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Abstract
The retail company is needed to evaluate and calculate the brand value recognized as management resource on the modern

market strategy even many product firms. According to those processes, the company can perform the store strategy and FSP

(Frequent Shopper Program) to establish a liable relationship between customers.

In this paper, customer ideal point map is made in which brand was fixed as brand space, and brands and consumers are set

their position together.

predict future consumer taste transition by Markov model,

By using this map, it can calculate consumer’s brand select rate and market share. In addition, it can
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Table 1  Artificial brand purchase data
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Table 2 Consumer’ s segment

ISV IS5vk2 ISUE3 ISvka IS5UR5 &t
IS R 338 116 99 13 8 574
JSUR2uEF 123 192 121 9 11 456
ISV R3ET 121 128 202 12 12 475
ISURAELF 11 16 7 60 1 95
JTSUREIELT 10 12 7 0 28 57
ISURTHEE 62 66 64 18 18 228
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weEi1 | 1| 1|1 l2]2 2|alafalt[1|t]1f2]laf2]3]3[a]o IS F1EsF | 0.1793103 | 0.0615385 | 0.0525199 | 0.0068966 | 0.004244 | 0.3045093
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vy NN IEH KN NN EE K'Y 5 R B FY Nl R Bl R R R EE R R JSUK4kEs? | 0.0058355 | 0.0084881 | 0.0037135 | 0.0318302 | 0.0005305 | 0.0503979
JSUKsKES | 0.005305 | 0.006366 | 0.0037135 0 0.0148541 | 0.0302387
JSUEF4E | 00328912 | 0.0350133 | 0.0339523 | 0.0095491 | 0.0095491 | 0.1209549
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Fig.1 Brand positioning
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Table 4 Load amount of factor for each brand

= F1 =F2 =3
T2S52K1 0.38216 | 0.037787 | 0.662078
JS5>K2] 0.808381 | —0.03491 | 0.398883
TS5 K3] 0.864349 | —0.05332 | 0.229606
TJ5>2K4| -0.31218 | 0.846202 | —0.21895
5> K5| -0.18154 | —0.87631 | —0.23125
Table 5 Factor contribution rate

EFNo. | EHE FEFE®%| RERE®
1 2.236072 | 44.72144 | 44.72144

2 1.473479 | 29.46957 | 74.19101

3 0.208548 | 4.170965 | 78.36197
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Table 6 Brand purchase data on each consumer
(1st period~19th period )

=1 s — s — e = o |BE (FEFD

TS5UR1 |TS5UR2 |TS5UR3 |T5UR4 |[TS5UKRE B% |5ur
JEEE1 | 0.842105] 0.157895 0 0 0] 19 1
SEEHE2 |0.894737] 0.105263 0 0 0] 19 1
JEEH3 |0.315789] 0.315789] 0.368421 0 0] 19 3
JEEE4 | 0.421053] 0.210526] 0.315789| 0.052632 0] 19 1
JE#EES | 0.882353] 0.117647 0 0 0| 17 1
SEZEE6 | 0.263158] 0.210526] 0.421053] 0.105263 0| 19 3
ST |0.210526] 0.263158] 0.210526| 0.210526/ 0.105263| 19 0
SEEES | 0.315789] 0.210526] 0.368421 0/ 0.105263| 19 3
SEEE9 | 0882353 0 0] 0.117647 0| 17 1
SEEE10 | 0.421053] 0.210526] 0.315789 0] 0.052632| 19 1
SHEEE11 | 0.368421] 0.315789] 0.315789 0 0] 19 1
SEEE12 | 0.315789] 0.368421] 0.315789 0 0] 19 2
%13 | 0.315789| 0.315789( 0.368421 0 0| 19 3
JEEEE14 | 0.315789] 0.210526] 0.105263| 0.368421 0] 19 4
SHEE#E15 | 0941176 0] 0.058824 0 0| 17 1
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Table7 Brand select rate on each consumer
(Ist period~19th period )

TSURT |F5UR2 [I5URB |[FI5uR4 [I50KE ;i i
SR
HEE 16 3 0 0 0 19 1
LHEE2 17 2 0 0 0 19 1
HEES 6 6 7 0 0 19 3
LHEE4 8 4 6 1 0 19 1
HEES 15 2 0 0 0 17 1
LHEEG 5 4 8 2 0 19 3
HEET 4 5 4 4 2 19 0
HEES 6 4 7 0 2 19 3
HEHEO 15 0 0 2 0 17 1
SHEEE10 8 4 6 0 1 19 1
HEEN 7 6 6 0 0 19 1
SHEEE12 6 7 6 0 0 19 2
HEH1S 6 6 7 0 0 19 3
LEEE14 6 4 2 7 0 19 4
HEHS 16 0 1 0 0 17 1
Table 8 Consumer ideal point
®¥1 |BF2 RS |oa 7
SHEE1 044946 | 0.02631 |0.62052 1
SEE#E2 (042703 | 0.03013 | 0.63437 1
SHE#HE3 [ 0.69440 [-0.01874 | 0.41963 3
JHE#E4 (058762 | 0.03626 | 0.42373 1
SHEES 043230 | 0.02923 | 0.63111 1
SHEE6 | 0.60183 | 0.06922 |0.33184 3
SEE#ET 1039032 | 0.07345 | 0.22226 0
SEE#HES8 059020 [-0.10730 | 0.35330 3
SHEE9  0.30047 | 0.13289 | 0.55843 1
SHEE10 | 059449 | -0.05440 |0.42308 1
JHE#E11 [0.66903 | -0.01394 | 0.44239 1
JHEE12 [0.69146 | -0.01777 | 0.42854 2
SHEE13 0.69440 | -0.01874 | 0.41963 3
SEEE14 10.26684 | 0.31073 | 0.23656 4
JHE#E15 (041052 | 0.03243 | 0.63664 1
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Table9 Fitting degree for ideal point
P=1 P=2 P=3 P=4 P=5
FARE% % | 0.7138169(0.6782564 | 05693743 | 0.5278792 | 0.4837222
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Table10 Ideal point on each segment

