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Due to the continuous progress of the era of mega data, it is more and more important to carry out accurate marketing of online
video. Based on the analysis of users’ big data, this paper proposes and implements an online video precisionmarketing algorithm,
which provides a reference for the precision marketing strategy of video websites. �is paper introduces the concept and
characteristics of precision marketing and analyzes the application forms of precision marketing of video websites. It also
summarizes the operation system, operation mode of precision marketing, and the in�uence of online video advertising on
enterprises and users. In order to realize the accurate marketing of big data, it needs to be carried out from three parts: data
collection, data analysis, and marketing plan formulation and implementation. �rough continuously collecting customer data, it
gradually and clearly acquires the characteristics of customers and constantly dynamically adjusts the marketing strategy to
customers, so as to accurately conduct video marketing to customers and greatly improve the marketing e�ciency. In order to test
the e�ectiveness of the marketing algorithm in this paper, we conducted an experiment. �e research in this paper has important
practical value and reference signi�cance for reducing the cost of video advertising of enterprises and improving the com-
munication e�ect of online video advertising.

1. Introduction

In recent years, the continuous progress of the Internet has
had a profound impact on human beings [1]. No matter the
application of digital technology or its spreading in�uence, it
has greatly promoted the progress of global economy in the
past decade, and it has undergone unimaginable changes [2].
�e era of Internet is characterized by “cloud” as the
foundation, carrier, and “data” accumulation and driving,
which re�ects that it can be changed according to di�erent
users anytime and anywhere [3]. �e arrival of the era of
mega data indicates that the Internet economy is increas-
ingly tapping opportunities with the help of huge database,
and, at this time, social media is also beginning to develop
rapidly with huge user resources and su�cient channels [4].
In this environment, how to collect and integrate data more
deeply and how to properly apply the results of data analysis
to commercial marketing activities have become a new

proposition to be solved urgently in various industries. With
the wide application of various mobile intelligent terminal
devices, it has a close connection with people’s lives. By
collecting and analyzing the data on the mobile intelligent
devices, we can get the consumption information and
characteristics of users, which makes it possible to carry out
accurate network marketing [5]. In the era of big data, the
channels of marketing communication have shown explo-
sive expansion [6]. Faced with massive information, con-
sumers are more willing to spend their time and energy on
information and products closely related to themselves [7].
�rough the data analysis of precision marketing cases, we
can see that enterprises are more willing to change from
wasteful mass marketing to precision marketing designed
based on building strong customer relationships [8]. �e
basis of accurate marketing of big data is that it needs a huge
database and user data of various dimensions related to
users, which can be e�ectively cleaned, integrated, mined,
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and modeled and can be applied to daily enterprise mar-
keting activities [9]. *rough precise marketing and big data
analysis, it can help enterprises to accurately lock the target
users and provide users with products or services that can
more accurately meet their needs, thus achieving the mar-
keting objectives of enterprises [10]. *erefore, enterprises
should pay attention to network promotion, strengthen the
application of mega data technology, continuously improve
the accuracy of network marketing, and provide help for the
continuous development of enterprises [11]. *is paper
studies the precision marketing of online video. Its inno-
vations are as follows:

(i) *is paper studies the precision marketing from the
innovative perspective of users’ big data analysis and
online video, making use of all links with content
production, video marketing, and communication to
improve the coverage of media, the degree of
communication, and the precision of marketing, so
as to achieve the purpose of precision marketing.

(ii) In terms of user data, this paper opens up the serial
data identification of anonymous users and real-
name users, which can effectively identify all
browsing behaviors of users on the Internet and
collect data of users’ decision-making behaviors
more comprehensively. *rough data analysis, we
can gain insight into the individual needs of users
and accurately deliver marketing information to
users.

