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In recent years, products' sense or design have been as a very important part for marketing, in other
words, customers choose the right merchandise usually depending on their feelings about it, so an
efficient products recommendation system would increase the desire to buy. This research is applied in
Japanese traditional crafts, named “Kutani-ware”. As a Japanese traditional industry, there are many
problems today, specifically, the scale of the industry has become smaller, and so as the employees of this
industry. To revitalize this industry, the most important thing is to increase the sales, so an efficient

recommendation system is urgent needed.

For the sense that from customers to the products, we can define many features to describe these
products, and people can evaluate these features instead of evaluating the products. In this way, a complex
and non-standard problem can be split into some easier problems. According to this, much Kansei data
that can measure general feelings to the products is obtained; these data is treated as a database that can
describe the products. With using some Kansei data analysis methods and computer technologies, an
efficient recommendation system has been developed and more suitable products can be recommended to

customers.

This research focuses on developing a new method to assist customers when they are making their
purchasing, which will base on customer’s sense or feelings to the products. People always make their
purchasing depending on their feels to the products, so how to abstract their desires according to their
sense is an important way in marketing, the existing methods always focus on selecting and scoring
features about a product, and have not concerned the differences between different kinds of features (in

this research, there are two kinds of features: Kansei features and context features), and for collecting




evaluation data, the uncertainty from the existing methods when evaluators have to face to a huge number
of samples also have not been concerned. So in this research, we have made a new kind of structure to
console the two kinds of features, in order to make a better way to take the relationship into account,
which exists in different kinds of features. And we have also proposed a new kind of method on colleting
the evaluating data, which is divided the evaluation issues into some simple comparison issues. In the end
of this research, we also made an evaluation between existing methods and the new method, from this

way we could find which method is better and why it is, and also we could find some points to improve it.

The methods on collecting data and recommending products would be useful supplements of Kansei
Engineering and Data Mining, which are the important parts of Knowledge Science. The new method on
collecting data as general understanding, which is based on partial-comparison procedure, can be treated
as a new aspect on Data Mining and Kansei Engineering. Especially, we have to face to a huge number of
objects for evaluation. The ontological structure used for recommending products in this research is also a
contribution of Kansei Engineering. With this special structure, the personal requirements of the

consumer can be divided into several simple requirements, which can be easily measured.
For detail, the thesis focuses on the following points:
»  Exploring of information personalization method.

The existing evaluation methods on collection the data of the general feelings of the product are mostly
using the semantic differential method, which is executed with M-point approach. By this kind of method,
evaluators may feel confused when the quantity of the evaluation samples is big. This research proposed a
new method on evaluation the samples, which is based on the comparison procedure. Specifically, we
select some samples randomly for evaluators, and make a comparison (sub-ranking list) on each attribute
by them. Then an integration method is proposed for integrating the sub-ranking list into an integral
ranking list, which is treated as the evaluation Database for the following research. With the evaluation

Database, a new target-oriented method on personalizing consumer’s requirements is also proposed.
»  Adjusting of the algorithm using ontological structure.

Ontological structure have been justified as an useful method in many fields, with this structure, a
complex and disordered problem can be described as many simple entities, and the relationship between
these entities could also be concerned. This research takes this structure into account, specifically, we
separate customer’s desire into some small and simple entities, so customer’s desire can be described by
these entities, this kind of structure also has another advantage, because of the simple entities, we can

concern the relationship between entities, and also between the features easily.

»  Design of the recommendation system.



In the end of this research, a recommendation system is developed, and a subjective evaluation test on
the comparison of the methods is also executed. The whole system includes two parts: recommendation
part and comparison part. Firstly, we use the comparison system to collect Kansei data and Context data
as general understanding on the products; and with using the data, the recommendation system can

recommend a ranking list for consumer according to their special tastes.

HXEBEORBRENOES

AN &L T ok 2 BB IC K> TR ZIRET D, E-> T, HEFHE DKL ML
EEDXIITMAET 2PN EEICR > TL Do IEROFIETIEMESLDOWL DO REE 7
YIHTT AR, Bieb XA TORKE. TROLARMICTEINLTWD NEMEICHF 2 2
B & THRICET 288 2RI > TW5b, E7-. RO HFIETIX, FHMliE 2
KRB EOFHNZ L2 T U b 7202 LI K D37 — % OBEBRIEEZZE L T, K
MM TR, B XA TORMEZND OBRMEEZE L CTONT T 2872 HiEERET
5l EHIT, FEMRHEO T — 2 WEICB O TRHMl#E 2N RELZR < . EBEE 2§ 5 2
EMTEDL LD RFMIEZ T IR EL T D, £, KX T, 2D O LWk
EUENREZ LGN 2 FIEE . ZNEFEIT T2 a0 Ea— X AT L5 L, 1D
MO FEFEITHAT > TN D,

AL TIELAF O X 9 R BER D FEERM R EIRA 2 ST b, 7. ERE Ak
DYRRTH D, MEROEEMET — Z IEE TR, B FHlERE O CRMIE 1% B 43 O FF
INREEICIR>TNDEOTIERWME, LIFLIZRELTLE 9, AL T, W< o0
DL E T A BITRAT, WS ODOEIZONWT T R 72T TH BV, HAR
7 X YA NEERT D, < OFHEEICAERIEEL L THHWNRERT —F A
—ANTEDLEHET XL T ERDDZENTE D, TNEFEITT D HERKRLDO—
OOHFRTHNRERTH D, I, A buP—#EEE2FH L7270 TY XLOFHET
bb, A huV—REICL > CTHEMETERTICR A 2MEN L OBMARFERE ZNG
ORRICE > TRk &N 5, AFZETIE, v boP—EoHEF L LT, HEEOHEY
WL OO/ S S Hflie b O T 22 12XV, KRN HEE S 2T AR
EIToTWD, RBIC, HEC AT AORFEFEETH D, EROF LWk E FHn T,
FRRICHEE > AT LA PR L, REFIELIEORFIEL LT 2 EREFEML TV D, VR
T AOF S — R Tk T —% ) & TIRT — % ) 2 UET 5 BRI R Of 47 g ik
ZHNWTWD, £LT, #EAS—FTIE, FrLWHEFOZELZIT L CHEE Y X h &R
T 5,

LB, RsCE, #o W FIEAE A Lopgi it ik & 4 b e o —HiEIE R L7CpEih
HREEEZREL RIS X [T~ =07 OFBWICHRAMBEZMNTINZ 5 &
E B THERRNF ) ICBWTHFIRNICEIRT 2 & 2 ABRKE W, Ko T CGilfls)



DEEALEH L E LTHaliiES % & 0 L3O T,