A1 A+2 A3
JSUR1RERF | 052425 | 0.014108 | 05048105
IS5 R2mERF | 06622687 | —0023092 | 0.3975641
IS5 R3kERF | 06702906 | —0023217 | 0.3624139
J5F4AREST | 00450105 | 0.5197861 | 00200423
JS5RokERF | 02542008 | -0437738 | 01147323
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Fig.2 Product map
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Table 11 Matrix range

ISR | I5vk2 | I5UKR8 | T5UkR4 | TSRS
JSUR1EERE | 004548 | 009435 | 019595 | 1.91582 | 1.83277
JS K27 | 015213 | 002149 | 0.06996 | 2.08531 | 1.83540
JSUR3KERE | 0.17654 | 0.02054 | 0.05620 | 2.05912 | 1.80582
JSUR4EEST | 075820 | 1.03394 | 1.04369 | 0.29125 | 2.06357
JSUR5RERT | 054208 | 055013 | 053325 | 2.08063 | 0.50192
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Table 12 Brand select rate (by each segment)

JoVE1 |I5vk2 [ISUFE3 |T5vk4 [TF5UKR5

ISR 1S | 0.5673037( 0.2734699| 0.1316796| 0.0134683| 0.0140786

IS R21E4F | 0.0960641| 0.6800654| 0.2088996| 0.0070084] 0.0079626

JZR3EERF | 00773912 0.6653139| 0.2430939| 0.0066352| 0.0075658

IS RAERF | 0.1841454| 0.1350367| 0.1337756] 0.4793828| 0.0676595

IS R5EERF | 0.2302823| 0.2269147| 0.2340962] 0.0599974 0.2487093
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Table 13 market share (unit%)

JSUR1 | IS5Uk2 | ISUK3 | IS5VUFR4 | ISURS
e 23.103734139.616011]19.030897]11.329841|6.9195164
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Table 14 one’s segment (unit : person)
VRS | TIUR2REN | TV R3REN | TIVRARS | TTUR5RER | FHE
31 24 25 5 3 12
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Table 15 Transfer table for hold* move in* move out
il | SRR | 9A%) | SREG | EWER| 48 | V7
JourER[ 3 25 b 5 -1 30 03
TN M 18 6 9 -1 2 023
JouRGER| 25 21 4 4 0 25 (.25
JIRER 5 2 3 4 1 6 0.06
IR 3 1 2 3 1 4 0.04
TR 12 8 4 4 0 12 0.12
100 15 2 2 0 100 1
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Table 16 Move in for each segment

JIUR1 | TFUR2 | FIUR3 | TR | FIUR5 | THE
FUK1 0 2 1 1 1 0
JUR2 | 1 0 2 1 0 1
J7UR3 | 0 2 0 1 0 1
JIRL | 1 0 1 0 1 1
JUR5 | 0 2 0 0 0 1
THE 4 0 0 0 0 0
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Table 17 Move out for segment

VK1 | FIUR2 | FIURS | FIUR4 | FIURE | THE
JUR1 0 1 0 1 0 4
JuR2| 2 0 2 0 2 0
JIUR3 | 1 2 0 1 0 0
JIRE | i i 0 0 0
JUR5 | 1 0 0 i 0 0
THE 0 1 i i 1 0
Table 18 Rate of hold and acquisition of consumer

FIURT | FIUR2 | FFUR3 | TIURA | TIUK5 | FHE
J5R1 10.8064516] 0.08333333|  0.04 02 103333333] 0
J5UR2 100322581 0.5 008 02 0 100833333
JUR3 10 008333333 084 02 0 00833333
J5UR4 100322581 0 004 04 ]03333333100833333
JUR5 |0 [0.08333333] 0 0 |03333333/0.0833333
FHE 101290323] 0 0 0 0 106666667
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Table 19 Each segment share in future

TANIEH TINIEGH TIRIGT | TN To4T8 il

02934156 0217284 | 0.26234568| 0.0720165| 0041358 | 0.1135802
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