Firstly, this paper sorts out the purpose and significance
of the research, including the research summary of precision
marketing under the background of megadata era. At the
same time, it actively explores the new changes of online
advertising marketing methods, comprehensively classifies
and analyzes the related basic theories, characteristics, and
advantages of precision marketing, and summarizes the
realization methods and effect evaluation of mobile online
video precision marketing.*en it analyzes the development
status of the big data era and its influence on online video
marketing. Finally, the realization of precise marketing al-
gorithm based on user big data analysis is studied. Com-
bined with big data, network marketing, customer
relationship management, and other related technologies
and knowledge, this paper constructs the process of network
video precision marketing under the background of mega
data and puts forward corresponding suggestions according
to the reality, which can provide reference for enterprises to
implement network video precision marketing. Experiments
verify the superior performance of this algorithm, which can
realize the accurate marketing of online video. *e research
in this paper has certain practical significance.

2. Related Work

Yin et al. emphasized that enterprises can better optimize the
relationship between enterprises and customers by com-
bining rational data and perceptual thinking through the
sharing and integration of network database resources [12].
Sun et al. summarized the three steps for big data to help

precision marketing: insight into demand, precise delivery,
and service assistance, emphasizing the core thinking of
“beginning with customers and ending with customers” [13].
Li et al. proposed that enterprises can comprehensively and
deeply mine consumers’ hobbies and behaviors through big
data processing technology, so as to accurately predict
changes in customer needs and deepen the dynamics of
precision marketing [14]. Vukoti et al. analyzed the current
status of social media marketing, including an overview of
social media marketing methods and existing problems and
trends, and discussed specific strategies for social media
marketing in the era of megadata [15]. In terms of user
identification, Cheng et al. established rich user portrait data
through the analysis and mining of user data. It can ef-
fectively identify users from 360 degrees, and the marketing
to users is more accurate and the marketing effect is better
[16]. Khan et al. pointed out that, in the era of megadata,
although enterprises have massive data, not all data infor-
mation is valuable, and many data are only redundant,
resulting in its value density being inversely proportional to
its quantity [17]. Wu et al. believed that enterprises must be
customer-centric and make use of “big data” resources in
order to better implement and optimize online precision
marketing [18]. Su et al. pointed out that, in order to
promote the continuous development of online precision
marketing under the background of megadata, it is necessary
to send corresponding product advertisements according to
the environment where consumers are located, so that
consumers have more independent choices for advertise-
ments, and improve the effectiveness of online marketing
advertising promotion. It is necessary to improve the ac-
curacy of the market positioning of network marketing
products [19]. Gupta and others believe that precision
marketing is based on precise positioning, relying on in-
formation technology to establish a personalized customer
communication service system, a marketing communication
plan that focuses on results and actions, and achieves more
accurate, measurable, and high return on investment [20].
Huang et al. discussed the profit model of video websites,
combined with the theory of precision marketing, and
proposed a method for formulating strategies for imple-
menting precision marketing. It also has utility for other
video sites [21]. Chen et al. took a website as an example,
through in-depth analysis of its development status, current
opportunities, and challenges in the era of megadata,
combined with the formulation of the website’s existing
marketing strategies, to explore its future development di-
rection and construct a marketing system and marketing
strategy with guiding significance in the era of online media
big data [22].

Based on the in-depth study of related literature, this
paper takes the progress of big data and online video as the
background and starting point, summarizes and analyzes the
continuous progress of big data and the influence, oppor-
tunities, and challenges faced by online video, takes the
corresponding marketing theory and development as the
research theoretical basis, and summarizes the relevant
marketing strategy combinations. It also explores the po-
tential opportunities and inherent potentials of the progress
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of online video precision marketing in the era of megadata
and summarizes the innovative marketing system and
marketing model. *is paper also analyzes and studies the
key technologies used in network precision marketing and
puts forward the network video precision marketing algo-
rithm based on user big data analysis. *e application of this
algorithm in the network video precision marketing scene
can obtain all kinds of customer data, thus more effectively
discovering potential users and bringing new ideas and new
kinetic energy to the progress of the industry.

