E-Commerce Letters -7 Ri%5i¥ig, 2024, 13(2), 2177-2186 Hans Xl
Published Online May 2024 in Hans. https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2024.132264

e mmiH R IR A R
EHERR R

kR, & EY

"R MR K S E AR, VLR R
R T B8 ME 515 B LRYR, 175 MR

Weks . 202443150 FAHER: 2024437270 KA HI: 20244F5H23H

R

KRRG-S e R B AR, MEERTEFNRR, BT EAFEEEH AR HE M
HERE THFONS, AET10670RE) RE K FBHIE, 12HSICASERITA R HiE R EH
BATRNEAT 00T, R SCRIZR B AIK-means KL R RIS S IH UK EATHI L. SRR PE
RAHE BB AR GRS R EEEANR, HERTAEPTLET G, ARETFGRE. MRS
SERWHEEBLIRE, REESRFEEEHETEEETEREREFKE. AFRAMUERR
RTINS VRET IE R TIE MR, EAEKEREE LA VR M SR AT MATE

X 5in

FEAES, SCIASKRAL, KRIFME ™, K-MeansHEK

Research on the Current Status
of Frozen Seafood Consumption
and New Media Marketing
Strategies

Xinchen Yang?!*, Yi Zhu?*

!School of Management, Nanjing University of Posts and Telecommunications, Nanjing Jiangsu

’School of Communications and Information Engineering, Nanjing University of Posts and Telecommunications,
Nanjing Jiangsu

Received: Mar. 15", 2024; accepted: Mar. 27", 2024; published: May 23", 2024

SEEE—EH.

SCEF|FH: BOR, RZE. R UREEF i SRR AHT GRS SRS W TT D). AT R 45 1R, 2024, 13(2): 2177-2186.
DOI: 10.12677/ecl.2024.132264


https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2024.132264
https://doi.org/10.12677/ecl.2024.132264
https://www.hanspub.org/

MR, RZE

Abstract

The frozen seafood market is facing the impact of the post-pandemic era, and with the develop-
ment of the digital economy, e-commerce platforms and new media marketing provide new op-
portunities for frozen seafood sales. Based on 1067 questionnaire data from Guangdong Province,
SICAS model was used to analyze the consumption behavior of frozen seafood consumers, and text
mining method and K-means clustering method were used to study the consumption status of fro-
zen seafood. The results show that middle-aged and high-income consumers are the main con-
sumption objects of frozen seafood, and their consumption patterns are concentrated on online
platforms. The quality, price and service attitude of frozen seafood affect consumers’ purchase in-
tention. The new media marketing of frozen seafood has an effect on their sales, but it needs in-
novation and improvement. This study not only explores the factors affecting the purchase of fro-
zen seafood consumers in theory, but also provides directions and suggestions for the sale of fro-
zen seafood in practice.
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A URIE™ iy L R DB A IR [3], X TR GRS S A ™ T ARKIBIAS, 38 E R G R Sor
2021 T HRE A AN, FRIE B 32 P WO K 4 VR IR E DV S EARAHLE T FE 26% [4], TIAE/S
PG AR VR B T 2 A 1B R IE R (5], ARREECT AUr RIE AR, FRIT S A aliTT[6], B
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2. RIS B
2.1. SICAS iHBEIT RS

SICAS #7Z& H AIDMA. AISAS JEZAST R, .55 WA B 253+ 50 i 20 78 2 A7 A A S IR 4628,
M HES T 9 B A7 AT A AT . ARE (2011 HEMSAE SR ) $8H, SICAS A ZE—Fh3E+
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PR N 25T 6 B0 A BEGNE AE s FLIRTESE —fr Bt——Interest & Interactive (F=2E M0 - H.Zl), i EEHY
HWEFR, RHAZITCWE ST BB A %, A ESH =Hr B Connect & Communication (37
B - V), BRI AT IE R 3 T G MG SRS 9 R R SRS RS DU BT B Action
(A73h - W), ¥ 938 T it A 0 Sk f NS s B AE S8 TuB B Share (1A% - 70 %), fEALSBHAE
X BB, WSS E IR AT 45 oA 9% R S 2 (7).

