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Abstract

This paper uses big data technology to collect and analysis the data of one small and medium
clothing e-commerce enterprise, through CHAID decision tree analysis, it is found that the first
level decision-making factor for customers to buy the clothing is gender, the main customers are
women, the second level decision-making factor is the age range of consumers, and the third level
decision-making factor is the city where consumers are located. Then we use k-means cluster
analysis to divide customer orders into three clusters. The first category is general orders. Each
order has a less purchase quantity and a low total amount. The second category is important or-
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ders. Each order has a large purchase quantity and a high total amount. The third category is or-
ders that can be increased. Each order has a less purchase quantity but the total amount is high.
Finally, according to the results of decision tree analysis and cluster analysis, we put forward cor-
responding precision marketing strategies for all types of customers.
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2.1. K¥E

CREAE” —wRHEREEEGENARIREN, BIRHEMRE, SRR, SRR
i, 2 ENMEES S, TEEREHEREURE S, AR ETTIHE R NBUFREE R R
NN IR — DN EEA . B ASUHEMS i RS [4].

2.2. ERYREE
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HIERPIATIL I EER, AR SN 2 b= S o . B . (8 B ST ok, T H A
S S F AR BR A P T 6. — R IRSS (8] BEAE MR UEE, AR ET S AR, #
W IREF XA T oK, FT AR SR E A S =, TR MRIE IR R e . FE TN AR, R 408 A5
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2005 4F, BHRREDEE XU TRSEE RS, JRIRW, A FREE RS E. AT R S R BT AR
B, 7R E A AT A E AR AR R, R E AR BB AR . RSB A R e
&5 HAES & I 77k BARTT A [F3H 22 dhAT 4R A, FFAR R A 8] R 20 BT ARFAE,
KA ERTE AR B AR L 7 A0 de [ B AR SR, SIS H AR T 3AAS RV o 5 BEARORAG A0 e =Rt
el 4 RS VA3 [9] . Zabin & Brebach (2004) 2 H PSS 8511 4R #EN, B IEHH 18 % (Right Customer).
IEAME B (Right Message). 1EAf 1) IR1E (Right Channel) Al IE A 15 7] (Right Time) [10].
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AR SCHCHE SRYR T R PR P Al R 2019 AE44E T 9 HdiE , il Python TEHR, #4780y 9268 17,
O, Al RER 1D, W E PG, W ARE RN, WA R, TR, mmAhk, B
PR, TP mE, ITRSEH, BIEMEE 1 R,

<class 'pandas.core.frame.DataFrame'>

RangeIndex: 9268 entries, 0 to 9267
Data columns (total 9 columns):

# Column Non-Null Count Dtype
0 customer_id 9268 non-null inté4
1 city 9268 non-null object
2 gender 9268 non-null object
3 age_group 2268 non-null object
4  order_date 9268 non-null datetimeé4[ns]
5 product_category 9268 non-null object
6 unit_cost 9268 non-null inté4
7 order_mount 9268 non-null inté4
8 order_amount 9268 non-null inté4

dtypes: datetime64[ns](1), inté64(4), object(4)
memory usage: 651.8+ KB

Figure 1. Data overview of a clothing e-commerce enterprise
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HRFEID N int KA, FEFRTHFH object KA, DATHIREUIR ST 4 RASHIRE . R
WAEBRRAEFIE G AL, s RAMEGE, BN 9210 17, 3% 9 5. ML TERE 2 TR EdEH 0 5L
# UNknown [J2E%,

AT T RS R IR MG T PR B AN 22 1o tHAE 1 FRATTT LA P35 21T 5 5K 1.24 N
Wi BH RS 43 (109 9 285 1 I I 2B Fho 1 P 7 s P (000080 S SR o, 170 PR B 2B 1T BRI - 380 2R %5172 1024.7 T,
HHAZHOE 809, Tk BHIX AN EEE I 9 # R 2 HC T 2, ANHERRA AN S v 9 . R
MONTH R EGRIBUI A I A 4y, Bl —2Kar 48 month, FHTFEH LI AT A M, 16 “iT
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Table 1. Descriptive statistics of research data

= 1. MR ENER ST

H B ID B R VTS 40
e 9268 9268 9268 9268
FEIE 14914.094195 325.461265 1.240397 1024.702201
R i = 8706.907881 207.929280 0.576171 786.137964
/ME 3.0 25.0 1.0 115.0
25%5rhi 7205.50 200.0 1.0 549.0
SRR 14914.50 275.0 1.0 809.0
75%5 i H 22547.250 400.0 1.0 1219.0
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FE R 20.6% , FL A I S A A T AT &5 EE 13.0%, FF I URBA R & 11. 7% L/ 1 (5 T 10.6%:
TEBVEREAR A, WA M T A 5 EEh 18.8%, HUCHILEARM S 13.4%, FHUURIMEINER) Y
EE 13.2%0 5 LU A Al T M) 5 LG 12.5%. FE 2ot fEfirh, Mg SCkiah T i, Kph T HMAEA 0 o b i
T 45%; TESIMEREACT, DASEAGAN T M. BAHAMER) G LGS T 39%. R Al i 3278 7 it S0%
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Figure 2. CHAID decision tree analysis of this study
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Table 2. K-means clustering of data in this study
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order_mount i B4 i 1 3 2
unit_cost H AT A 261 682 537
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Figure 3. Pyramidchart of month and commodity type in this study
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Figure 4. Pyramid chart of age group and commodity type in this study
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Figure 5. Average cost of all clothing categories
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Figure 6. Total annual sales of all clothing categories of clothing e-commerce in this study
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