3. Methodology

3.1. Operation System and Mode of Precision Marketing.
Due to the continuous progress of IT, a large amount of user
data is produced in all walks of life, and these data packets
contain a lot of information [23]. How to better screen and
use information has become the focus of the era of megadata,
and the precision marketing that came into being has be-
come the secret weapon to win this war. *e nature of
precision marketing determines the improvement of total
customer value. Precision marketing can not only meet the
initial needs of customers but also meet the individual needs
of customers through one-to-one marketing. *e charac-
teristics of precision marketing are as follows: ① relevance,
② having measurable and accurate system guarantee and
means,③ sustainable development with low cost being able
to carried out, ④ precision marketing being based on the
target market that can accurately distinguish and ensure
effective market description and product brand positioning,
and⑤ precisionmarketing being an integrated sales method
suitable for one-to-one distribution.

*e other part is the real-name data of users on the
Internet. Big data pursues the analysis of all data. Because of
the huge amount of data to be studied and analyzed, it no
longer pursues accuracy. *is seems to be contrary to the
requirement of precision marketing, but it is not [24]. Big
data requires a huge amount of data. Precision marketing
does not pursue absolute precision but pays more attention
to grasping the general development direction of things.
Precision marketing is based on accurate segmentation and
positioning of users, finding out users’ needs, and recom-
mending products to the right users in the right way at the
right time to achieve accurate, low-cost, and effective results.
After processing the collected data and information, the
platform can roughly grasp the basic personal situation of
users and roughly judge the basic needs and economic
strength of users according to their interest topics and be-
havior preferences, so as to accurately locate users and
provide corresponding advertising services. Figure 1 is the
flow chart of network precision marketing.

Compared with database marketing, which relies on
hand database, Internet-based precision marketing relies on
the Internet to identify customers’ psychology and char-
acteristics and then carries out marketing according to these
data. Precision marketing focuses on personalized persua-
siveness and information relevance. *rough precise mar-
keting, enterprises personalize the content and methods for
customers, so as to connect enterprises with customer needs.

*e implementation of precise marketing strategy can be
improved by means of communication, thus improving the
efficiency [25]. In the context of precision marketing, the
communication between marketers and customers is direct,
which shortens the distance, thus enabling enterprises to
establish quick-response customer centers, which is par-
ticularly important for the long-term development of en-
terprises. *e core of precision marketing is to deliver
accurate and measurable marketing information. If the in-
formation delivered is valuable, it is required that this in-
formation be closely related to the audience, because only
the relevance is valuable and effective. At present, Internet-
based precision marketing methodsmainly include① portal
advertisement, ② keyword search advertisement, ③ blog,
④ e-mail advertisement, and ⑤ incoming advertisement.

*e premise of accurate marketing is that enterprises
need to master more accurate customer information. After
establishing the corresponding database, users’ images fed
back from the database can be used to segment the market.
*e application of megadata enables marketers to attach
importance to the interaction with target consumers in order
to adjust marketing strategies in time. From the perspective
of the whole marketing activities, the use of precision
marketing highlights the user value, refines the marketers’
cognition of user psychology and consumer behavior, and
deepens the marketing concept of “people-centered” and
marketing activities based on user experience, which can
effectively stimulate consumption [26]. Accurate marketing
means standing on the benchmark of consumer demand,
digging deeply, and fully satisfying users’ real inner needs
and desires, rather than simple correlation and advertising
push based on data analysis. Accurate positioning of con-
sumers can make users more likely to accept marketing
information, and it is more likely to guide target consumers
to produce purchasing behavior, so that marketing activities
can achieve better results. Based on the concept of precision
marketing, enterprises need to establish higher-quality
marketing communication in the operation process. High
quality refers to three aspects, namely, more accurate user
portrait, measurable return on investment, and traceable
marketing effect. Operating system generally includes ①
clear target market,② clear and unique market positioning,
③ efficient customer communication system, ④ channel
system suitable for niche distribution, and ⑤ customer
value-added service system.*e accurate marketing of video
websites is based on the analysis of users’ information and
behaviors. As users, their behaviors on video websites can be
divided into three aspects: searching, browsing, and inter-
acting. *erefore, video websites also plan accurate mar-
keting activities according to these three user behaviors.

