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This research topic is related to omni-channel marketing, which focuses on
customer information acquisition methods and purchasing channels, and a set of customer behaviors ,
which describe the structure of situations that affect purchasing decisions, was modeled by data or
latent data such as information browsing, purchasing channels, devices used, media, and customer
characteristics.
As major research results, we first formulated omni-channel purchasing behavior (webrooming and
E-shopping) using a binomial model for three product categories including cosmetics, and a
multinomial model for cosmetics in the final year using a hierarchical Bayes model. Customer
segmentation also showed the existence of seven segments, including research shoppers and
multi-channel enthusiasts of existing research.
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