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ABSTRAKT

‘XXXXXX, Silvia: Analyza nakupného kosika [Diplomova ALEBO Bakalarska pracal.
Vysoka $kola manazmentu. Veduca diplomovej/ bakalarskej prace: Ing. Bernadeta Jandova,

PhD. Bratislava : Vysoka Skola manazmentu, 2024. 83 s. I

Diplomova praca sa venuje problematike analyzy nakupného kosika v maloobchodnom
retazci LIDL Slovenska republika, v. o. s. v konkrétnej pobocke na Peknej ceste v
Bratislave. Skimali sme ziskané uidaje ako bolo pohlavie, deni nakupu, ale najdolezitejsi bol
samotny obsah nakupnych koSikov. Zo ziskanych dat sme dalej zistovali zaujimavé
asociacie a nové poznatky, ktoré boli vyuzité pre d’alSie marketingové navrhy z dévodu
vylepSenia predaja.

Diplomova praca je rozdelena do dvoch hlavnych ¢asti, a to prvej teoretickej a druhej
praktickej Casti. V teoretickej Casti prace sa zameriavame na teoretické podklady z oblasti
marketingu, spravania sa zdkaznikov a znalostného manazmentu. Kazdej z tychto tém
venujeme celi jednu podkapitolu. V praktickej Casti prace sa najskor venujeme
demografickej analyze, ktora stvisi s naSou pracou a tiez analyze ziskanych dat pomocou
zékladnych matematickych a $tatistickych metod. Dalej sa zameriavame uZ na samotny
exploracny vyskum, kde pracujeme s algoritmom Apriori, ktory pracuje s asociacnymi
pravidlami v softvérovom produkte WEKA. Jeho cielom je odhalit’ zaujimavé a skryté
suvislosti medzi rozli¢nymi atribatmi v nakupnych koSoch. Pri ziskavani znalosti zo softvéru
WEKA postupujeme podl'a manazérskej metodiky CRISP-DM, ktord ma Sest’ faz.

V zavere prace vyhodnocujeme ziskané znalosti z vyskumu a opisujeme nase

odporticania najlepsich rieseni pre spolo¢nost’ LIDL Slovenska republika, v. o. s.

Kracové slova: marketing, spotrebitel'ské spravanie, znalostny manazment, analyza

nakupného kosika, asociacné pravidla, KDD, datamining, algoritmus Apriori, WEKA.
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ABSTRACT

\XXXXXX, Silvia: Market basket analysis [Diploma OR Bachelor thesis]. Vysoka $kola
manazmentu. Supervisor: Ing. Bernadeta Jandova, PhD. Bratislava: Vysoka S$kola

manazmentu, 2024. 83 p. ‘

Diploma thesis is subjected to problematic of market basket analysis in retail food chain
LIDL Slovenska republika, v. o. s., in the concrete store located on Pekna cesta in Bratislava.
We focused on acquired data such as sex, date of purchase and the most important was
content of market basket itself. We analyzed the data and investigated certain interesting
associations and information, which were further implemented as other marketing proposals
to support better sales.

The thesis has two main parts, theoretical part and practical part. In first part we focus
on theoretical aspects in areas of marketing, customers’ behavior and knowledge
management. We address one subchapter to each of these three topics. In practical part we
work with demographic analysis and analysis of data acquired via basic mathematic and
statistic methods. Then we focus on exploration research itself using Apriori algorithm,
which applies association rules in software product WEKA. Its main goal is to explore
interesting and hidden relations between various attributes in market baskets. In collecting
knowledge from WEKA software we follow managerial methodic CRISP-DM, which has
six phases.

At the end we evaluate final knowledge from research and describe our

recommendations of best solutions for LIDL Slovak republic, v. o. s.