3.2. Status and Development of Big Data Era and Its Influence
on Online Video Marketing. With the rapid development of
Internet technology, the Internet has had a significant im-
pact on all walks of life. Due to the continuous progress of
the era of megadata, information explodes, information is
requested anytime and anywhere, and the amount of in-
formation generated and acquired by people has shown a
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series-level growth. In particular, with the wide application,
popularization, and development of digital media and smart
devices, people have not only produced massive data in
production and life. How to use these data to better promote
people’s life and production has also become a hot topic. Big
data is a huge collection of data that is difficult to collect,
analyze, and mine in a short time by mainstream software
tools.

With the deepening of big data knowledge and tech-
nology, enterprises can process data in a more efficient and
reliable way, which brings a new thinking-precision mar-
keting to network marketing. Big data precision marketing is
also called data-driven marketing. *e core idea of using big
data analysis for precise marketing is to match “people,
goods, and markets.” It guides consumers to actively par-
ticipate in it and is committed to establishing one-to-one
product marketing mode, giving full play to the advantages
of big data mining technology, collecting external infor-
mation resources of enterprises, and combining with the
huge data information owned by itself, through analysis,
providing help for enterprises to formulate long-term
marketing strategies. *e precision marketing service plat-
form based on big data analysis is shown in Figure 2.

Different from traditional network marketing, network
precision marketing under the background of megadata
emphasizes the accuracy of market positioning. Specifically,
the precision marketing of big data mainly covers three
parts: ① data collection part, ② data analysis part, and ③
marketing plan implementation part. Accurate marketing of
big data requires enterprises to understand, analyze, and
predict the consumption behaviors of different consumers
more comprehensively and deeply with the help of various
information technologies and network platforms, so as to
find out the target market, make effective positioning, and
continuously track and optimize the relevant data system to

improve the accuracy of enterprise market positioning. *e
change of consumers’ ideas and behaviors also prompted
brand merchants to adjust their delivery strategies. *e
Internet has become the new favorite of marketing and
promotion activities, even leapt to the traditional media,
such as TV and newspapers, and became the most popular
promotion channel for brand merchants.

Advertising, as the most basic business model of the
Internet, has become more efficient, but this efficient
advantage has gradually become insignificant under the
impact of the mobile Internet. Traditional video network
marketing is based on enterprises, and more well-known
and widely viewed video websites are selected as the target
of advertising, but the cost is high and the effect is not
satisfactory. It pays attention to customer value and better
grasps the real demands of consumers by tracking and
analyzing the structured, semistructured, and unstruc-
tured consumption data of customers, so as to provide
them with more personalized marketing services. *ere
are two forms of online video advertising: video adver-
tising on web pages and video advertising on online video
streaming media. *e video website industry uses data for
precision marketing. Compared with traditional mar-
keting methods, precision marketing improves the mar-
keting efficiency from the production of video content to
the promotion and then to the broadcast. Online video
advertising is an online video booth that integrates tra-
ditional video advertising into the network by using ad-
vanced digital technology and can be used by enterprises
to live online. *is is actually a very representative form of
rich media advertising.

Social resources are limited, but the phenomenon of
resource waste is everywhere. In this regard, online video
precision marketing in the era of megadata emphasizes the
coordination of resources. Accurate prediction of user
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Figure 1: Flow chart of network precision marketing.
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demand can help enterprises to produce and market more
efficiently. *erefore, big data can be transformed into the
source of enterprise economic value. In the big data envi-
ronment, through the establishment of an open virtual data
platform, data, information, and other resources of all
parties can be integrated to realize exchange of needed
goods, reduce transaction costs, and optimize transaction
process. Associated enterprises can share customer data
resources, formulate matching network precise marketing
strategy combination, optimize resource allocation, and
achieve win-win goals. *e application of accurate video
marketing on websites will make users integrate multiple
identities and become producers, disseminators, and con-
sumers of video content.

