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Abstract

As a cabinet for storing clothes, wardrobe is not only an important part of furniture, but also an
important category of online furniture. In order to study the purchase demand of online consum-
ers for wardrobe, A large number of data of wardrobe furniture in a residential furniture platform
of an e-commerce platform were collected, and the word frequency analysis and descriptive sta-
tistics of the data are carried out by using Excel, SPSS and other data statistical tools, so as to ob-
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tain the purchase demand of users at different emotional levels. The research found that the favo-
rite wardrobe style of online consumers is modern, simple and easy to install, which can improve
the user’s popularity, and consumers have different emotional needs when purchasing the war-
drobe. The style and material of the wardrobe are the needs of the user’s instinct level, the func-
tion and structure are the needs of the user’s behavior level, and the personalized customization is
the needs of the user’s reflection level. When designing the wardrobe, we should pay attention to
the needs of users at different emotional levels and give targeted design schemes.
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Figure 1. Analysis of search keyword frequency
B 1. ERXBIARAD

3.2. HBRAROH
THRE RS RS, HuIRER D R 2 R W SEAT N[ 7] AR ZAT N M b ol DAYIE T S — L
T BER TACKE I SE T oK o A, AEE AT 1 AR AN IRV 25 10 i SR L 75 2 SEAR N 2047 o

0.25
0.2
015
=
am
0.1
0.05 I I
0 BEEEEE
l‘@ _v‘}?@ )Xv:}?@ 2 l‘ b2 W <—¥7 \k'; @1
FEF SO
@‘?&
<

Figure 2. Top 10 provinces in search audience ranking
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Figure 3. Top 10 cities in search audience ranking
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Figure 4. Age distribution of search population
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Figure 5. Comparative analysis of payment conversion rates between different genders
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Table 1. Frequency analysis of top 10 wardrobe products in monthly sales from January to December 2023
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Table 2. Frequency analysis of the top 10 wardrobe products belonging to stores for monthly wardrobe sales from January to

December 2023
F2.2023 FF 1 A% 12 ARIEHERE AT 10 BIRIER @ FT B IS5 5
P55 it @ i RN B 45 Hl(%) R 5y el (%)

1 MREAOY 2R BB ALE 21 19.1 19.1
2 PR RAE 5 S T 13 118 11.8
3 WIS TR AL 8 7.3 7.3
4 SLATE MG 7 6.4 6.4
5 J\ZE AN S 6 55 55
6 < WAL A AL 6 55 55
7 FHEFR B 4 36 36
8 iy S T PRI LA o 4 36 36
9 463 R 3% 5K AR 4 3.6 3.6
10 A RS 3 2.7 2.7
11 AN M 3 2.7 2.7
12 IR AC LS 3 2.7 2.7
13 AR 5K ARG 3 2.7 2.7

WRIEIX 12 DAL G HATHEAT 10 BT R SRR AL, SRICE BRI . nlsl 6 WAL, H
R 2 8 W SR AHE = ] B3 2 [, 3R 209 9 8 OB AEACHRIA], R SE T AR BS A/ o R 22 ]
AR EAZAWARK s T B e R A B WU R BRI 20, AR R LR Th BE WL an i, FE R L
A8 e ERSE 2 DIREM S &7 3 (T8 B 20 T 2R A T 9 8 T S O AR B R
Vet a7 23 A AT LLERTH P AU IR 2 5 HERL 1 DA S W IT & 77 30, ILAMNEA YO T 55T & 8Lt
55 RIS ) L2E AR 2 V1 25 0 5 — N SQUE R, Ul AR A BT E AN 75 28 H8 23 [A) K/ R D) RE I 75
i L i o

