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Abstract

This study collects questionnaire data and constructs a portrait of puffed food consumers based on
the GMM algorithm. Firstly, exploratory factor analysis (EFA) is used to reduce the dimensionality
of the data, and core variables are screened by combining with the Spearman correlation test. Fi-
nally, through GMM cluster analysis, puffed food consumers are divided into four categories. Teen-
agers with high consumption potential have a single social consumption attribute and prefer salty
and compound flavors. The multi-dimensional flexible type shows prominent consumption in social
scenarios, with flexible shopping methods, a preference for compound flavors, and a single price
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choice. The taste-price focused type has strong planned consumption behavior, adopts multi-chan-
nel purchasing, and shows single choices in both taste and price. The price-sensitive type has weak
consumption capacity and relies on promotions to drive purchases.
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Table 1. Questionnaire reliability analysis table

* 1. BIEEESR

55T 5o [ Bk Alpha BT AR UEAL IR 52 % (A% Alpha g
B PRI IR A it R S L 0.899 0.898 8
M LB AR T4 0.869 0.869 5
A0 2 Lt W5 H At ot A B R 0.665 0.664 4
ey 0.88 0.882 17

DOI: 10.12677/pm.2025.1510262 188 HIGH


https://doi.org/10.12677/pm.2025.1510262
http://creativecommons.org/licenses/by/4.0/

PR %

Table 2. Questionnaire validity analysis table
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Figure 1. Gender pie chart
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Figure 2. Gender and age pie chart
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Figure 3. Pie chart of grade distribution among respondents
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Figure 4. Geographic distribution of respondents
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Figure 5. Comprehensive development level of the city where respondents reside
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Figure 6. Distribution of respondents’ disposable income
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Table 3. Multi-choice item dimension reduction results table
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Figure 7. GMM clustering results (after t-SNE dimension reduction)
7. GMM R 45 R (t-SNE R4 f5)
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Figure 8. Profile of high-potential youth consumers
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Figure 9. Multi-dimensional flexible consumer profile
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Figure 10. Profile of taste-and-price-focused consumers
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Figure 11. Price-sensitive consumer profile
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