2.2. K-Means B

K-means AR THEMENE, @EWE A k E)G, MRS B PR k A3
B, ABTIX W, A RO 7 RSN 7 TS 2 DO AT T B R 12X 2 2T,
I F 2 AN R R A et R, IR TTANFITE 33 BVH B S BT 4 HRH L A B SR 8]

2.3. LDA =&Y

LDA (Latent Dirichlet Allocation) &= 5 Y iy Blei. S BIAZE N T 2003 42, A A T4 KECAE
SRFESE R AR AT o AR I8 Ik X SORY 32 82 AR MR BT ST R R BCCA R, DS AR
RRBR S TEE . H AT E NAMRZ 2 E C 20k LDA R R AR R S AT 32 870 41 _E[9]. Sutherland 45
Pl 1,086,800 %% Airbnb B H IS N EIEE AT LDA FEE 4, $REGE T 43 M ELRR Airbnb
RSP EMNSER EA, GREGOALE . BERNEE. BANRS RS, #maghag 7 Emis
22 R IR AN 2 PR 6 FI 6 2 R I e R 25 . 3@ LDA 3 BB A3 AT VRS 35 SR RN 4 AT DAY 2
AN B SE AR SG RN ) S i, 8T 15 2 T 37 SR mE (101
3. fREIT
3.1. ARMRAIER

MR b E KT 2 AR S Bos, WS & TP AT A B, BEE LD IRRE, AT
KT REIZWIE K, AR A RN R = T35 T RT 5, RICAHE 70k B A VR I AR Nt e Xt
R, o BAERE
3.2. BURSE it

ARBFFIRIL T T RE M, B, WSk) R S S, SR B R — T A 4 R gl [ P Ak
WA BERRIAT,  NERIE R 26 P AT AT M R T &, AT T AE RS 5E ), et AT/ Na B A, AR
IR TR, FIRBIT R EEL. FEUTNE M 2024 41 A3 2024 3 H, FHNt2 MH. AT ELif
FIAS T AR BRRE, A YR 5 3 B R X 2 B B RE AN (87 B BE LI AE VA4S A, A 1200 10 )4, &
I8 R ) A 1067 17, B RN 88.92%FEA A & it an& 1.

Table 1. Descriptive statistical table

1. AR R

T sk HAEE K E(%)
= 544 50.98
531
5'a 523 49.02
18~24 % 348 32.61
g
25~30 % 396 37.11
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31~40 % 217 20.34
41~50 % 106 9.94
1000~3000 7T 115 10.78
3000~5000 7T 313 29.33
JELCON .
5000~8000 7T 435 40.77
8000 T LA L 204 19.12
¥irp 113 10.59
_ KA F 444 41.61
=451 N
KL F 207 19.40
E R 303 28.40
MA 175 16.40
ZH 1 KA 145 13.59
BIR(1~2 RIZEFE) 321 30.08
HIN1~3 %&/A) 426 39.93
1 /N <= A < 2 /DS 293 27.46
) 2 <= (Al <4 /N 230 21.56
15 FLHTART- & 1) 18] )
A < 1 /N 287 26.90
Fia) >=4 /N 257 24.08

4. STIERHEER
4.1. ETXAEZRAAFTE=REBMRAR

TERT SCARIZHIR /T, AT 5O A VR S AE WA ST & B A% DX TR] DA R X B 7 i BRI 18 #4742
T, W 1 YRR ERE e RE R TR SN R A B S L. R, TR A SR L AR
W AE 89~138 JLZ AN M BUE i 2, B IRAN e DX 8] R 5t iy A DX ) S8 M D s D E M A i S5 08
B, mWMXELE 89~138 JLLA K 138~208 JLHITF R EUR %, WWKEKZ, 89~138 Ju (AR AR IFIF 18

Wi ST A ks SPHEH

= 0~8970 = 89~138JL = 138~2087C m 0~897C = 89~1387L = 138~2087C
208~858. = 858~15597% 208~8587t = 858~15597%

Figure 1. Price belt and number of commodities (left), price belt and number of comments (right)
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REBINERIHRE BRI

AW TEMCHCEIPF 1 s ok B HAL B BAERT A K PFi8, AT 2 T4, T SO v kA 1Y
95.44% 10 B F 2 th T HFVE, HORTESRE LS R VP EZETE, BUR BN AT = IR KA YRR IE R
SR 9 R EEACNTTHY, EASAEAE B 2 S PP

4.51%

95.44%

Figure 2. Purchase evaluation of the top three frozen sea shrimp in terms of sales

E 2. SHERN=FEBINNMSIITNIER

M3 B o G R i = VA N P I rE DA R S PP ) SRR T DA T 9 LEBOA T R
A URIBIR A SRR 5T, RESRAS K 2 B0H B E AT (BAE SO PPN s ] b, BB 7 AN 1
H. BB, Ao HRER 2 ERE LA .

