https://doi.org/10.14400/JDC.2017.15.6.133

ot

SR EA K-ICTH o B, v7he Weolel e, Qgvlsta e smE o] 3otay

Consumer Trend Platform Development for Combination Analysis of
Structured and Unstructured Big Data

Sunghyun Kim', Sokho Chang~, Sangwon Lee
K-ICT Big Data Center, Korea Information Society Agency”
Big Data Center, BC Card
Department of Computer Software Engineering, Wonkwang University

£ °F dHolHe S8 7P T8 Ao R 3t 71%°] S8 7] ° :
3, 8 T 7t= dFelAds A o] ange e B s ERs ZAd g 7hA JE, A7) WE 49

o
o
Shi
1%
o
fr
o
o
o
do
i
ot
i
_0|L
fd
32
o

AR AT Auz AR wejolest 2 W B850 QAT dolee] $28E B AR M FE FD
Holt, & A= &4 wlolE|st BC 7h= wlEdlolEl o] 3 AW AT sae] Aw] BT B4 @ A% A
g et B &4 dolHE 343 S Zesdy A3 e @ 44 Hol8E dAse daeld A
% RN G A AsEE ARG A% A5 A8 HAEA BE EUSE 24D cp|ge g B
A3} 40~100%0139) BAY 55 S0 DohE AT, £ ATE TE A oR o)A od A, wgYuol
B B4 S RHSH WHED AAE FE 97} 9on ol FOR = UF Bt ohie} v T st
e Edsel #8300 3@ F Y AAES AZE ol

FAlo] 1 wEjolE], AP, 28 WEND Az, oA"Y o3, vTEY del

Abstract Data is the most important asset in the financial sector. On average, 71 percent of financial institutions
generate competitive advantage over data analysis. In particular, in the card industry, the card transaction data
is widely used in the development of merchant information, economic fluctuations, and information services by
analyzing patterns of consumer behavior and preference trends of all customers. However, creation of new
value through fusion of data is insufficient. This study introduces the analysis and forecasting of consumption
trends of credit card companies which convergently analyzed the social data and the sales data of the
company's own. BC Card developed an algorithm for linking card and social data with trend profiling, and
developed a visualization system for analysis contents. In order to verify the performance, BC card analyzed
the trends related to 'Six Pocket' and conducted th pilot marketing campaign. As a result, they increased
marketing multiplier by 40~100%. This study has implications for creating a methodology and case for
analyzing the convergence of structured and unstructured data analysis that have been done separately in the
past. This will provide useful implications for future trends not only in card industry but also in other
industries.
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1. Introduction
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[Fig. 1] The World Big Data Market Size
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[Fig. 5] Credit Card Transaction Data and Social
Media Data
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[Fig. 8] Principal Component Analysis Example

Card Only Card & Social Social Only

Fastfood o Clothing_stuff,  Bicycle Stationery

@ Cotin_su aby gooss
Buffet -}

Fastiood

Selected 6
groups with
relatively high
Bicycle explanatory

power

—Cafe_Desst

e Pay experience

~| Japanese Py experence.

s SRS
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<Table 1> Marketing Campaign List

1% marketing 2" marketing 34 marketing
Instituion K bank K bank D bank
Duration ‘159.12~9.30 ‘15101~1011 | ‘1510.20~10.31
Three segments | Five segments
10,000 people in | with card/social | with card/social
Target the high trendy linked linked
customer propensity consumption consumption
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The 1st Testing Marketing Overview The 1st Testing Marketing Result
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2 [ Freshman |
| [ Nice-hubby |
Z 2 ‘m‘ Segment up to 34,000 won per persong
Offer

A mobile voucher similar to the ones most
mentioned in social

Matching each type of merchandise similar to
the one consumed in the card data

Targeted amount of customers 11.3%A4
(Marketing group 562, Comparative group 505)

[Fig. 10] Marketing Campaign Result(1st)
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<Table 2> Offer Response

e . - Offer response Total sales | Sales profit| Revenue
B [arget sponse Response >
oy |y | e offer cast(A)| ®) (€=B*1%) | C-A)

Boiccy'fltehi"g suft | 5707 383 6.7% 3,830,000 | 1,100,076,420 | 11,000,764 | 7.170,764
Sclothing stifh | 5 457 182 7.5% | 1,820,000 | 466,100,010 | 4,661,000 | 2,841,000
Baby goods
Education
baok, Play 7378 462 63% | 4,620,000 | 1,331,379,255 | 13,313,793 | 8,693,793
experience
®Play, Exhibition
performance 30,001 | 2,058 69% | 20,580,000 | 5426,628,118 | 54,266,281 | 33,686,281
experience
@Baby goods,
L 25536 | 1405 55% | 14,050,000 | 3,860,221,125 | 38,602,211 | 24,552,211
performance
experience

Sum ml ‘4,490 ‘ 6.3% ‘wxmon [12215%4!34;92,8 121,844,049 76,944,049

% 3800 2A AW oA A A4S A1)
71 1) A9, AEE7) ool 71E 7] A o]
ok vl oA AskE 24 e W) by ek oz Al
g3k whg Askste] wlastlek. oA

o
T PR Fof d ks
BH7E AA=AE SAE AL, M
g 7HE ol gwr M A g1 B
& W AAE ARl Fofd vE o R Lol
AR mAE F4E 42~1012 A¥e] A7t
55 BRISHIIL AT <Table 3>l AIAISHATE

= =2 5

d
F:i:nd
ém_w,
oz I ofy

_H

4t
o
ofo
12

2

Ko ool n2 ofy

N
2

32

<Table 3> Final Campaign Result

. 5 Previous Marketing
Campaign | Previous B )
dursti h | 25 multiplier Marketing cost
_qrat|un _"'_'Dm e mhe | last | Previous  (Millionwon)
(BillionWon) | Billion Won) | . Menth.
Billion Won)| Month year

1% marketing 98 7.9 i 33.90 | 49.10 56
2rd marketing 591 555 389 17.81 101.66 19
34 marketing 127.2 1138 108 29.67 42.66 44

+ Previous month's marketing multiplier = (Campaign period amount-Previous month amount)/Marketing cost
+ Existing six regular upsell marketing Average marketing multiplier per month; 15.86
(Campaign code: average of 6 campaigns including 4 performance-enabled campaigns, 2 recruitment card campaigns)
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