4. BT REEXOAFRERS

2 1 I I Bl 2 T SRR H IR A, RN FR AT IR W 2 E AR I & rhopkik
PRI, DS ASBERIE AR i, B DA g HP I B S AR H I B AR SR R R,
Hrgs FUP BTG A2 4 I SRMLI . R, KPR fho IRAE IR T3 LA 0%, sty
FK 7 A2 5 BT IRk 4 F P B IS BA 30 [10]. BEAE “ARIQZRGFIAR” SKilh,  “I5EML” Bk
N AT LR R ) B E a2z —[11].

o E Enm ¥

DOI: 10.12677/design.2024.93391 851 wit


https://doi.org/10.12677/design.2024.93391

A5, BT

BNERE

AAAE _Ij wIEE FIC
i o H:% N AN,
- K 2 =+ KiE
%IJ‘JE ?z_é l+| H_ Ew $§| __Jcpl_;:j
jmk+ W
e |EI a;_-; %J
#* ‘ *r %ﬂ B Jc3D *%7'(
R Jﬁ‘@ BGR oFHSE h _—;88‘5%
)LE /.J \F;:F %:aﬂ
Jc21D

EhE
e /—/— Q/j %Ea QHLIQ P§| e
F8041 FiE]I
wjﬂﬂﬁﬂ’f—,@ %}Z{ x 11%'}"% *E e
108302, * j_ == _Ll j Bl
= Dfiﬁ RES BE_mibk Bhk
BEk RE éAnk

Figure 6. Cloud map of high popularity product feature words
E 6. sAEERFERRE

4.1, BRI =FER

TR 2 28 EA RO S AN « A - R E IR R BT ES, AbTE (RS X
KA, wﬁWﬁuﬁ%ﬁE@mﬁﬁh%@uﬁﬁt“x%”“”ﬁ”“&m”*ﬂﬁﬁ

AREEUGER P A&, BIP= S i. . &G ANNE—BEWE SR . R 5
HEHIMLAISEE, LM RE M AEsE, LR P A R B SR 1

AP NEUGE SR S B ThRERIAE F I, THREM LT T DUR KFERE vk B P i # . 7EX— 2 1H i1
FERR TR DA, GRS S R TS, IR RE T AR AR AR KA T 2
FH P A 77 b I AN B EN ORI 2 1) “sicF R L i ELRR RS2 B0 S IS “mRieR” , migs H
JR SR ot BRN  JE B [12]

REBZEUGER X R — O, R B EE BH2, BB R, XA EREE AR
PE R AS EARSS AR A AR RS, S PR R, B B A A P B — AR R
AT EEAF - HING 28 SAGER MR DL P B9 5, 2R 2R 300 F P R 5 A8 B A SR ARG, AN 42 48 FH
AR 77 R [13]

4.2. BETRBERNE RS

R HiT AL AR A P S PR RO NG JER L (Y B W] DA SE A B A AN R R R P R B R 3R
T S By A b e 26 B ARAE RORIT A BT BEAT REHER E AL & 7 o, FEASREJZ IR Th il 2 2 SN SGE AR AR
HISMARA 5, AEBETE RS L B I 2. JBBR, B S ks, fEM B BRI SRR R AE SR R
AR ERONH LA BT AT R R N SRIEAR A I DI REAN 544, B 1 B0 — e AN (g M T e
THPRF LR AR — R HE P&, w2 DhRERM, BB R P AR K/ A € i e
USRI 9 AR, BB AR 4 2 [ R BEAT 038, Wi /b B AR . B AR S5 AN A
AR, RN AN EWEEAT 740, EERMRA S JLEAM AR ZRL, AL
RIARHE BEAT AT X PR BT o AR RARMYAEBEAT AR AT A I ] DA = AN 2 AT 7 b it g b, RIEHT P

DOI: 10.12677/design.2024.93391 852 any


https://doi.org/10.12677/design.2024.93391

A5, BT

AFETERIZ AR, 4 B F MR HR T i RN A 94 2 A R 5

REE ;M JUE; VR RS

Wean; D, HERLT); BI0RE AR KIE—A
XFD: WD E mES REEBE

Figure 7. Analysis of wardrobe needs based on emotional hierarchy
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