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Abstract

Abstract

In recent years, Chinese living standards are higher and higher. Due to pet began
to become one of family members and get more and more care from the owner pet
industry get the rapid development. Especially more and more pets need to be
entrusted because owners should go out for business or traveling, thus they don’t have
time to look after them. Due to a lot of needs, that generates more and more pet shop
to do this kind of business, but this service can’t satisfy the customer, because the
shop use the cage to keep the pet for a long time. For this conflict, we want to use the
internet platform to solve this problem, customer who’ pet need to be looked after and
pet family that can help them to do that are both in this platform, and customer can
freely search boarding family. Meanwhile the platform as the third party offers the
insurance to protect the benefit of the both sides.

Considering about the real situation of pet industry and the business model of
online boarding platform, we decide to promote and popularize this website form two
aspects. The first one is online promotion: we need to use a lot of sorts like
advertising and internet video and words that can be easy to spread on internet
through emphasizing on individualized boarding and social function that can bring
more benefit and fun for both pets and pet owners. Meanwhile the platform should
provide every service for free at beginning of running time in order to abstract more
and more pets owner to use this platform. But also platform has online forum for users
chatting with each other and sharing their own funny about pet in order to increase the
frequency of users. The second one is offline promotion by 020 model, by
combining the popular SoLoMo theory we integrate the offline source like pet
goods . pet service . pet medical and so on to bring more benefit for the online users.
Finally we want to integrate the online boarding and offline service in order to

promote the website rapidly and accumulate lots of good customers.
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