E-Commerce Letters FL-TR551Fig, 2024, 13(4), 1494-1503 Hans i
Published Online November 2024 in Hans. https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2024.1341299

P 4iRF R H SR AR BB SiHRF WA RY

K
FiE TRESEARRAEH AL, il

it

ks H i 20244E8 H2H ;s FAHHB: 202448 H30H; KA HB: 20244F11H5H

R

P2 AT LR — MR R TR M X AT, R TR E RV BB RIS . 24l P48 R3H B8 O
PP I FEE P8RRI WTR R, BREBE A PR 22 5RIMBIFRTR, MERRESERA—
MERTIFEBHLBRI TS R, A7 i 3 R USSR, MM S E s,
BRI, X283 Al 7 BT SE R A st B S P IR ST, AR RE BRI R R E. A30E
W AR X 32 B TR ATRE R ARABE AN &, EEBRICH. K-meansE3E., # BT EI TS
AR B R T,  SHE R AT EGFFT AR MM RE R RENER, SERE U LR
ST 5 RN P 28 AR A 45 H T AT PR L

KA
PR, JERAEE, K-MeansER

The Profiling of Online Game Consumers
and Factors Influencing Their Consumption

Lan Xu

School of Management, Shanghai University of Engineering Science, Shanghai

Received: Aug. 2", 2024; accepted: Aug. 30%, 2024; published: Nov. 5%, 2024

Abstract

The online gaming industry is a rapidly developing emerging sector that is attracting increasing
consumer attention. As the online gaming industry continues to evolve, the preferences of current
online game consumers are shifting, and more users are expected to engage in online gaming. This
will turn online gaming into a vast and opportunity-rich market. Meanwhile, consumer satisfaction
and loyalty within this industry are steadily increasing, leading to more intense brand competition.
Consequently, online gaming companies need to continuously update and improve their products
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and services to meet the higher demands and expectations of consumers. This article takes all po-
tential audiences of online game consumption as the research subjects, primarily utilizing methods
such as web crawling, K-means clustering, and heatmaps to analyze the main consumption areas of
online games. It profiles the consumer groups and studies the factors influencing their willingness
to consume online games. Finally, based on the data analysis results, it provides feasible suggestions
for online gaming companies.
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Figure 1. Word cloud of online game consumption
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Figure 2. Scree plot
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Table 3. Final cluster centers of K-means method
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Table 4. Classification of online game consumer groups
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Figure 3. Heatmap of factors influencing consumers’ willingness to pay for online games
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