3.3. Realization of Precise Marketing Based on User Big Data
Analysis. *e essence of big data is to find the laws, reasons,
trends, and so forth reflected behind the data and to find the
known number with unknown numbers. *e core goal of
data analysis is to get customers’ needs based on the analysis
application of megadata and, at the same time, give cus-
tomers a feeling of being valued and satisfied and generate
benign interaction. At present, there are mainly two
mainstream ways to collect, analyze, and process customer
data: ① get corresponding technical support and data
services with the help of specialized “big data” service
companies and ② establish a corresponding data platform
for data collection and analysis.

Collect basic data information on the Internet and build
a consumer database. In this stage, we should try our best to
ensure that the obtained consumer information has good
comprehensiveness. *erefore, in the process of infor-
mation collection, we should use various ways and different
ways to collect information. According to the analysis of
product sales history information, the characteristics of

target customers are analyzed, and the customer-product
marketing model, product-product cross-marketing
model, and so on are constructed through the mapping of
customer metadata, so as to realize the precise marketing of
products to customers and improve the marketing
efficiency.

Because it is difficult to directly extract the multimedia
features of the network video and the content is numerous,
the variety is numerous, the video quality is uneven, and so
forth, it is impossible to directly classify the theme of the
network video by using the traditional artificial film clas-
sification method. In this paper, the correlation degree
between user u and video i is defined as

preference(u, i) � p
T
u qi � 

K

k�1
Pu,kqk,i. (1)

In the above equation, Pu,k and qk,i are parameters in the
latent semantic model, Pu,k measures the relationship be-
tween user u and the k-th latent feature, and qk,i measures
the relationship between the k-th latent feature and item i;
Pu is composed of Pu,k; qi is an item-latent feature associ-
ation vector composed of qk,i. *e latent semantic model
evaluates the relationship between user u and item i through
Pu and qi.

For a virtual rating matrix M, let all rating items in it
form a set:

R � u, i, rui(  . (2)

In the above equation, rui is the virtual rating of video i
by user u. In order to obtain the specific parameters of the
latent semantic model in equation (1), it is necessary to use
the scoring set in R to learn the latent semantic model. To
this end, the loss function corresponding to parameters Pu,k

and qk,i can be constructed as follows:
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Figure 2: Precision marketing service platform based on big data analysis.
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In the above equation, rui is the rating value of user u on
video i predicted by the existing model parameters, and
λ‖pu‖2 + λ‖qi‖

2 is the regularization term used to prevent
overfitting of the latent semantic model, which can be used
to punish the complexity of the latent features.

In the era of megadata, real-time bidding technology is
indispensable to truly realize accurate network marketing.
*is emerging technology model breaks the traditional
online advertising trading mode, integrates technologies
such as category search and big data, and helps enterprises to
carry out marketing activities more pertinently, thus im-
proving the utilization rate of enterprise resources and re-
alizing low-cost expansion. Relying on data mining
technology, data information is divided according to con-
sumers’ age, gender, consumption ability, and consumption
habits, and the attributes of each consumer group are de-
fined.*e characteristics of enterprise products are matched
with the attributes of consumer groups to get the approx-
imate product market positioning. *rough the collection,
analysis, and processing of a large amount of data, the
platform extracts customer attributes and purchasing be-
havior information as metadata and at the same time
constructs the relationship model between customer attri-
butes and products, so as to achieve accurate delivery of
distinguishable and customizable product information.

Interest fit indicates the stability of users’ browsing
network video types. *e higher the interest fit is, the closer
the users’ browsing video types are, and the lower the in-
terest fit is, the greater the fluctuation of users’ browsing
video types is. p is defined as

p � 0.5|ap− wp|/wp
. (4)

In the above equation, ap represents the average type of
video users browsed, andwp represents the weighted average
type. Let op represent the original video type, and ap is
defined as

ap �


n
i�1 opi × ti


n
i�1 ti

. (5)

wp is defined as

wp �


n
i�1 api × bei


n
i�1 bei

. (6)

Interest fit reflects the concentration of users browsing
online videos.*e higher the degree of interest fit, the higher
the user’s attention to a video and the stronger the intention
of browsing the video.

