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Abstract
Using of the Internet is progressing more recently. In the usage situation of ICT services in Japan, online shopping has been

widely used for many ages. The internet shopping became a familiar world. We attention to "clothing" of the largest in the field of

merchandising in the Internet shopping market. And we made the analysis subject a fashion EC site. About the purchase timing, it

was found from the questionnaire result that it relates to the season. Therefore, from the seasonal classification, we analyze the sale

of products. Then, we propose how to sell the kind of goods or items that match the season.
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Tablel Correlation analysis

Correlation coefficientofPearson

“Bckel |
Quter

Fashion | Harr

Shoes Skirt Pants | items

Tops.

[Shoes 1| 3147 201 303" 3527|138 147"

3147 1 370" 569" 183"

091" 1127

157"

259" 3307

263"

2147 1| 1917 100"

263" 157"

126" 153" 1

090"

083" 189

Hat 183" 061" 157"

Dress 465" 384" 381" 346"

*_ Correlation coefficient is significant (1 %% level) (two - sided),

Table2 Total of the variance described

Initiale igenva ues extraction Sum ofsum of bads afterrotation
Percentof|Cum uktive Percentof|Cum uktve Percentof [Cum ulatve
Factor otal variance | percent ol variance | percent ol variance | percent
1 2.309| 23.085( 23.085 1.663| 16.633| 16.633 975 9.752 9.752
2 1.214| 12.143| 35.228 485 4.851| 21.485 785 7.847| 17.599
3 1.024| 10.243( 45472 293 2.930| 24.415 682 6.816| 24.415
4 931 9.312| 54.783
5 .863 8.634| 63.417
6 .854 8.544| 71.961
7 .803 8.032| 79.994
8 756 7.558| 87.552
9 720 7.199| 94.750
10 525 5.250| 100.000
Table3 Factor matrix after rotation
Factor
1 2 3
Dress 0.793 304 .091
All-in-one/ Salopette 0.435 071 140
Jacket / Quter 0.146 530 .055
Skirt 0.309 2393 .082
Bag 0.114 392 271
Fashion items 0.041 263 220
Hair Accessory 0.09 022 432
Accessory 0.05 .096 377
Leg ware 0.119 .085 .352
Hat 0.019 106 263
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Fig.3 Analysis result (Spring model)
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Fig.4 Analysis result (Autumn model)



AR - WIH Ak

4.3 EO 5 H#ER(Fig.5)

GFI=0.909, AGFI=0.867 T& 0V, 5T L DY T
TEOVNREREWVWE WX D, BMEET LI Woman’s
Items & Fashion goods O fH B A&k b & . Zo ik
ETNATEAERPICEWHERBEZ AL TWT, ¥

IZ Popular Items & Fashion goods @ FH B 23 & .
a75-

Male model value
Female model value

Popular items

Fig.5 Analysis result (Summer model)
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Fig.6 Analysis result (Winter model)
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Fashion goods Accessories Fashion goods Accessories

ﬂ@a"’“ﬂ ‘@"’Eﬂ
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Fig.7 Recommended for users
who buy popular products (Spring)
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Fig.8 Recommended for users
who buy popular products (Autumn)
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Male model Female model
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P =8| o
L]

Nk L IaYislnk 1 Jayi
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Fig.9 Recommended for users
who buy popular products (Summer)
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Male mocel Female model
Fashion goods Accesscries

% =Y ‘@3.@5

N AR IR

Popular Items

Fashicn goods Accessories

Woman's Items Popular Items Woman's Items

Fig.10 Recommended for users

who buy popular products (Winter)
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