Q)]
2013 2016

CRM

Organizational Study on The Theory and Development of CRM by Fusing Large-scale
Heterogeneous Information

Terui, Nobuhiko

31,800,000

CRM Twitter SNS

We introduced unstructured information (text) of social media such as
Twitter and SNS into the CRM studies where structured information (numeric) had been mostly
utilized,and we developed new marketing models by fusing these heterogeneous information in the way
of being applicable to large scale data.
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