Unlike traditional online marketing, which emphasizes
creativity and click rate, online precision marketing under
the background of megadata emphasizes technology more. It
relies on the corresponding technology to mine massive
data, so as to obtain more useful customer information.

According to the multidimensional historical data infor-
mation of customers, the platform processes and maps to
metadata that can reflect the general situation of customers.
At the same time, through analyzing the historical sales data
of products, we can find out the common characteristics of
customers and generate metadata that can reflect the sales
characteristics of products.*e data in the database is widely
used. By mining the data in the consumer database, it is
possible to judge the consumer’s consumption grade and
brand loyalty according to the consumer’s characteristics. At
the same time, not only is the data in the database valuable to
this enterprise, but also it may be of high value to other
enterprises, so the data in the database can also be sold, and
so forth. After the model is built, customers can be identified
according to the channel access information, and accurate
product information can be delivered to customers through
product marketing model matching. At the same time, a
network sharing mechanism can be provided to amplify the
marketing effect. After the information is released, actively
collect marketing results for feedback.

With the continuous marketing activities, customer
information will be continuously returned to enterprises.
*e arrival of these data can update the database and reflect
the latest situation of customers, which is very important for
the subsequent marketing activities of enterprises. *e
analysis algorithms and tools of big data analysis are
completely unfamiliar to ordinary enterprises. Data analysis
is a complicated process, which requires comprehensive
docking between traditional manufacturing enterprises and
data analysis departments, and the results of data analysis
can not only guide the upstream production process but also
promote the downstream sales process.

Record the user’s usage behavior or access behavior
every time and establish a description database. Describe the
user’s behavior by using these access data and identify the
effect of describing the user’s behavior by weighting the
description data, and then basically establish the user’s in-
terest preferences and other attributes for precise marketing.
*e prediction of users’ online video preferences is calcu-
lated as follows:

Pu,i � Ru +


n
m�1 Rm,i − Rm  × sim(u, m)


n
m�1 sim(u, m)

. (7)

In the above equation, Ru is the average rating of user u

to online videos, Rm,i is the rating of user m to video i, Rm is
the average rating of user m to online videos, and sim(u, m)

is the similarity between users u and m.
After the nearest neighbors of the target user are ob-

tained, user interest analysis can be performed on the videos
that are not rated by the target user according to the scores of
these neighbors, thereby generating recommendations. User
u’s predicted rating for unrated video i is
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Pu,i � Ru +
v∈Nu

sim(u, v) × Rv,i − Rv 

v∈Nu
|sim(u, v)|

. (8)

In the above equation, Nu represents the nearest
neighbor set of the target user u, sim(u, v) represents the
similarity between the target user u and its nearest neighbor
v, andRv,i represents the rating of video i by user v. Ru andRv

represent the average ratings of target user u and neighbor
user v, respectively.

In the process of network marketing, users can be
identified and analyzed in groups, and, according to the
historical purchasing behaviors of the same user groups, the
purchasing behaviors and purchasing decision-making time
points of relevant user groups can be predicted, and the
behavior analysis of users who have already purchased can
also be realized, the correlation degree of purchasing other
products can be predicted, and the related sales of network
marketing can be realized. In essence, big data analysis needs
to realize the comprehensive linkage of various departments
within the manufacturing industry. Under the condition of
improving the overall management level of enterprises,
select some professionals who are proficient in business,
know about production, and have technical ability in data
analysis. If you want to achieve this effect quickly, the op-
eration process of big data analysis should be more hu-
manized, which will be a better way. If people who have
knowledge of production and sales and brand awareness in
the enterprise conduct big data analysis, the enterprise can
quickly realize scientific and refined marketing.