Key words: marketing, customers’ behavior, knowledge management, analysis of

market basket, association rules, KDD, datamining, algorithm Apriori, WEKA.
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PREDHOVOR

Tému diplomovej prace ,, Analyza ndkupného kosika“ sme si vybrali z osobnych
dovodov, hlavne kvoli jej zaujimavosti a nasej zainteresovanosti na rieSent problematiku. V
budticnosti by sme sa chceli aktivne venovat’ praci s databazami a predovsetkym datamining-
u. Myslime si, Ze je to vel'mi uzito¢na oblast’ ZM, ktord dokaze v rdznych odvetviach
podnikania pomdct’ vylepsit’ procesy a navrhnut’ také rieSenia, ktoré budii prinosom a hlavne
podporia predaj a zvysenie ziskov spolo¢nosti.

Pre na$u analyzu sme si vybrali spoloénost’ xxxxxxxxxxxx. Dal§im dévodom bol fakt,
7e xXXxXXxxxxxxxxxX. Chceli sme upozornit' na dolezitost’ zbierania idajov o klientoch
XXXXXXXXXXXXXXXXXX a moznost pomocou nich analyzovat XXXXXXXXXXXXXX @
prostrednictvom cieleného marketingu XXXXXXXXXXXXX. XXXXXX XX X XXXXXXXXX XXX
XXXXXXXXXXXXX XXXXX XXXXXXXXX XXXXXXXK XXXXX XXXXXXXXXXK XXX XXXXX XXX XXXXXXX

XX XXXXX XXXXXXXX XXKXXXKXKXXKXX XXXXXXXXXX.

Rada by som sa pod’akovala v§etkym tym, ktori ma neustale podporovali a akymkol'vek
spdsobom mi pomohli pri spracivani mojej zavere¢nej prace. Najvacsiu vd’aku by som
vyslovila veducej diplomovej prace XXXXXXXXXXXXXXXXXXX za jej odborné rady,

pripomienky a velka pomoc pri vyhotoveni diplomovej prace.
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UVOD

V dnesnej modernej dobe, ked’ st trhy preplnené a ponuka prevysuje dopyt, sa
spolonosti  snaZzia XXXXXXXXX X XXXXXXX XXXXXXXXXXXXXXXX  XXXXXXXXXXXXX
XXXXXXXXXXX X XXXXXXXXXXK X X X XXXXXXX XXXXXXX XXXXXXX XXX X X XXXX X X X
XXXXXXXXXXX XXXKXK XX XX XXXXXXX XXXXXX XX XXXX XX, XXXXXXXXX X XXXXXXX
) 9,0,0.0.0.0.0.0.0.9.0. 0,000,909 0.9.0.0.9.0.0.0.0. 0,000 0.9.9,0.0.0.0.9.0 0.0 909909000000 9.0.9 9000009900600
XXXXXXX XXX X X XXXX X X X XXXXXXXXXXX XXXXXX XX XX XXXXXXX XXXXXX XX XXXX XX,
$9,0.0.0,0 0,00 @ 9.9,0.9,.0.0.0,.9.0.0,0.0.0.0.0.0,0.0,0,0.0.0.080.9.¢00,0,0.0,.0.0.0,.00.0.00.00.0.09.0.00,00.0.9.0.9.009.000,004
XXX XXXXXXX XXXXXXX XXXXXXX XXX XX XXXX X XX XXXXXXXXXXX XXXXXX XX XX XXXXXXX
XXXXXX XX XXXX XX, XXXXXXXXX X XXXXXXX XXXOOOKXXXXXRK XXXXXXXXXXXXX
XXXXXXXXXXX X XXXXXXXXXXX XX X XXXXXXX XXXXXXX XXXXXXX XXX X X XXXX X X X
XXXXXXXXXXX XXXXXX XX XX XXXXXXX XXXXXX XX XXXX XX,

Vieme, Ze XXXXXXXXX X XXXXXXX XXXXXXXXXXXXXXXX XXXXXXXXXXXXX XXXXXXXXXXX X
XXXXXXXXXXX XXX XXXXXXX XXXXXXK XXXXXXX XXX XX XXXX XXX XXX XXXXXX XX
XX XXXXXXX XXXXKK XX XXXX XX XXXXXXXXXXXXXXXXXXXXK XXXXXXXXXXXXKKKK XXX XX
XXOOXKXXXXXX XX XXXXX  XXXXXXXX XX X X XXXXX X XXXXXXXXXX
Du9,0,0.0.0.0,0.0,0.9.9.9,0,0.0,0.0.9,0,0.9.0.0.9,0,0.9.0.0.0.0.0.9.0.0.0.0 0,9.0.9.0.0.0,.0.0.0.9.0.9.9.09.000.00000000.00 000000
) 0,0,0.0.0.0.0.:0.0,9.0.9,0.0.9.0.0.9,.0,0.0,0000 0.8

V predlozenej diplomovej praci sa prave tejto problematike venujeme.

