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Abstract

The advent of the information age has broken the traditional clothing sales model, and precision
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marketing has become an efficient sales model. In order to understand the needs of consumers in
depth, this study collected data related to consumer purchases of clothing products through ques-
tionnaires, including eight aspects of brand, price, style, color, fabric, quality, comfort and practi-
cality, and stored the collected data. Into the database, use Python language programming to
comprehensively analyze and process the data in the database; combined with basic conditions
such as age and income, analyze the factors that affect consumers when buying clothing; using Py-
thon’s Matplotlib and Bokeh visualization libraries, present the data analysis results visually in
the form of bar chart and pie chart. The data analysis results can provide references for clothing
manufacturers and clothing sellers, determine the production scale for manufacturers, and pro-
vide theoretical basis and guidance for merchants to carry out targeted precision marketing. The
analysis conclusion of this article is of great significance to the production and sales of clothing.
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FEUME R LB A T, ke B 1o e R SR AT R 1 7 KO J ™ e i, B IR B U e
i G MIRCR, (HARAEIRBARACH AR ISR, RBEAKEEAL S8 7 W4 Aolkar R R4
PP CAAKTTRE . fERXFERTE R, WS — Mo s e a7 ARNsm A, AW
SERERVE RIS, o E S RS T B A AT R A e AL, SRS HEE R, KR AT L
BEAR AV E B A, I RESE ARV 22 5 ALt 4 K21, H AT Eds 70 Mg 2 Matlab. SPSS Fll SAS,
SRMZLERAF R &, 2R AR, 2RI RE R R(3], AALE T IX LR I PF, Python ¥ 5 HAT 2K
PRUEPE S SR =5, RENSALEL R ORI BOR SR AN R R BI85, R S KB A B3 HT, Python #E4K
A8 3 BT U LS Z L S R, B SON T EE T SR L TR Oy TR R A R T
PR B LR R SR BE T BEAT RS W E B, AT SO BT 9 A B R TR R i T AR B R
PEiEId Python FiFEM AR kg AR Bt TR, BUE. &7 RS P )\ AN B R 3 A Al
BB IR ANFEWONEYE O NATENE SR 15 FE R 3R o WA RN MR A 7 | K 5 e 5 e B2t
W AT ZRE AP UL, D9 S8 i A B X R RORS HE S B SR S (BB AR A4 3. SRR SE R
BoR: T SPSS 25 F I EUR A Wk, Python BT LI AN i 22 J7 1t 43 At B30 -0 S [0 1 B
B RRE E I B RS, A28 0 s S I R s, AR R 7 M NS L SRRk v 55 DA Bt vl
MU SE T3 T AT A LU BR BR - RIS T Python PRV B 2 ke A S 40 7 M 7 L DA PR s FH 20008 23
PREEINPRAE . D7 (EANAER, SELFsbi 2 1 R AR R A B K
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2.2. Matplotlib AT 1L EE
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Bokeh #& — A% HF web ) 5 2% )22 B al WAL, U VRS H A JSON, HTML 25/ 28030, ¥
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BokehJS #& Bokeh % Ml 2 42 —, Bokeh]S j&——Ji JavaScript 22 K|/, Bokeh B 41K £
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ZH A AR .
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4.1. YRR
AR i) 5 U 25 1) 45 ROk WTH B PE AR, SR mysql U RS ON R B R A M5 B o Bl R A5 R n

Kl 1.

# Eyit] K5 NES A R null
Fs int 255 0 L1
14 5] varchar 255 0
FERE varchar 255 0
[N varchar 255 0
BT ARAE = varchar 255 0
S RS = varchar 255 0
FZEM S AR S = varchar 255 0
KNS R = varchar 255 0
ST B g ST A IR ERLATY varchar 255 0
ST s g ST A R TR varchar 255 0
P e SE A R 7 X varchar 255 0

W LA IR AR B varchar 255 0

R 155 i s varchar 255

Figure 1. Prediction model of sludge age
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Figure 2. Percentage of factors considered by consumers when buying clothes
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AN S AR BE ) 25 FE DR 2 4 b, 5 SR 3,

So_éiFﬁQ&A#Eﬁ@%”B&%W%Ei =1:4

S ok W e TR I v I AE R S
201 40.00% 40.00%
] 37.50%
301 29.67%
1 20.00%
207 16.96%
] 13.39%
101 8.93% 9.82%
] 46% 5.36%
] 3.57%
ol 0.00% 0.00%0.00%0.00% 0.00%
t T
18~25% 26~40% 41~55% 56% UL L

Figure 3. Proportion of factors that people of all ages pay attention to when buying clothing
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Figure 4. Proportion of factors of concern when buying clothing for all income groups
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Figure 5. Proportion of the price of clothing purchased by the groups of people
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Figure 6. The proportion of respondents who usually buy clothes
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