4. Result Analysis and Discussion

In order to ensure the high accuracy of the online video
accurate recommendation obtained through big data tech-
nology, it is necessary to verify the rationality of the video
accurate recommendation through practice and relying on
the actual marketing effect. Complex test mainly uses
software to do stress test on network video precision
marketing system, focusing on the performance of its
components in stability and performance. *e test cycle is
long, which is mainly divided into four steps, namely, test
plan writing, test case design, test implementation, and test
execution. If the marketing plan has achieved satisfactory
marketing results, it shows that the marketing plan has high
accuracy, and marketing work can be carried out based on
this plan in the later period.

*e user activity statistics provided by the social plat-
form are used as the “activity” feature to depict the user
portrait, so as to improve the extra active days required and
the elapsed time since the user last logged in.*e statistics of
correlation coefficient of personal information characteris-
tics are shown in Table 1.

According to the common points of related consumers,
we can get the common points of consumers in the database
and then get the data of ideal consumers. Some statistics of
social platform data for user portraits are shown in Table 2.

Taking the statistical results of users’ video preferences
for big data as the research object, data clustering and

information fusion processing are carried out. Comparison
of accuracy data of the two analysis methods is shown in
Figure 3.

*e data acquisition module mainly collects and stores
the original data. *e analysis module realizes the analysis
and processing of users’ usage in the mobile Internet and is
used to identify all the business content that users used in the
past and the related web page content information that users
have visited. First, the data just entered into the database is
extracted, converted, and clearly processed, so that the
original data can be converted into data that can be analyzed.
*en, with the support of statistical software and decision
support software, the detailed database required by each
department is generated. Looking for ideal consumers,
consumers of the same type generally have a lot in common,
which can generally be reflected in the database. *e al-
gorithm in this paper is compared with the marketing
recommendation algorithm in the literature, and the
comparison result of marketing accuracy is shown in
Figure 4.

It can be seen from the figure that the marketing ac-
curacy of this algorithm has obvious advantages when the
sample data is large. *e users of the system are mainly
enterprise users. After registering in the system, enterprises
become users of the precision marketing system, which can
manage themselves, apply for marketing orders, and so on.
Enterprises should constantly improve and adjust the way of
network marketing based on big data technology to make it
more accurate. When the system completes the original data
collection, the first step is to start data processing, then
submit the results to the analysis engine, and back up the
original data. *e feedback information from customers will
also be collected to correct the customer preference infor-
mation and revise the recommendation model. *e analysis
engine simultaneously analyzes and mines various data and
saves the analysis results into the analysis database.

Considering the running time and the sufficiency of
algorithm comparison, the first 20000 records of two
datasets are used as experimental data. *e statistical in-
formation of different datasets is shown in Table 3.

Table 1: Correlation coefficient statistics of personal information
characteristics.

Gender Correlation coefficient
Age 5.15×10−2

Education 4.35×10−2

Geographical location 4.18×10−2

Work 4.88×10−2

Activity 5.02×10−2

Table 2: Social platform data statistics of user portraits.

Statistics Parameter
Number of posts 856302
Total vocabulary 321225
Posting tool 4037
Emoji 86
Post time 25
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If the value is too large, it is too small to explain the
feasibility of the recommendation method, and if the value is
too large, the result is difficult to predict. Figure 5 shows the
relationship between recommendation list length and
precision.

*rough the third-party monitoring tools, strictly record
the user’s ID, password, browsing history and stay time, and
so forth to help enterprises collect data sources of network
precision marketing. Get as much potential information as
possible from limited information and find valuable asso-
ciation rules hidden in the records visited by different
customers in a certain period of time. By combining with
practice, we can further judge the usefulness of the mining

results. Big data storage tools includeMPP database for static
data, Hadoop storage platform for unstructured data, and
big data all-in-one machine integrating software and
hardware. According to the data in the created database, the
data warehouse of the system is built after collection and
analysis, and the data mining model of data warehouse
access, dimensional dataset analysis, and knowledge re-
flection is completed. *en create a multidimensional
dataset, define a new data source view, extract and convert
the data map in the database into marketing data table,
website classification data table, and so forth, and identify
the fact data table and dimension table, create a multidi-
mensional dataset, and select appropriate measurement
values.