Cielom diplomovej priace je XXXXXXXXX X XXXXXXX XXXXXXXXXXXXXXXX
XXXXXXXXXXXXX XXXXXXXXXKXX X XXXXXXXXXXX XX X XXXXXXXK XXXXXXX XXXXXXX XXX X X
XXXX X X X XXXXXXXXXXK XXXXXX XX XX XXXXXXX XXXXXX XX XXXX XX,

V nasom pripade bude softvérovou podporou produkt WEKA od University of Waikato.

Diplomova pracu delime na XXXXXXXXX X XXXXXXX XXXXXXXXXXXXXXXX
XXXHXXHXXXXXXKK XXXXXXXXXXK X XXXXXXXXXXX X X X XXXXXXK XXXXXXX XXXXXXX XXX X X
XXXX X X X XXXXXXXKKXK XXXXXXK XX XX XXXXKKK XXXXXXK XX XXXX XX,

Prva, teoretickd cast je zamerand XXXXXXXXX X XXXXXXX XXXXXXXXXXXXXXXX
XXXXXXXXXXXXX XXXXXXXXXXX X XXXXXXXXXXX XXX XXXXXXX XXXXXXX XXXXXXX XXX X X
XXXX X X X XXXXXXXXXXX XXXXXX XX XX XXXXXXX XXXXXX XX XXXX XX. Dalej sa uz
konkrétnejSie  venujeme = XXXXXXXXX ~ XXXXXXXXXXXXXXXXXXXXXXXXXXXXX XXXXXXX

D,9,9,0.9,0.9,0.0,0.9,0.0,0.9,0.9.0,9,0,0.0,0.9,0.0,:0.0,.0.9,0,0,0,0.0,0.0,0.0,0.0,0.9,0.0.0.0.0.0.0,9,0,9.0,0.9,0.0,0.0.0.0,0.0,0,0,0.0.0,0,0,0 0.4
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XXXXXXXHXXHXXEXXXHXXEXXIXHKIXHXKEXXIXHKEXXIXHXKXKKK. KXXXXXXXXXXKK X XXX XX X XXXXXX
XXXXXXXXXXXXXXXX XX XXXXX.

V druhej, empirickej Casti diplomovej prace sa venujeme metodike diplomovej prace,
kde sme explixitne vyjadrili ciel’, nase predpoklady a o¢akavania formou hypotéz/predikcii
a predstavili sme Ccitatelovi cely pracovny postup pri samotnom vyskume (zvolené
vyskumné metddy, charakterizovali sme vyskumny stibor/objekt skiimania, opisali sme ako
sme data zbierali, ako sme ich zaznamenavali, ako sme ich triedili, atd’.). XxxxXxxxx
XXOOOXXXXXX XXX XX XXXXXXX XX X XXXXXX XX XX XXXXXXXX XX
XXXHXXHKXXXXXXXIXXXKEXEXKXXXXKXXXXXXXXKX .

V aplikacnej Casti nasej prace, ktora je doplnena grafmi a obrazkami interprujeme
vysledky a zistenia, ku ktorym sme dospeli. V ramci diskusie predkladame Citatel'ovi vlastné
postoje, konfrontujtic ich s vysledkami vyskomov inych autorov a navrhujeme rieSenia. Xx
XX XXXXX XXXXXXXXXKXXXXXK XXXXXK XXX XXXX XXXXXX XXXXXX XXXXXX XXX XXXXXX XXXX
XXX XXXXXXXXXXX XXXXKKK XXXXKKKK XX XXX XK XXXK XXXXXKXK XXX XXXXXXXXXXXXXXX.

