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Abstract

With the popularity of broadband Internet
and the booming development of network
technology in recent years, the traditional
marketing is also gradually moving to digital
marketing. The dissemination of information
through the internet is different from traditional
marketing. In today’s competitive market, there
are various products made by enterprises, how to
stand out in a highly competitive environment,
and how to go with marketing tactics and product

through the product advertising to cause high
degree of customer purchase intentions and
interests effectively is one of the important keys.
Furthermore, due to the international business
environment and intense competition, it is
necessary to response and satisfies market and
customer demand immediately, and use
information technology to assist enterprises in
doing business marketing. Therefore, in order to
grasp market characteristics and consumer
preferences to select the appropriate products
marketing strategies. In this study, the platform of
digital marketing is proposed aims to provide the
enterprise relevant marketing information, to
identify appropriate marketing practices of
market segment, and thus to achieve the majority
of the responses or purchase intention in
marketing effectiveness.

Keywords: Digital marketing; Internet marketing;
Data mining
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Income Range | Magazine Promotion | Watch Promotion | Life Ins Promotion | Credit Card Insurance |  Sex Age
40-50,000 Yes No Ne Mo Male 45
30-40,000 Yes Yes Yes Mo | Female 40
40-50,000 Mo Mo Mo No | Male 42
30-40,000 Yes Yes Yes Yes | Male 43
50-60,000 Yes No Yes No Female 38
20-30,000 Mo Mo Mo Mo | Female 55
30-40,000 Yes No Yes Yes | Male 35
20-30,000 Mo Yes Mo | No Male 27
30-40,000 Yes No No ! No . Male 43
30-40,000 Yes Yes Yes No Female 41
40-50,000 Mo Yes Yes No Female 43
20-30,000 Nao Yes Yes | No | Male 29
50-60,000 Yes Yes Yes | No | Female 39
40-50,000 Mo Yes No | No | Male 55
20-30,000 Mo Nao Yes Yes | Female 19
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Class 1 Class 2 Class 3
Income Range "40-50,000" "20-30,000" "30-40,000"
Magazine Promotion Yes No Yes
Watch Promotion No Yes Yes
Life Ins Promotion No No Yes
Credit Card Insurance No No No
Sex Male Male Female
B¥ O RFRPPSFEES o AR H] ER Y H AR AR R R B - 5
? 1) Class 2 e3P B % EFHP 40k 3 tv?%é%éiﬁﬁéﬁi ZUHLP] o R
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Rules for Class 2
S instances

Income Range = "20-30,000"
q1ule accuracy 100.00%
1ule coverage 50.00%

55.00 == Age<=155.00
1ule accuracy 100.00%
1ule coverage 40.00%

19.00 <= Age <= 29.00
:1‘ule accuracy 100.00%0
1ule coverage 60.00%

19.00 <= Age <= 29.00
and Income Range = "20-30.,000"
1ule accuracy 100.00%
1ule coverage 60.00%

19.00 == Age <= 29.00
and M*Igazme Promotion = No
1ule accuracy 100.00%
1ule coverage 60.00%

55.00 <= Age <= 55.00
and DMagazine Promotion = No
rule accuracy 100.00%
rule coverage 40.00%

Income Range = "20-30,000"
and Magazine Promotion = No
rule accuracy 100.00%
rule coverage 50.00%

19.00 <= Age <= 29.00
and Income Range = "20-30,000"
and DMagazine Promotion = No

rule accuracy 100.00%
1ule coverage 60.00%

*+Total Percent Coverage = 100.00%
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