FT17TH F 4
2019 4F 8 H

fR A TR

Journal of Fujian University of Technology

eSS

Vol.17 No.4
Aug. 2019

doi:10.3969/j.issn.1672—4348.2019.04.015

ETARHENRERESHAR M

—— DI Bl 5 4 P g o ]

H A HE

(FBEMAKBIRLFR AZEHIALL BE M 350007)

WE: RBERERAPR LR KB ERES AT, AR A E R P AL, RE R
Aduhf Q3 F A A8 FAIX = K E AN Py A b T ERT A RE ARER K EESA
P, MM E BB P B, IR FAE S LA RIS AR PR A AT R
WA RIVRGFZEERF R I RB OGBS EFASRFELRED,

KR KRB AHETH, R A E, A P 3%
hE 4 FEES. F407.471 XHERARERD: A

XEHS: 1672-4348(2019)04-0391-07

Research and analysis of automobile precision marketing based on big data .

taking the construction of Audi car user portrait as an example
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Abstract ; Data information technology is developing rapidly. Based on data acquisition and analysis, the Wei-

bo users of Audi cars were taken as the research object to collect data covering the six dimensions of the gen-

der, age, city, distribution channel, label and focus of interest of users of Audi full brand cars, Q3 model and

A8 model. Analysis was conducted and the portrait of the core users of accurate marketing was constructed in

order to guide automobile enterprises to accurately target potential users, formulate sophisticated marketing

strategies, improve the level of service operation, and further improve their core competitiveness and sustain-

able development.
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Fig.1 Audi full brand users” gender and

age cross analysis chart
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Tab.1 Distribution of the provinces and cities of

Audi Q3 users and the number of their blogs

TR A B Q3 f
ha=2

X 35 Bt DX 45k Kt
1 dta 119% dtxe 109
2 it 676 it 76
3 IR 580 WL 52
4 YL 399 IR 44
5 ITE 306 DN 42
6 WL 256 ) 38
7 | 151 i 34
8 T 146 %R 33
9 gl 136 toE(d 30
10 Ha 131 Eicy=: 29

HE
_EER

wERE ~ iPhone
OPPO &

Ik V

FH5RR ( \ g

Android \ '

VIVO WEErE

HUAWEI

B2 BiEQIAFPARHRELR
Fig.2 Types of information release channels
of Audi Q3 users
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Tab.2 Distribution comparison of Audi-related blog numbers in different cities

LS Uiy g Bt Q3 T Bl A8 i
AT R e o WIS a5l WSS Bow A%
— &I 1011 48 — &I 334 36 — 144 39
B — &I 410 19 B —4 I 202 22 B —4 I 115 31
2Bk 338 16 T ERBk 146 16 TR IR 56 15
= ERIRTT 158 7 =ERIRTT 80 9 =R 33 9
eSS 129 6 IEE ) 83 9 ESS A 10 3
JZIRTT 80 4 AT 71 8 FAIL T 9 2
B 2126 100 B 916 100 B 367 100
432 APHBAEEAMEE—HBEE  JHPFROL B BRI SRS R

B4 AL

B A8 FH P EEN R AU E AT iPhone T
BL, o5 B =5y 22—, HOR R R i Ae ol
FHLS A BT RRAS, 7 5 % AR B3 ] 43 0
14.71% 11.27% 5 9.07%., 54, 5HAMPI A
FEARTRI A, A8 FH P 3 o o DR AR U B R
FEEL 5 17% , 0BT IR AT & Ml 15 4 96 TR W)
U, AN9R TR 22 SRA R HE I 2 P o R ST
FEGE TR, 7 A SR 2 st e 2 T i o

R4 A8 P 7E 1Y XS bR 25, 5 B VR AR
B8R A 51 50% DA L, « 58 5« it 5 T 2 il AT
5 RV =SRG2, o He Ay TR 20.8% 5
17.3% ., {H5RTPZEH bR 2 BT AR 17 )2, A8

I 10% , 32 B2 P A BRAE Rk 25 o kA=
PR =l A BRI TR I E AR

TH N A SR (A8 5 2 B, 43 A e i) A
S ETR], 2 BRBR T« B A8 TR AH XY & 2 Ah,
Ty Sl PRI S A S B Z T P 2K
PR TS A8 HEATXT L, HOR IR
P B A8 YRR AR TEAN B AL T i S i
B ZEART CE R AR SE T R TE L 4 )
o b, 5 B bR P W Sk i R R 2 24 7e
Wk RGBT RIELE, R 57 g “ B &
ES 201 v Al = ) =1 e A M1 TR B2
4.4 BBEFERPEGRIEESHT

W SCHEE BT R T AR, B



396 R TR B4l

178

=S AR g =2 AT HUACIE ST, Sl A L

BeAMHT e, W7 3, W LARRAR A T 4596

*3 BE=X(FPEGTLR

Tab.3 Comparison of the portraits of three different types of Audi users
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