2024FF70O 7 FFBEURERS

No.13 X AXF—YH A1 I RX Cosmetics x Data Science
SFASTHRUEME  SFISIEN 0 JZAAYY T BUKE 7 KX —

Review Visualization Group Review Rating Group Cosmetic Samples Group Instructor Advisor

hNEHE FELS _LE¥A HIJJ'#D% JFE]*E]A fﬁﬂﬁﬁﬁi {E%Eﬁ Eﬂ(%ﬂ? %m EMl {EEXE

Kanarmu Obara Hiyuki Ito stsuro Tatesh Makana AKn uta Marsuoka Maoyuki Satr Arsulen T 1ada Mitsuhiko

BB %E%ﬁ ﬁﬂn% ﬂﬂﬁﬁé

iy Hashmoto vkl Asaos A Kim 7"-"'5'.‘ i WA aruyama

I EH(J Overview

A7ODz 7 bTE NMARRAKCEATI37FAST—RETR I3 EFTEOFRICOLBITRIRHIC— ZHHNEC T3,
BRXE 74 R 21 ILDGE - BETIEBRRBER—2ILY1 b T@cosme(7w FOXX)) ICBBINOFIAST—42% |
ﬁ*ﬁbx E%%ﬁﬁu II‘
EBLBENICZF IR, 273

orminagd Hiraks Srdmau Hal

Sl JRAXB U TINMO3ITIL—TIcahhT7OS 7 FEEH TV,

The purpose of this project is to “analyze word-of-mouth data on cosmetics - to connect it to the happiness of consumers” and to analyze and make proposals based on the word-of-mouth data posted on "@cosme,” a
comprehensive beauty portal site planned and operated by Istyle Inc, The team analyzed word-of-mouth data posted on "@cosme.” a comprehensive beauty portal site planned and operated by ISTYLE Corporation, and made proposals.

The project will be divided into three groups: Review Visualization Group, Review Rating Group, and the Business Proposal Group.
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woosme A comprehensive portal site for cosmetics and beauty that provides
useful informathon

Focusing on user reviews, the site provides information on cosmetics and
original product planning.

The total number of posted reviews is about 20 million in 2024, and the users
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Review Visualization Group
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Objective: To enable consumers to grasp the overview of product features and reviews at a
glance from the graph.

Cutcome; Characteristic words from reviews for each product were exiracted and graphed.
Results: It was found that the proportion of characteristic words (such as "moisturizing™ and
"hydrating") contained in the reviews differed for each product. The product's advertising aims
were reflected in the reviews.
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Research by Groups
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Review Rating Group

M (0o, 40T

R e g AE
® an -Er :Iuw;.,uf*“
MEy Ly =k
e

R K ?“ TaES ll—ll

FAROLoAR
¥

o L

i -]
R 00ER G TES)

T i DER

B : Like@ A ZWIOFIIHERTHSH
Ehe. ZFIAIDNEBLESIHNHIET S
ETILESERT Bo

R . NI L2 F 2T OXRIEDHE
To7ce ZRILLIFLEZFII 2HED
T—2ICL. BERTOETINZ@BEL .

%%:ﬁﬁﬁ??: iZLike £ BN B S
Ry 4\l s 3 e ﬁﬁﬁﬁ-??’-: = = <
MERPEARSEBHIMNTVS D
a2l

Objective: Te confirm whether reviews messages with a large number of likes are useful,

and to create a model to determine whether a review message is useful or not.

Result: Correspondence analysis of reviews messages was conducted. Using the labeled

reviews as the teacher data, we constructed a model of BERT.

Findings: We found that useful reviews is related to the number of likes. Useful reviews
messages were found to describe the effectiveness and the feeling of use of the product.
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« Recommendation level (7-point scale)
: Fm and video posts

* video

¥ E?alﬁ%f of product

= Place of purchase

« Color and size used

« Effects and functions

=T
. Parﬁu:t infermation (product manufacturer
name, brand name)

- Accaunt information {user 1D, age, skin type)
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Cosmetic Samples Group

PCA of KMeans with 5 Clusters
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sn:rjne;t:.a: To obtain knowledge that could lead to service proposals focusing on cosmetic

Results: We compared the contents of word-of-mouth messages that used cosmetic
samples and those that did not, and found that there were differences. Furthermore, the
clustering results were analyzed using cos similarity.

Result: Morphological analysis and principal companent analysis by BERT, and clustering
analysis were able to grasp the tendency of word-of-mouth communication.