Figure 3. Positive reviews (left) and negative reviews (right) from the top three best-selling merchants

E 3. $HER=ARERTN(E). EFN@E)

4.2. ETHEELEK SCIAS REHBREITASH

4.2.1. Sense (fnh# - i PHEERRED)

M 4 &G SRR, AT 70%1) 52 U5 & 8 HAE A S EHAT G 2 /NS, 5T T A
5P RO BRI 78 Hles . XMW R E A 1 2 L@l & 502 AR 45 518 VR it
0 RS = o, [T A R Rl I P & P PR ONRTHE BRI, TE S — N B AR AT S AR,
M 51 2 DR AR IR
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I [a]>=4/]Mi} 24.02% BRI <1/NE 26.92%

2<=[f[a]<4/Nif 21.58%
/NI <=Iif (] <2/M 27.49%
© INal</NE) @ /NI <= <2/ © 2<=If[B]<4/NE o I [E]>=4/]ME]

Figure 4. Duration chart of respondents using social media platforms

4. BIHEHSRETAERRNKE
4.2.2. Interest & Interactive (FZ4 34 - B )
WE S FdRBoR, 20 63.23%F1 58.26% 132 Ui # 2K~ H Coa AT FH 38 S8 e B A H 26
B o TR EL, SPGBV e o 20072 S ARG 5 77 Sl VPN 2 Sl LR TS (RS FH P S B 1) S B AT 3R
AL, PASE RN VAR TR 3 AR PR PP 42 DU 2 0k ot R E 3 2 38 B2 B 3 R S FE L (A
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Figure 5. Promotional subject image recognized by the respondents
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4.2.3. Connect & Communication (3 4 - 34iH)
wE 6 HimRH, HRMMEME N AT EH  EE, A URIEER 55 EE 2 KA
R S B AL 59 2 8 AL IER DAY KA A2 AR
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Figure 6. Publicity forms recognized by respondents
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4.2.4. Action (T - I3E)

W 7 SRR R, 53.47% 52 U S AR S T AR s TR — Ik R 13.60% 152 1
HERE TR UG 8= AW IGHER AL AE 100 2 1000 JTIE 1 7295 52 05 5 11 70%, HsEaz
I8 B3 T DR AU A VR IR 257

WA 16.42% \ 2% (21%0H) 13.60%

IR (1-2%IZ=FE) 30.1...
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Figure 7. Frequency chart of respondents purchasing frozen seafood products

B 7. ZHEWLRFE - minEE

4.2.5. Share (X1 - )

T B ST BRI PR S, DAS KA AR & A AT NP2, SEBLA YN 28 1057 5.
T L PSR AR, 8% E RS EAE R RWIE 5 EART 6 2 AT A I SCAR IS A% 1577
mPEESFE A0S, XENFTRESE—Pm e —HtE2 W EA B S .

4.3. ET K-Means BEBRRAFHESRUZHNFWER

BT K-means 2877 A2 105 HEATIH 2y 2 AR OGS, R 70T &3 AN R B9 v B 3 347 56
HRER. BEERESE T . ARSI SEAR R T P W SE4 500 7 T P i T3S, i 8 My
FRA VR S e R, B P o DU, RN E M S WE R R . TR
HH MO YEPIE .
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Figure 8. Consumer profile distribution map

8. HEEEIGIHE

At SPSS i H ANOVA 56X SEARIR . W K G AT 1 05 20 M. K3R48 sk 2 Fiow,
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PSR BIFAE B (P <

0.001)Z 57, IR LR A ROt T 1 BAT SRR RO 24, JF HA
(]9 B 2 I 2 TR A58 AT R X K

Table 2. ANOVA inspection table

5% 2. ANOVA #1163

ANOVA
HX K =S
PN 195%
N N F WEE
¥ H ¥ H
k) SIZ 4 22 228.56 3 0.208 1062 1099.45 0.000
W S5 3% 121.947 3 0.233 1062 524.209 0.000

