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Abstract

AR TCREREBERET — R LBERAET — RV OB ETHEEIMETOBEENRT
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CETH—ULIEBBEA YA N EBONDEERTENTEL,

The author proposes latent variable models which obtain profiles of customers by analyzing the
customer purchase data and customer survey data at the same time. Many online retailers have
been collecting a wide variety of customer data in their business activities. Not only customer
purchase data but also customer survey data, e.g., customers' lifestyles, opinions, and interests,
are collected in those processes. Retailers have interests in methods for gaining customer insights
by integrating and analyzing those data. The author proposes latent variable models which can
extract the unified view of the customers by integrating the customer purchase data and customer
survey data.

The proposed approaches are based on the Joint Topic Model, which is the extension of the LDA
(Latent Dirichlet Allocation) model and can handle different types of data. In the Joint Topic Model,
latent topics are considered to be common topics between different types of data, and latent topics
serve to combine these data.

There are three advantages of the proposed method. Firstly, the proposed method can obtain the
hidden features which simultaneously represent the underlying motivation of purchasing and the
lifestyle of customers. This way, the proposed method to extract the unified view of the customer
from the combination of the customer purchasing and customer lifestyle. Secondly, the proposed
method can evaluate the prospect of purchasing new items and changing lifestyle from the latent
co-occurrence relation of items and lifestyles. Tertiary, the proposed method can predict the
customer lifestyle by only using the purchase data.

In an empirical analysis, the author applied the proposed method to the data provided by an online
retailer. These data consist of customer purchase data and customer survey data. From the
empirical analysis, the author demonstrated that the proposed models are useful for acquiring the
customer insight from the multiple data sets.
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Data Integration Approaches for Customer Analysis
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2. MREBRRAEEOPE (R

The author proposes latent variable models which obtain profiles of customers by analyzing the customer purchase data and
customer survey data at the same time. Many online retailers have been collecting a wide variety of customer data in their business
activities. Not only customer purchase data but also customer survey data, e.g., customers’ lifestyles, opinions, and interests, are
collected in those processes. Retailers have interests in methods for gaining customer insights by integrating and analyzing those
data. The author proposes latent variable models which can extract the unified view of the customers by integrating the customer
purchase data and customer survey data.

The proposed approaches are based on the Joint Topic Model, which is the extension of the LDA (Latent Dirichlet Allocation) model
and can handle different types of data. In the Joint Topic Model, latent topics are considered to be common topics between different
types of data, and latent topics serve to combine these data.

There are three advantages of the proposed method. Firstly, the proposed method can obtain the hidden features which
simultaneously represent the underlying motivation of purchasing and the lifestyle of customers. This way, the proposed method to
extract the unified view of the customer from the combination of the customer purchasing and customer lifestyle. Secondly, the
proposed method can evaluate the prospect of purchasing new items and changing lifestyle from the latent co—occurrence relation of
items and lifestyles. Tertiary, the proposed method can predict the customer lifestyle by only using the purchase data.

In an empirical analysis, the author applied the proposed method to the data provided by an online retailer. These data consist of
customer purchase data and customer survey data. From the empirical analysis, the author demonstrated that the proposed models
are useful for acquiring the customer insight from the multiple data sets.
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