V zavere prace akcentujeme vlastny vklad a prinos pre prax, XXXXXXXXX X XXXXXXX
) 9,0,0.0.0.0.0.0.0.9.0.0,0.0.0.90.9.0.9.0.0.9.0. 0,00 0.0.00.0.9.9,0.0.0,0.9.00.0 909909900000 0.0.9 9000009900000
XXXXXXX XXX X X XXXX X X X XXXXXXXXXXK XXXXXX XX XX XXXXXXX XXXXXX XX XXXX XX,

KXXXHXXHXXEXXXHXXEXXXHKIXHXKEXXIXHKEXIIXHKIXHKKEXXIXHXEXKIXKIXHXKEXXIXHXKEXXIXKXHXKEXXIXXXEXXXKXKXXK
Da9,0,0,0,0.0,0,0,0,0.¢.0,0,0.0,0.0.0,0,0.9,0,:0.9,0,0.9,0,0.9,0.0,0,0.0.9.0.0,0.0.0,0.0.0,0,0.0,0.0.0,0,0.9,.0:0.9,.0,0.0,0,0.0.0.0.9.00.9.¢0.9,0¢

XXXXXXXXXXXX.
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1 TEORETICKE VYCHODISKA

Teoreticky zaklad, o ktory sa opierame, sme v praci rozdelili do xxxxx podkapitol. X
$9,0.0,0,0.0.0.0. 9 .9.9,0.9,0.0.0,9.0.9,0.0,0,0.0,0,0.0,0,0.0,0.080.9.¢00,0,.0.0,.0.0.0,.00.0.00.00.0,00,0,00,00.0.9.0.9.009,000,004
XXX XXXXXXX XXXXXXX XXXXXXX XXX X X XXXX X X X XXXXXXXXXRK XXXXXX XX XX XXXXXXX
XXXXXX XX XXXX XX.

V teoretickej Casti prace o marketingu sme pouzivali hlavne knizné zdroje P. Kotlera
(2003). P. Kotler patri medzi najvicsie svetové autority v oblasti marketingu. Je profesorom
medzinarodného marketingu na Nortwestern Universty. Okrem toho je autorom knih a
¢lankov uverejnenych v prestiznych ekonomickych ¢asopisoch a stale pdsobi ako poradca v
nadnéarodnych spolocnostiach v oblasti marketingovej stratégie a planovania napr. v IBM,
AT&T, Bank of America a iné. Kniha Marketing od A do Z pontika prehl'adné zhrnutie
najdolezitej$ich marketingovych pojmov a koncepcii. Druha kniha Marketing management
zahfiia doterajsie najlepsie teorie a praktiky a dopliia ich 0 nové marketingové myglienky,
nastroje a techniky. Dalsi vyznamny autor v oblasti marketingu, ktory nas pri pisani

inspiroval je G. Armstrong.

10,0,9,0,0.9,0.0.9,0,0.9,9,0.9,:0.0.0,0.0.0.¢,0,0.0.0.0.¢.0.0,:¢.0.9.0.9,0.¢.9,0.0.9,0,0.9.0.0.9,.0,0.9,.0,0.0.00.0.00.0.$ 0000900004
Du0,0,0.0.0.0,0.9,0.9.9.9,0,.¢.0,0.:0.9,0,0.9,.0,:0.9,0,0.0,0,0.0,.0.0,0.0.0.0.00,0.0.0,0.0.9,0.0.0,.9,0.0,.0,0.9.0.0.0,0,0.0.00000.00 000000
Da9,0,0,0,0.0,0,0,0,0.0.0,0,0.0,0,0.0,0,0.0,0,0.9,0,:0.9,¢.0.9,0.0,9,0.0.0.0.0,0.:0.0,0.0.0,0,0.0,0,0.0,0,0.0,.0.0.9,0,0.0,0,0.0,0.0,9.0,0.0.00.9,0¢

