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ABSTRACT

In the existing system that recommends through review data analysis, it does not reflect personal preference details
such as user's characteristics or product purchase tastes, in this paper, we propose a system that provides customized
recommendation information to various users by selecting the criterion that the user thinks most importantly when
searching for the product and purchasing the product, and analyzing it. This is because the user's personal preference is
reflected by arranging the product list based on the criterion that the user occupies the largest portion of the product
purchase, so that it is more efficient than the recommendation through the recommendation system.

A ESI=

Crawling, Product Reviews, Recommender System, Sentiment Analysis

= AERE w71 A8l dHY ages BReh 2

ol MElA AlgAtE2 2 A2 Edstal 9l

= FAlolct. 53], FE2 Uit Ato]ERTE of

A FolA 2ASt= HolEY o] SISHHA yet EYE, 221, mHojal S9 E5] A}l
AREAESOIAl et RS Algste Aol A oHg o] AlED AHAAHA Zostn 9
CF. 22y ol2fgt tfd2 AMEATR stolg ARl t} oo wel AB|AISLS T} AFSARS] JLUfEY)
o B S A=ep] Slol £ O = 4F 2lRg Fastel 1o 7:"213 reH{1]. o]
& Q7. AREARE ol 4R R AEIAL gjat xR A|AELL fQloA wrEstE AA AR
oA st AEske ol W2 AN =2 o)y Aulas ARgRI) KﬂLo}_ﬂ AHEALELS

stofsln 9l Alolth. ol2ist a8l oo xjulolr] AMelE PuE e A olrka]
Tep B =oAL ALSAPE AEE pof 7]

* corresponding author

502



Agkste A AlAE A7 8-S
1 Aotehe Al2gle] Bz Eo]

("Data Processing Layer User Interface )
Morphological || Sentiment POS- Diegmied,
Analysis Analysis tagging e
& /)

(Data Storage Layer

reviewlist

Product
Reviews

(" Data Collection Layer

Product
Information
(&

Purchase
Priority

=0/ \§

7t % AR7MHo A713]
foz M7 o}ﬂ X7] 3|8 Ar=9
Hot A= 2]HE Beautifulsoup Y3 =S At
of IEYI. ARl ggof Aozt 31 i
t Zeoid FEE 71Tt 20
8 Astol DBO A,
Boll A%g=of e 2R HolEHE mlrs 7IE
AFR

gejste] HMAE mA HEjR A

o

=

=2

E%‘% =gollA 1 ol
< )
=

|

Q

M|

Logr ot
[N}
e
oz
1
o
=
:
_L
-
=
N
£
i)
o
tlo
fz

50.0 m Price Sentiment
Score Rate

Sentiment

Score Rate o

30.0

* Delvery
Sentiment Score
Rate

200

10.0

c
o

12345678 9101112131415
Ranking

a7 2. &9l 18] dEel i 7|FE vlE J2i=

m. &g =2

AR
=Hs)E oM Al
gxjol FolelNAB e BE AolEt 5 AgAbL
o HES 9 Al oAl H JErtA] e}
S A _;_{ﬂoﬂo]: AP RO ‘?_}—f—EE 1.;01 2 Qlt},
meix B wBolAL AIgA} pojsiul A

A} q A|AEIQ] Z2A0] 2l
A

(o]
A Bast dEs AAA L

g o
r

B PNt AT @ ) 71ES HEstES
5]-_]7_ o]‘; ‘;‘_}Ogo]»O:] H/Hol-ogyﬂ }\]--'-L K{ij} Ql
udoz A3st sz vagdel 2ol
He wetslurt. 4B Huel 2} 7]Fol g
d YE AES YE AR PYRIIL e
#oz Ustol AgAllA MBI Ed Hel
G e AN BE AAES oA BE AR
A A47 we 202 Fstel YUl PE
g Saxez Agel] mEdl we ¥l AEe
AEQF 4E 2nE Yol P W glo] AR
AL sl 2o J1E0] GE 4E JuE we
A ABUE 5 AES sjo] A8AY HEES
U 4 g Zoe ArEd

References

[1] H. G Lee, H. Kwak, “Investigation of Factors Affecting the
Effects of Online Consumer Reviews” journal of national
information pp.3-17,
SEP,2013.

[2] Esuli, A. and Sebastiani, F. “Determining Term Subjectivity
and Term Orientation for Opinion Mining,” In Proceedings
of 1lth conference of the Furopean chapter of the
Association for Computational Linguistics : EACL, pp.
193-200, APR, 2006.

society agency, vol. 20, no.3,

503





