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[Abstract]

A consumer’s decisions are made by affection of product. Affection has types: evaluation, mood,
emotion and sensibility that means unconscious changes. Previous researches have clarified weather
factors affect to sensibility that means weather factors may have causal effects to consumer’s decision
making. This research utilize weather information from KMA(Korea Meteorological Administration) and
SNS geographical information and text to make weather sensibility model, and clarify the model shows
significant change to online shop customer’s purchase behavior(purchase frequency) by merging
customer’s address information and geometric information of the model for apply weather model. As a
result, a model utilize daily precipitation, sunshine hours, average ground temperature, and average

relative humidity makes significant result to e-commerce purchase behavior frequency.
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I. Introduction
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II. Preliminaries

2.1 Emotion and Sensibility
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Table 1. Emotion and Sensibility [8]

Preferences Emotion Sensibility
Strength of mind change high low
Physiological changes yes no
Expression and activity

yes no
change
Objective measurement . . .
. available inavailable
and evaluation
Occur Frequency low high
Response to external low fast
inputs
Self Control available inavailable
. intuitive,
brain .
Others . subconscious,
judgement
personal

2 AN /89 578 =4EH AEo] ofd AlE]
HAIAYIA(SNS: Social Network Service)o] EIAE O]
tiet 2478 42 ARESITE o]= SNS FR/I=7} o]ulx],

o=

HAE Soz PHIA YA ALY 2AS T Uen
7 9icke ARTo] Z1QI3teH11]



Sensibility by Weather and e-Commerce Purchase Behavior 179

2.2 Purchase Behavior
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III. Research Methodology

3.1 Weather, SNS, and Purchase Data
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3.2 Research Data & Analysis
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Table 2. Research Dataset

Field name Description
Address of weather, contents, and
Address . .
purchase delivery location
Date Date
Time Time (hour unit)
W1~8 8 Fields for weather data
Sensibility . .
(Factor) Positive / Negative
Purchase .
Total purchase frequency of a time
Frequency
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IV. Results

4.1 Weather - Sensibility model result

olzff Table 32 SNS HIAE Oto]d AyES HolFal
Tt & 34,933719] ERI=OA Fopd S84 YaA]=
136,238710]0f 374 gl 21,999710lc} Ha 34
TR ol B4 TR s At £A15 dA
®ohs 3¢ neural2 WHSHL P2 ZRIE Jiee F
17,311710]H o] & 11,933710] GO0z wAL] 1 5378
e wgoe Wy,
Table 3. Corpus Characteristics

Segment Value

Total Number of Contents 34,933
N of Positive Corpus 136,238
N of Negative Corpus 21,999
Avg N of Positive Corpus(A) 3.97
Avg N of Negative Corpus(B) 1.58
N of inavailable

contents(PositiveN-NegativeN 17,622
>A-B=2.39)

N of Positive Contents 11,933
N of Negative Contents 5,378
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Table 4. Logistic Regression Model results

Set Acc Prec Rec F1 RA
A set 0.91 0.93 0.95 0.96 0.96
B set 0.88 0.91 0.84 0.88 0.90
C set 0.88 0.90 0.97 0.93 0.90

(Acc: Accuracy, Prec: Precision, Rec: Recall, F1: F1 score, RA: ROC_AUC
A set: rainfall, sunshine duration, avg temperature, avg humidity
B set: rainfall, sunshine duration, avg temperature, avg wind speed
C set: rainfall, sunshine duration, avg temperature, atmospheric pressure
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Table 5. ANOVA Result

Seq Region Anova

Total Total F 3.011=
1 Seoul A F 3.30%

- y2- -
95 Bonghwa A Non-Sig

V. Conclusions
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