*e experimental conditions for testing the length of the
list are optimized, so the accuracy may be higher. After many
experiments, the length of the list is finally set to 50, so the
relationship between the accuracy of the two recommen-
dation methods and the time series is shown in Figure 6.

*rough cluster analysis of common users in enterprises,
targeted analysis of individual users, cross analysis of cat-
egory users, and so forth, we can grasp the trend of customer
demand more comprehensively and then improve customer
satisfaction. *e system creates the sqlmapcon Figurexml
configuration file, which contains the database links and
information corresponding to sql requested by users and
also describes the mapping relationship between the data
provided by customers and Action Form components.
Sqlmapcon Figurexml is used to load and configure various
components used by Struts framework and establish the
relationship between controller and model. *e analysis of
users’ web page access data is mainly to obtain the HTTP log
information of users’ web pages for related data analysis.*e
analysis contents include users’ access time period, access
frequency, access habits, search habits, commonly used
search keywords, and other information contents. With the
increase of the number of topics, the complexity and time
consumption of the model increase.*e evaluation results of
interest model of the marketing algorithm in this paper and
the algorithm in literature [16] are shown in Figure 7.

Because big data is massive, fast, flexible, diverse, and low
in value density, it is out of date to use traditional business
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Figure 3: Comparison of accuracy data of two analysis methods.
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Figure 4: Marketing accuracy comparison results.

Table 3: Statistics of different datasets.

Data set Trans Items Length
Short documentary 885 1132 1758
Sitcom 1255 1569 2211
Popular science video 1523 2223 2017
Funny video 2235 3164 2211
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Figure 5: Relationship between recommendation list length and
precision.
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intelligence. Enterprises need to distinguish different oc-
casions and adopt different treatment methods according to
different business objects. Do not make the analysis and
processing of data extremely complicated. *e framework
structure of model components dealing with hierarchical
Struts framework is distinct, giving full play to the advan-
tages of Struts framework.*e division of labor is clear when
developing projects, which is beneficial for developers to
realize modular programming, thus improving the devel-
opment efficiency of the program and making it easier to
maintain and expand the program. Only by collecting,
processing, analyzing, and forecasting the scattered mass
data can the advertising suppliers and demanders make
better use of network data and achieve the goal of precise
marketing.

*is chapter focuses on the performance test of the core
algorithm of data mining in this paper, as well as the
functional test of the system. Because the early system
analysis and system design work of the project are metic-
ulous and thorough, the coding completed according to the
detailed design can basically eliminate logic errors after unit
testing. *e basic functions of this test are qualified. During

the whole test process, the system runs stably and suc-
cessfully passes all kinds of tests.

5. Conclusions

As a new marketing model, video precision marketing is
sought after by more and more enterprises with the thinking
of “emphasizing customers as the center and relying on big
data technology to realize personalized marketing.” Accu-
rate marketing under the big data environment can timely
discover various unmet needs of customers, and the
products and services provided to customers are products
and services that can truly meet customer needs. *is paper
takes users as the center and closely combines big data with
content, video marketing, and management, and, through
the application of recommendation algorithm, we can gain a
better and more scientific insight into the information needs
and preferences of the audience. In order to verify the ef-
fectiveness of this algorithm, we carry out experiments. It
can meet the needs of accurate recommendation and has
certain practical value. Due to the continuous progress of the
era of megadata, more and more enterprises will use big data
to make accurate recommendations, accurately depict the
potential needs of users in more dimensions, continuously
improve the accuracy of marketing, user maintenance, and
service, and seek new growth momentum for the progress of
enterprises. On the one hand, big data can effectively im-
prove the effect of precision marketing; on the other hand, it
can also bring more consumer choices to consumers, so that
consumers can consume according to their own wishes,
make up for the shortcomings of passive marketing in the
past, and further strengthen the efficiency of online mar-
keting. In the future work, we should improve the technical
level, break through the application barriers of big data, and
enable enterprises to obtain data conclusions that are really
conducive to the growth of enterprises when using big data
analysis for precise marketing.
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