$9,0,0,0,0.0,0,0,0,0,0.0,0,0.0,0.0.0,0,0,0,0,0.0,0,0.0,0,0.9,0.0.9,0.0.0,0.0.9,0.0,0,¢.0,0,¢.0,0,¢ 0.4

) 9,0,:0.0.0.0.0.0.0.9.9.0.0.9.0.9.9.0.0.9 0,90 0.090.900.000.900.000.000900000.0000000000000 000000004
Du9,0,0.9.9.0,0.9,0.9.9.9,0,.0.0.0.:0.9,0,0.9,.0.0.9,0,0.9,0,0.0.0.0.0.0.0.0.0 0,0.0.9,0.0.9,0.0.0.9.0.0,0,0.9.0.0.0.0,0.0.000.9 000000000
Du0,0,0.0.0.0,0.9,0.9.¢.0,0,.0.0,0.0.9,0,0.9,.0,:0.9,0,0.0,.0,0.0,.0.0.0.0,0.9.0 0,0.0.9,0.0.0,0.0.0.9.0.0,.0,0.9.0.0.0.0,0.0.0000 000000000

$9,0,0,0,0.0,0,0,0,0,0.0,0,0.0,0,0.0,0,0.0,0,0.0,0,0.0,0,0.9,0,.0.9,0,.0.0,0.0,9,¢.0,0,0.0,0,¢.0,0,¢ 0.4

Z cudzojazy¢nej literatiiry sme este pouzili dielo J. Bakera (2007), ktory je vynikajucim
odbornikom v oblasti marketingu. Zalozil oddelenie marketingu na University of Strathclyde
vo Vel'kej Britanii. Je zakladajucim editorom &asopisu Journal of Marketing Management a
vestniku Zdkaznicke sprdavanie. V sGcasnej dobe je prezidentom Akadémie marketingu.
Kniha Marketing strategy and management prinasa aktualny obsah, zachovava tradi¢ny
funkény pristup k marketingu a obsahuje aj aktudlny vyskum a priklady ako povzbudit’

Studentov aplikovat’ teoretické principy marketingu pre praktické redlne situécie.
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V préci sa prioritne orientujeme na problematiku nakupného spravania spotrebitel'ov. Tu
nas oslovila monografia P. Kotlera (2001), v ktorej autor do hibky opisuje spotrebitel'ské

spravanie, vyskumy spotrebitel'ského spravania a cieleny marketing:

Autorka K. Richterova et al. (1998) sa venuje spotrebitelskému spravaniu a tiez
vyskumu trhu. Kniha, ktord sme si vybrali sa orientuje na Spotrebitel'ské spravanie a

popisuje najdolezitejsie faktory, ktoré ho ovplyviuja.

Tretia teoreticka oblast’ prace sa zameriava na znalostny manazment. Citatelovi dava
nahl'ad na pouzitie teoretickych vychodisk zo znalostného manazmentu v praxi. V praci sme
pouzili slovenské aj zahrani¢né publikacie. Zo slovenskch zdrojov sme si zvolili publikacie
odJ. Kelemena (2007; 2008), profesora na Vysokej $kole manazmentu v Trenéine, Ktory sa
venuje problematike umelej inteligencie a znalostnej spolo¢nosti. Je autorom Sirokého
spektra vedeckych ¢lankov a kniznych publikacii a posobil ako host'ujici vedecky pracovnik
v laboratériu umelej inteligencie na Massachusetts Institute of Technology v americkom

Cambridge. Podiel’al sa na vyvoji softvéru LISpMiner pre datamining.

Autor J. Trunecek (2004) je znamy ako autor mnohych publikacii z oblasti znalostného
manazmentu. Dielo, ktoré sme pouzili, mapuje zakladné poznanie o novej vedeckej
discipline, vratane diskusie o jej celkovom zamerani. Doraz je kladeny na praktické vyuzitie
poznatkov pre riadenie organizacii, t. j. na tvorbu znalosti z hladiska poZziadaviek
organizacie, pristup k vzdelavaniu, pracu so znalostami, problematiku uciacej sa organizacie
atd’. Priklady a pripadové §tudie zachytavaji uplatnenie manazmentu znalosti v podnikovej

praxi.

