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A Customer Persona of Creative Products Based on Purchasing Behavior

JIANG Zi-xin, JI Tie
(Hunan University, Changsha 410082, China)

ABSTRACT: In view of the background of consumption upgrade, the pain points and dilemmas of non-rigidity demand
and homogenization faced by creative products, taking consumer’s purchasing behavior as the entry point to seek a new
path of differentiated design for complex consumer groups. Based on the theory of consumer segmentation, consumer’s
purchasing behavior is observed and recorded from three dimensions of behavior ability, purpose motivation and attitude
awareness, and the data of purchasing behavior is sorted and clustered in the form of three-dimensional perceptual map-
ping. Taking the actual sales of creative productsin Yuelu Academy as an example, ten types of consumers of cultural and
creative products are obtained. Through feature extraction, the construction of typical consumer personais completed. The
construction of consumer classification and persona based on purchasing behavior can help related practitioners to under-
stand customer psychology, define consumer groups, grasp market demand, reasonably select the direction of new product
development, and create targeted design marketing programs to meet different types of consumers.
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Fig.1 Four forms of persona
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Fig.2 Three dimensions of consumer purchase behavior observation and demand mining
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Fig.3 Three data collection sites
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Tab.3 Description of 10 typical consumer types
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