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ABSTRACT

Miningcustomershoppingdataisableforbusinessmanagerstounderstandandpredictcustomer
behavior.However,mostpracticesarefocusingonthepurchasinggoods,i.e.basketanalysis.This
articlecollectscustomershoppingdatabyobservationtosystematicallydiscovercustomershopping
pattern incorporatingwithcustomer’spurchasingdecision time.WithApriori algorithmand the
proposedcustomerpurchasingdecisionpatternexaminingprinciple,customerpurchasebehaviorsof
withdecisionattitudesarerevealed.Thisarticlegetsinsightsatdecomposingsupportandconfidence
valuesofanassociationrule.Withtheproposedencodingmethod,decisionattitudesongoodsinthe
associationrulecanbeinterpreted.
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INTRoDUCTIoN

Serviceindustryisabusinessthatmostcompaniesneedtodirectlyinteractwithcustomers.With
theusagesofinformationcommunicationtechnology(ICT),companiesenabletobeclosetotheir
customersandunderstandtheircustomersbetterthanevertopromotecustomersatisfactionandloyalty.
ICTadoptionsbecomeevitabledeedsonservicemanagementinthe21stcentury.AsShahsavarani
andJi(2014)pointedout,ICThasenhancedagreatdealofserviceimprovementforserviceindustry
suchasleveragingthesurgingriver-likeword-of-mouthflushedfromsocialcommunities,orproviding
innovativeandfunserviceswithQRcodes,mobileAPPs,andaugmentedrealityapplications.These
innovativeapplicationsindeedcreatehighadded-valuesforcompaniesandforcustomers.

Bigdataminingnowadayshasbeenwidelyadoptedinbusinesses.Themassivedatacollected
frombusinesstransactionshavemadeentrepreneursrealizetousethedataforsupportingtheirbusiness
decisionmaking.Themethodminingcustomershoppingdataincorporatedwithcustomerpurchasing
productswithpriceandquantitiesisgenerallycalledmarketbasketanalysis.Forexample,withthe
usageofcustomers’purchasedataandtheproductinformation,Brijs,Goethals,Swinnen,Vanhoof,
andWets (2000) andNafari andShahrabik (2010)minedout thepotential customerpurchasing
behavior formarketingpurposes andLiao,Wen,Hsian,Li, andHsu (2014) evaluatedproduct’s
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futuremarketvalue.Infact,applyingdataminingandsuitablemanagementmethodcouldhelpmass
customizationwhichisconcernedwithmeetingtheneedsofanindividualizedcustomermarket(Tien,
2006;Tirunillai&Tellis,2014).Thefamousresultisthediaper-beerruleinbaskets.Benefitsfor
retailersarebettershelfmanagement,goodssupply,andmarketpromotion.However,gainingmore
profitsisthemostimportantgoalforretailers.Oliverira-Castro,Foxall,andSchrezenmaier(2005)
investigated80retailshoppersin16weeksandfoundthattheyaremostsensitivetopricesofthe
goods.Discountscanalwaysarousecustomer’spurchasedesiresononehand,yetdecreaseretailer’s
profitsontheother.Competitiononpricesisnottheonlyandfinalanswer.Theremustareother
factorsaffectingcustomer’sdecisiononpurchases.

Exceptforcustomerdemographics,Foxall(2007)statedthatresearchregardingretailcustomer
purchasedecisionbetteranchorsonpurchasefactorsaffectingcustomer’sdecisioncriteria.Besides,
Wells,Chang,Oliverira-Castro,andPallister(2010)pointedthatdiscoveryofcustomer’spurchase
behavioranddecisionmakingcontributestocorrectmarketsegmentation.Forbasketanalysis,ithas
beencaughtattentionbypractitionersandresearchersareproductinformationsuchasproductcategory,
price,andquantity,i.e.POS(pointofsales)data.However,othercustomer’sshoppingactivities,
suchasshoppingroute,decisiontimeofcustomer’sputtingaproductintobasketandwhetherthe
product is removedfrombasket,whichare incorporatedforminingcustomershoppingbehavior
areoftenneglectedandbelievedbytheauthorsthattheycanrevealmoreaccuratecustomerretail
behaviors.FreathyandO’Connell(2002)investigatedairporttravelers’sensitivitytotimerelating
with their observed shopping attitude since the authors think that customers’ purchase behavior
andintentionbyobservationwouldbemoreproperlycollected.Besides,SinhaandUniyal(2005)
andTripathiandTiwari(2015)alsostudiedcustomer’sin-storeshoppingmannersbyobservation.
Theauthorsstatedthatobservingcustomer’spurchasingattitudeincorporatingwithtimeeffectis
anappropriatedatacollectionmethod.Inshort,althoughdataanalyseshavebeendoneonadaily
basisinretailstoresandservicesectors,basedonbigdataanalyzingthinking,thereisstillavariety
ofdatafactsneededtobecollected.Moreover,Mo,Li,Tian,andTian(2015)mentioned,proper
dataencodinganddigitalizinghumanvariableswouldleadtoefficientalgorithmcomputationon
solvingparticularsocialscienceproblems.Inashoppingcenter,acustomer’sdecisiontimetoput
aproductintoher/hisbasketorthetimeshe/hestallingatacertainproductshelfisbelieved,inthis
study,tobeanimportantdataforretailerstotakeconcern.Thetimeeffectatretailingsceneshas
beenprovidedresearchevidencesofinfluencingshoppers’purchasedecisions.Park,Iyer,andSmith
(1989)havestressedthatwhenshoppersarecompressedbyshoppingtime,theirproductsearching
mannersandfinalpurchasedproducts,productbrandswouldbedifferentcomparingwithwhoarenot.
Further,recently,Zushi,Curlo,andThomas(2009)specifiedthattimecanprovideanexplanationof
customerdecisionbehaviors.Timeseemstobeastructureddata;yettocustomers,itisapoly-type
one.McDonald(1994)statedthatshoppingtimeisanentireperiodofacustomertakingactionsfrom
productsearch,delivery,topurchase.Duringthisperiod,manyinterventionsoccursuchasreceiving
aphonecall,beingstalledbyanadvertisement,takingaleaveforansweringthecallofnatureetc.
Whilethedurationtimeofinterventionstakenaccompaniedtoanalyzecustomerpurchasedecisions
time, customer retail attitudes andbehaviors canbemultifolddiscovered (Nemati, 2003).There
existsaretailstoreinaboutevery500metersinTaiwan’scityareas.AccordingtoHuang(2016),
thesalesreached$11billioninJuly2016.Withthissuchhighrankinthedenseofretailstoresand
retailconsumptionpotential,Taiwanretailingbusinessesincludingmanywell-knowninternational
retailerssuchasCarrefour,Costco,7-ELEVEN,areworthytostudythecustomerretailbehaviors
aswellastheresearchmethodologyandfindingsarecontributedtotheretailbusinessliteratureand
providepracticalimplication.