RICRERWNE 3 Pon, KA RE N 4 3K

s 3 N E BT 9 W SR L U 3K

ﬁ%%iﬁﬁﬁﬁ%%%%ﬁﬁﬁ\%M%%iﬁﬁﬁ)T%%ﬁ%@%%ﬁ%ﬁﬁ BRI 3K 0

) LAS AT 7 3 (W SR AR R 3K A1)

5 BTR:

Table 3. Final cluster center table

=3 mERLHILE

RERKHPLRE-RAPBENTE 4, &

BRAELKPL
EE
1 3 4
Ty SE A3 A 2 2 1
T3 2 H 2 3 3
Table 4. Number of cluster cases table
T4 BEANEHEFE
FAERPANREE
Bk 1 262 24.58%
2 293 27.49%
3 317 29.74%
4 194 18.20%
B 1066
[7FS 0
Table 5. Consumer profile table
#= 5. HBREEGR
i3 EEMEHERE HBERBEHRE GIEG: e RI4EIERE
R B 41~50 ¥ 31~40 ¥ 25~40 % 18~30 &
BN IR SO [SLLON SIS ON iR
K iy i [ BUK
T3 2 H BE & i< BAK
T SET7 2 &F ARTT &k &k
s R R e P TE — & TR g AT R
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375 0 il
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=370 = .E .@
B £
365 o ol B 42 370 a7
9
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3.55 3.66
365 370 375 3.80 385 3700 3725 3750 3775 3800 3825
ETE ET
(a) HEMMEH (b) iR fE T A
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280 &8 3.80
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i 2 . g 376 4 g
F3 79 JiF 3.74 5
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(c) AU B

(d) Arigrn ek

I—— =R, 2— = WE, 3——HREL, 4—=WEHRME, S— = ReEREE, 66—/~ mh,
T——7r s, s——a T EN, 9——WNASFN, 10—FREE, 11— R#0mE, 2—EEFRS.

Figure 9. IPA analysis chart
& 9. IPA 534 [El

B — 38 AN RIR . 55— GUR RIS P I ey T AR v B e v, BAZARER IR s o
:%Bﬁﬁém/ﬁ%%Ekgﬁﬁiﬁgmﬁfﬁfégfm&, i BT R ORI RIREAT 0% s 58 = RIRRRTH 2
HAEIR LTy T E AL A H R BRI, T DAL s 28 DU GR AR T 9 38 3K Ly T =8 AL A1 AEL
AR, P DAE R T T2 I AN B ROR B . W&, AT PSR LUN 4518

() X THEENEHHET S, PO o e A IR & 2R oeg, P e s
I 55 it B R A

(2) W TE AR BT F 77 bR EERE LA IS P 7 N R e, e e R 7 R R

() M TR EET S, 7 i, Fm@%ﬁ%%%ﬁ%%m%&%y@?m%gﬁﬁﬁﬁ%
R -

(4) XN TRREHEFET S, 77, P BRI S TR SGE, > O e g &
BLIRP T -

5. fiRGLSEN
5.1. ftREiL

o, BURIEER RN A SRR LT B, EARETREFRIRAERE .. ACEdEN. B
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HH T 9 X TV VRIS i ST VEANY 22 B T AN, RN Sk R R DL R R AR by AEREAT BB
PR HT, AHETOAR ™ TR CREE) s 7 i A% A2 i il 55 5 EE S 7 BRI+ 50

W=, RURIE OB RE B A R, (BT EAE By AR S BRI T AR R T
IR, T 2E IR HR T B W SEAR R S E . BT SCIAS BRIV 2 H AT o, 122440
WHRT, 70%H)5 5 #5450 & [ R C 2k 2 N, X4 & EEAARME T 7
e, TS E m e IR EALE S, SRIVEHE, RIETHRMIER, RIhTE4 LRI

5.2. BPURRE

W AR O U R R T G, AR RIS E b, YR S ] DL
RVNEAS . B SR AL R R Y S RIS, TG RIK S, e AT IE RN
B LU VR VRIEE A N 2 OGTEE B B VPR IR S B AT AR TR R IR BT, Y
VRGPS it ] DOE I T 8 SRR, R BRI, R OCR, AL H D% R,
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B R TRURIE T S T, T RN AZEAT A ORRR,  DRAIEIF & RN A 5 5, BURF AT SG R TI L
P INBEXT A VR AT M B BT, PRBE I 2 1 S A

= REERA. WMACRE. AR RPUTEH R 25 90 Rl fh I B 20 2%,
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