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Research on digital marketing with large-scale single source data
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This study dealt with the following two open questions in the digital
marketing field; (1) to comprehensively deal with the relationship between consumers’ purchasing
behavior and contacting behavior both of offline media (e.g., TV commercials) and online media (e
g., banner ads), I used the large-scale single source data for empirical studies. (2) to resolve the

endogeneity problem in estimating the causal relationship between media contact and purchasing
behavior, | applied the state-of-the-art marketing science data analysis methods such as structural
estimation models and the machine learning (Deep Learning) and made robust and accurate estimates.
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Quant. | Amount Sales
#Brands | #Items Buy Buy(Yen) | Share
) ' 2.34 267.1 o
Kinousei brands 8 33 (3:44) (363.1) 4.4%
2.81 340.4 o
Tokuho brands 60 513 8.94)| (1,027.4) 79.3%
2.07 248.1 5
Normal brands 44 1,227 (2.69) (305.4) 16.2%
2.63 3174 5
Total 70 1873 (7.84) (889.2) 100.0%
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Quantity Amount Quantity Amount
Trend 0.067 -16.513 DiDxKinouseixWellness -0.271° -24.913
Kinousei 1.100"" 113.950""*  DiDxTokuhoxWellness 0.012 -0.0115
Tokuho 0.990"*" 114.527° IBHxWellness -0.484" -56.562"
UnitPrice 0.089 319.239*** HumanJudgexWellness -0.007 -0.158
new_package -0.334*** 2531935* Observations 459,772 459,772
Volume -0.0001 0370 R 0.849 0.862
DiDxKinousei 0.709*** 69.919"*  Adjusted R? 0.835 0.848
DiDxTokuho -0.203"" -18.337
IBH 1.692" 191.783"*
Human Judge 0.815"" 106.522***
Purchase Intent 1.348" 156.481""*
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