Associationrule(AR)dataminingisagoodscientifictoolprovidingpracticalbasketanalysis
implications(Aguinis,Forcum,&Joo,2013);howeveraccordingtoShaheen,Shahbaz,andGuergachi
(2013)otherthantheexplicitrulepresentation,itsfurtherimplicitmeaningsanddenotationsarestill
requiredresearcherstoexplore.Otherwise,decision-makingmodelofcustomershoppinghavebeen



 

 

10 more pages are available in the full version of this

document, which may be purchased using the "Add to Cart"

button on the publisher's webpage: www.igi-

global.com/article/mining-customer-shopping-

behavior/193038

Related Content

An Efficient Approach for Sending Identification Bit With the Help of Blowfish-

RC6
Kailash Patidar, Damodar Prasad Tiwari, Priyanka Sharma, Karuna Nidhi

Pandagreand Amit Kumar Shukla (2023). Handbook of Research on Advancements

of Contactless Technology and Service Innovation in Library and Information Science

(pp. 268-286).

www.irma-international.org/chapter/an-efficient-approach-for-sending-identification-bit-with-the-

help-of-blowfish-rc6/325028

Enterprise Social Media: Ethnographic Research on Communication in

Entrepreneurial Teams
Datis Khajeheian (2018). International Journal of E-Services and Mobile Applications

(pp. 34-46).

www.irma-international.org/article/enterprise-social-media/196638

A Game Theoretic Method for Resource Allocation in Scientific Cloud
Amin Nezaratand Gh Dastghaibifard (2016). International Journal of Cloud

Applications and Computing (pp. 15-41).

www.irma-international.org/article/a-game-theoretic-method-for-resource-allocation-in-scientific-

cloud/144186

Innovation in Offer of Services for Manufacturing Enterprises: New

Experiences Based on Emerging Technologies
Sergio Ricardo Maziniand Edimilson Ricardo Azevedo Novaes (2014). Innovations in

Services Marketing and Management: Strategies for Emerging Economies  (pp. 102-

116).

www.irma-international.org/chapter/innovation-in-offer-of-services-for-manufacturing-

enterprises/87965

http://www.igi-global.com/article/mining-customer-shopping-behavior/193038
http://www.igi-global.com/article/mining-customer-shopping-behavior/193038
http://www.igi-global.com/article/mining-customer-shopping-behavior/193038
http://www.irma-international.org/chapter/an-efficient-approach-for-sending-identification-bit-with-the-help-of-blowfish-rc6/325028
http://www.irma-international.org/chapter/an-efficient-approach-for-sending-identification-bit-with-the-help-of-blowfish-rc6/325028
http://www.irma-international.org/article/enterprise-social-media/196638
http://www.irma-international.org/article/a-game-theoretic-method-for-resource-allocation-in-scientific-cloud/144186
http://www.irma-international.org/article/a-game-theoretic-method-for-resource-allocation-in-scientific-cloud/144186
http://www.irma-international.org/chapter/innovation-in-offer-of-services-for-manufacturing-enterprises/87965
http://www.irma-international.org/chapter/innovation-in-offer-of-services-for-manufacturing-enterprises/87965


Mobile Service Capabilities: Evidence from a Ghanaian Mobile Service

Provider
Joseph Buduand Richard Boateng (2015). International Journal of E-Services and

Mobile Applications (pp. 1-17).

www.irma-international.org/article/mobile-service-capabilities/127983

http://www.irma-international.org/article/mobile-service-capabilities/127983

