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Abstract

Guizhou has abundant ethnic culture, natural landscapes and intangible cultural heritage resources.
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These unique resources provide profound and distinctive support for the development, innovation
and dissemination of cultural and creative products. This paper takes consumers of Guizhou cul-
tural and creative products as the research subject. Firstly, it uses web crawling technology to ob-
tain consumer comment data, and then uses SPSS software to conduct feasibility analysis on the ques-
tionnaire and obtain effectively recovered data. Secondly, it adopts random sampling to analyze con-
sumers’ basic information such as gender, age, education, income, occupation and marital status, and
uses Logistic regression model to quantify the relevant influencing variables of consumers’ purchase
frequency. Finally, it uses K-means clustering method to divide consumers into four groups: core
consumer group, developing consumer group, potential consumer group and low consumer group,
and puts forward corresponding marketing strategies. The research results can provide some the-
oretical support and practical reference for enterprises related to Guizhou cultural and creative prod-
ucts to formulate e-commerce marketing strategies, which is of practical significance.
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Table 1. Partial comment data table
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Table 2. Partial word segmentation table of comment content
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Figure 1. Word cloud chart
L iA=E

DOI: 10.12677/ecl.2026.155587 868 TR 4TS


https://doi.org/10.12677/ecl.2026.155587

PG HE T KB IR B R E & A KRR, A TR EIEE g R, AR (s
TREFRAAZRY o AR B 7ROT “37 « AT L I “ET SRS .

1] 2z AT DA DU M R 2 7 9 2 0 S M SCaUP i BOIEAN, ASSCRIAT Python X Fil AL 2 A4 3E4T i
BURTREL, 22 11 1 iR s B AR s B, RO, B IR e, T R R
VERZB R . AT COWLEEE], B X SISO f I ORUE RIAE 2R it L “RE” . PR
S, BLSTHISCE S AL BT R [ BRI IA BRAE A B o I SR R A

2.2. [AEFESR

TESERLA S VTG, 750 ) 3 1A B AT T 2 o W AT 2 45 R B = AN BEAE
B SO T A R W R T SN A SCEL R SRR T 220 4104, BT 204 4,
HRHBECN 174 13, BRUVERRERRIES] 85%. & FIEIA B EEHE, X REHT TEEM
R VA o

W et e P i B R BT EER, SR Cronbach 15 & ) 510 H (N 7E — 80 R SRS
FRI AR Y8 910, 1]. Cronbach 135 & & A 0 R -

. L[l_&J 0

Tkl s

Hef, b NERMSEE, SOAE BESNEA T, S) NI . (5 REuEK, W
BB TS BEROK, ASSCRIFH SPSS #ifFit 4 Cronbach’s Alpha ZECVE NPEANARUE, 15REE 2B N
0.889, KRR FEM S HEEL, HBBLEEAR.

HYOuS i) 6 P R R BT AL, BUE TR TR 2, X R R WG T —— b
%o 1@k KMO Hil Bartlett BOIRET 30 K+, AT MR 04, FIH SPSS 1HEAF 2 M5 1) KMO HUFEiE
PITEREHCN 0.857, Bartlett BRIEAGIG XN P AH/NT 0.01, BEWIBIEIRE SN 1007, B4 %
TR 47

EERWER, —ILAMR S 1158 4y, HAF RS 1002 4. FEFEHL, X R ST 75
AU ER S . S EEE RN 0.901, KMO [I{HA 0.855, Bartlett ERFZ KIS B P AE/NT 0.01.
KMO £56 #1 Bartlett 3R A 50 BAR S R L 3.

Table 3. Table of KMO test and Bartlett’s test of sphericity
# 3. KMO #3670 Bartlett BRE A3 3R

KMO 1§ - 0.855
EALRTT 1272.884
Bartlett ER AL df 653
P 0.000%**
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Figure 2. Consumer gender ratio distribution

2. HBEMHILLGI ST

2) HHREFREL
w3 pR, EARREES, 26~35 B IHEFE LR, 155 30.05%, H KA 18~25 % Fl1 36~45
BHITH R E, SO BN 21.42%.23.11%.18 % PL R 46~55 % .56 % LA 1R 34 5 EL 20 51N 11.36%.
9.66%- 4.39%. 1T 18 % LT NHEA B4 BAHITH 3R BE 1, P LA 78 2 4E X 18 % LA H 7 2%
PN
40. 00%
35. 00%
30. 05%
30. 00%
;_125' 00%

20.00% -

15. 00% A

9. 66%

10. 00% A

4.3%%

B

185 LT~ 18-25% 26-35% 36-45% 46-55% 5651+

5.00% A

0. 00% -

Figure 3. Consumer age ratio distribution
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Figure 4. Top left: Educational background of consumers; Top right: Income level of consumers; Bottom left: Occupation

distribution of consumers; Bottom right: Marital status of consumers
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Table 4. Regression results of the Logistic model

%< 4. Logistic {2 B B35 R

B A CVEES ¢ bRtz wE N Wald
D 0.979 0.783 0.023 5.692
E 1.524 1.010 0.041 4.837
F 0.925 0.158 0.027 10.136
G 1.242 0.906 0.034 6.242
H ~1.944 1.493 0.016 3.195
R 0.611 0.522 0.041 7.581
J 0.486 0.338 0.047 2.773

MRAERLTL AT EE R, 28] DU LA Oy

In (ipj =0.472+0.979D +1.524FE + 0.925F +1.242G -1.944H + 0.611R + 0.486J 3)
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Table 5. Consumer segmentation characteristics
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Figure 5. Analysis diagram of purchase reasons by different consumer groups
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