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Evolution of marketing model and theory by integrating data, theory and
analytical method

Terui, Nobuhiko

19,600,000

38 33 4 36 9

Acquisition of knowledge through the integration of theories and analytical
methods across disciplines is required in modern society. By sharing this idea, the research on
incorporating machine learning methods into marketing models is recognized as urgent issues to fill
the gap between practice and academic research in marketing. We have systematically conducted
research on developing models with the social media information and subject’ s heterogeneity. The
research results were published through academic papers and conference presentations. Specifically,
there are a total of 38 journal articles, of which peer-reviewed articles. There were 33 papers and
4 internationally co-authored papers, and a total of 36 presentations were made at academic
conferences, of which 9 were obtained at international conferences.
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