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Small Data Design for Precision Marketing of APP Cross-Promotion in Different Catego-
ries

QIN Jing-yan, XU Shuang, LI Jing-yu, TAO Jin
(University of Science and Technology Beijing, Beijing 100083, China)

ABSTRACT: It aims to excavate the potential demands of college students’ group, assisting enterprises for precision market-
ing by crosspromotion and mobile product design with more targeted information filter. It collects APPs data of college stu-
dents’ group, and analyzes the small data of multi-categories over 6600 APPs by using principle of correlation. Results have
been found that Social Networking is most interested by college students” group, which female-part also focuses on Photo &
Video. From the correlation, it can be found that Lifestyle, Travel, Food & Drink are more correlated between each other. From
the way of cross-promotion, it can be found that Health & Fitness and Navigation can be attached to Photo & Video and Music
and Utilities can be attached to Social Networking to promote. Meanwhile, Photo & Video can be the assisted promotion with
Lifestyle each other, both reference in male-part and News in female-part can be the assisted promotion with Business and
Books respectively. Consequently, preferences, correlation and preferences’ deviation can be included in the cross-promotion of
college students’ group to screen information and design.

KEY WORDS: APP marketing; small data; precision marketing; design research

NFEHEA LI it i 4 DT (Beft Bl o8 3ksh 1 i e =8, ix BB E AT
) U, R TR AAERC A T B AR DR BRI AR AR TR DG OGR T R
120 R I 2H A A IR , B R TR S X Intel 7 2015 4R “HE AT, Gartner [AIFE5R
ABHCF A FERFAR B R R, DT B A TRL PR RTINS R B R 1 8000 IR 55 & TR A

Wi EHA: 2016-01-07

HEEWH: st FAT (0002418); FREXMFFLER (FRF-TP-14—004C1 ); LTAHKFARHKEERA (JG2013205 )

TEERN: & (1976—), %, WA, ¥, AR FHR. LA 3T, LL2HALFT AR LR, 2F 857
A Tkt



98 fu %% T &

2016 4£ 6 H

JER T 2T FIor = 20 Z R MR AFTES i)
T 2 H A RIS AR 75 3, /N s AR
Wl rp AR BORE AR | RS E R B, dEmxs
P VTR R BEAT 24 DURH B AL R 7 i FIR
F ARG E

1 DT R THIZR S

Bl BB ML, FHLN M4 ( Mobile Ap-
plication , fAjFK APP ) & EiluAf . JHrfpE B iy i FH i
JE APP Store 43S FIHEA S BLA BUBURSE™ . APP &
B IR E b Y Ak s SUHE T, RSB AR APP
Z (R EARBECRHE Jr 2, DA ) Oy Ok
BRUAR Al Tk fi S AT AE T P 28 SXCHE T — e B
R EAE R 2o 6 B fRIFRBI I, FRIM 2 —
A P 77 AR S D — A Al (7 i AT AR N A
J7s MHEHETRIAREE, 8 R AT AU 4k AT
DUEARMES, sciifit.

2 RXIE THEKFEBFEIZITHR

A KA RHA S 90 J5 A1 95 JE BHATIFAERY
ARZS o B AR P Bt R X B Ak A KRS sl R
W A AR T A A AR A . VN 323 = 5 3
B LB m R R, X TR AR B R
BAWAETE . g1t | (5 E IFS Z
S IR AR NIRRT S, it A H
WIEHRULEE, I I8 AR PR,
IR R E B R A T RSN RSN
T APP {24 AT, TR EIERUE R, 4
VEBRAEIL BT R A AT IR A, R FH BEALIHAE
T 100 fAfHHSER i0S RETFHLTER K224, B
A 50 A, @50 A, BETE57%, SCRE 24%,
RIS 19%; —4FE9 18 A, TA4FY 34 A, —4E%%
25 N, DUAEg 23 N APP i 6600 1

S T IRA T B, JHAN S A Bt
L Tl ARG LR FALE AR B ER
PR AT G Ol FH ks 20 i APP IRITHE,
PLSETIAAN IS APP (ASEOk A e HO S8R R, 15
BARBOT SN2 RIR TAESE P a0 ik, i
FEH IR T KBRS o 25 R R 4
AN 5 H R FAL APP {4 2015 4F 6 H FISER A A
() App Store BIERY 24 24 HEAT4325, ALETIERR .
JLE ., HE . WAk, RS ag . ZeR. 4.

fEREMESE | iklE . HAR . KE L RS B TH
Bk AR, SRR, WL 2% S, BT,
B KRR ERSE

3 AEER

T 3 A R G AT APP /NECE R 3 124 A
(FESE IR ERISCEE . LA 28I N EON AR R A 1t Xof
S LF. hTEYTHE. Bade s, JLEk
RS2 EART 0.1 AVERHE . #2 IR K
FARHRRRE , 230 WRF AR REAS . 55 PR
IRFEAS . LR RRE X R RO BB, ks F
B pefE2E . BeoRME . B IMEREIEE BT T 5
M, ATRASR B 2E AR BT TR RIZRS] APP A%
TR EAARRREE . REF AR SR R 4F (k) UL
1, BHERAEOLERRE (k) WAk 2, hERA
MM (T3E ) WL 3.

S ERBHEA T SPSS 22.0 for Mac Hx v idike
ARUEATHT R IR SR DR AR, # 52 AN [F] APP 2
BRI A R AL, A et AT I X S A

F1 RPEREOBET (i)
Tab.1 The preferences table of college students(part)
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Tab.2 The preferences table of male’ s group(part)
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Tab.4 The deviation of preferences extreme table in college

students
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