of registration. 
The following documents (the original and two photocopies) should also be submitted:  

a. Official document issued by the manufacturing country (region) approving the use 
of that product or the use of that active ingredient as feed additive (photocopy);  

b. Product overview;  
c. Test report of the chemical structure of the active ingredients of the product and 

the animal, plant and microorganism classification and identification report;  
d. Sample of product description;  
e. Product stability test report;  
f. Product feeding test report and promotion and application report;  
g. Product safety assessment test report; and  
h. Major references.  

 
Quality review and inspection: the applicant shall send samples of three batches of the product 
to a feed quality testing agency designated by the MOA for verification tests.  
 
 
 
 
 
 
Feeding test and safety evaluation test 
 
For products that have not yet been registered in their manufacturing countries (regions), the 
applicant must send samples of the products to institutions authorized by the MOA for feeding 
test and safety evaluation test. For products that have been approved for production and use in 
the manufacturing country (region), but have not been approved for use in China, the applicant 
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should send samples of the products to an institution authorized by the MOA for feeding test and 
for safety evaluation test if necessary.  
 
Appraisal by experts The National Committee of Fodder Verification will give its appraisal for 
application materials for the two categories of products mentioned above on the basis of results 
of feeding test and safety evaluation test.  
 
Issuance of import registration certificates for feeds and feed additives The National Feed Office 
of the MOA will put forward its approval plan on the basis of the summation checks of quality 
verifications by experts and prepare the approval documents after being submitted to the minister 
for approval. The MOA will approve and issue the import registration certificate for feeds and feed 
additives within 10 working days and make a public announcement if the verification test is passed.  
The import registration certificate is valid for five years. Application for renewal of registration 
should be made six months before the expiry of the certificate if a company intends to continue 
to export feeds and feed additives to China upon expiry of the import registration certificate.  
Following is the registration chart with MOA: 
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Remarks: 
 

 Dog or cat food in airtight containers (HS code 2309101000) does not require a 
quarantine permit. 

 Other retail packaging dog or cat food (HS code 2309109000) requires a quarantine 
permit. 
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10. PROTENTIAL DISTRIBUTORS 

 
List can be provided by FIT Beijing to Flemish companies. 
 

11. TRADE FAIRS 
Trade shows for pet supplies in China. The list of events which were planned for 2020. Due to the 
covid situation however, lots of them had to be canceled 
 
March 
China (Guangzhou) International Pet Fair 2020 (March 6-8, Guangzhou )  
POSTPONED 
 
China Pet Expo 2020 (March 13-16, Beijing)  
POSTPONED 
 
April 
Shanghai International Pet Expo (April 16-18, Shanghai)  
CANCELLED 
 
June 
Pet Fair Beijing (June 19-21, Beijing)  
POSTPONED to 2021 
 
July 
Pet Fair Chengdu (July 16-19, Chengdu) 
 
August 
Pet Fair Asia (August 19-23, Shanghai) 
 
November 
China International Pet Show (CIPS 2020) (November 11-14, Guangzhou) 
 
December 
Pet Fair South China (December 25-27, Guangzhou) 
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The information in this publication is provided for background information that should enable you to 
get a picture of the subject treated in this document. It is collected with the greatest care based on all 
data and documentation available at the moment of publication. Thus this publication was never 
intended to be the perfect and correct answer to your specific situation. Consequently it can never be 
considered a legal, financial or other specialized advice. Flanders Investment & Trade (FIT) accepts no 
liability for any errors, omissions or incompleteness, and no warranty is given or responsibility 
accepted as to the standing of any individual, firm, company or other organization mentioned.  
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