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Abstract

A virtual locator is a logical locator based on the contents of a physical locator. These
contents can be existing member properties in the physical locator. Using virtual locator,
we can accomplish personalization which is the technology area associated most often with
CRM. In this study, however, what are called virtual locators in many OLAP models would
be treated as physical locators for many unique aggregation levels. By using physical
locators, we can bring a successful e-business.
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Fig 13. Case analysis using virtual locators

(a3 13)9d B uiel go] ¥4 2] dFshe o
59 Z 2L $64,200.00013, $40-50ke] A7t 4
< 7 aAEAA F vigde] 2/371 de $45,000.009]
&g g3lon, A olojtlzt 1A &, FAFE/AH FA+
At A Y 229 wiE F A o131 $33.500.009]
&S AP A4S ¢ F Uk F, 20024 3%7190
Me 9zt 0] $40-50ke]= AFE/E FARKRL
A n7o) 71} 2 wiEE ARlste dlvke A& FHHe
2 2 £k o2 BNAE B4 71Ed wE USSR
oha A3 ke A4S 4 A Eok ojd BN AnE d
& Fo BAZP) E0 AL A4S Evlg 49 &
UYdlz A 20029 3¥7)0lAMe] AIBA nFR &
g9} e 710 Z2EF 304 e} oo Ay Azt
900 We vjEAS Bux ok BVl 84 V1E
of dgehe A3 kg d7) A At e AR
2 Aok i}, &, FFE A9 solt Aok 22y 7t
2 YAXAAE AME dhoze 3304 Asd ulg
o] £E& AR s o] Briesh] Wi AXAF
2} Customere] W24 BH =AY married. age_ties,
gender, education, job_id, yearly_income® EF =%
o AAAAFAZ Ao spedof g

week_ol.year  ©
month_of_yesr |
quaner

gender.i
gender.name

1

i

t

L .

La ugm H

Product_1D
Orger
sales_price
sales_revenue

®.
ried.id R

mal
chiidren.id
;:!:Emu!
children_numbsr

job.id T
yeurly_income.id .

custamer_id
gender.id

aducationid

T8 14, Ze| FHIXES SE MexixiEAlE Feaist SALES
o

Fig 14. Case SALES cube_:-using physical locators
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Fig 15. Analysis with 5 newly defined physical locators
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