Téme znalostného manazmentu sa venuje aj autorka M. Katus¢akova (2010), ktorej
publikaciu sme rovnako pouzili aj v naSej praci. Monografia je venovana oblasti riadenia -
manazovania znalosti. Ide o $iroku interdisciplinarnu oblast’ s vel’kou skupinou vyznamnych
tém, ktoré ju spoluvytvaraju. Kniha je vysokoSkolskou ucebnicou a je rozdelena do dvoch
Casti. Prva Cast’ je venovana prevazne socialnym aspektom riadenia znalosti a druha cast’
technickym aspektom podpory prace so znalostami. Autorka vychadza z diel znamych

zahrani¢nych autorov.
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Znalostnému manazmentu prislucha praca so znalostami. Pre ziskavanie znalosti sa
pouzivaji nastroje znalostného manazmentu. Literatira definuje KDD, charakterizuje jej
ulohy akymi su napr. klasifikacia, predikcia, deskripcia a iné. Zmiefiuje sa o jednotlivych
technikach datamining-u, ktoré sa pouzivaju pri jednotlivych tlohach KDD ako aj o
konkrétnej technike asociaénych pravidiel pouzivanej pre analyzu nakupného kosika.
Podrobnou odbornou publikaciou je literatira od P. Berku (2003), ktora detailne opisuje

technologicky, ale aj manazérsky proces CRISP-DM pre ziskavanie znalosti z databaz.

Posledné, ¢o je potrebné spomentit’ pri inSpiracnych zdrojoch pre nasu pracu st zdroje
zamerané na ziskavanie poznatkov z dat pouzitim softvérovej podpory. St to rozli¢né
softvéry od komplexnejSich po menej komplexné, ktoré riesia rad dataminingovych uloh,
alebo ktoré sa zameriavaju na konkrétne dataminingové techniky. Pre ziskavanie poznatkov
z dat je potrebnd znalost' s pracou s danym softvérom. Pri komer¢nych produktoch

spolo¢nost’ poskytuje navod na pouZzivanie softvérovej podpory.

1.1 Marketing

Pojem Pojem marketing XXXXXXXXX X XXXXXXK XXXXXXXKXXXKXXXXK XXXXXXXXXXXXX
XXXXXXXXXXX X XXXXXXXXXXX XXX XXXXXXXK XXXXXXX XXXXXXX XXX X X XXXX X X X
XXXXXXXXXXX XXXXXX XX XX XXXXXXX XXXXXX XX XXXX XX (Matus, Cébyové, Durkova, 2008).
)0, 0.0.0.0.0. Q5 0.0.0.0.0.0.0.0.008D 000D 0.0000000000800000000 800000 aN0000000000080 080004
XXXXXXXXXXXXXXXXX XXXXXX XXX XXXXXX ) 0,0.0.0.0.0.0.0.0.0.0.9.0.9.0.9.0.0.0.9.9.0.0.900.9000.00
) 0.0.0.:0.9.0.0.9.0.0.0.9.9.0.9.0.9.0.0.0.0.0.90090.900.90000.00000000000.900000000000000000000000000004

Di0,0,0,0,0.0,0,0,0,0,0.0,0,0.0,0,0.0,0,0.0,0,0.0,0,0.0,0.0.0,0,0.0,0:0.9,0.0.9,¢.0.0,0:0.9,0.0.0,¢.0.0.0 8

1.1.1 Histéria a podstata marketingu

Najznamejs$i autori sveta a odbornici na marketing P. Kotler a G. Armstrong (2004, s.
30), ho definuji ako “spolo¢ensky a manazérsky proces, prostrednictvom ktorého si
uspokojuju jednotlivei a skupiny svoje potreby a Zelania v procese vyroby a vymeny
vyrobkov alebo inych hodnot*.

P. Kotler (2007) uvadza, ze XXXXXXXXX X XXXXXXX XXXXXXXXXXXXXXXX XXXXXXXXXXXXX

XXXXXXXXXXX XXXXXX XX XX XXXXXXX XXXXXX XX XXXX XX, XXXXXXXXX X XXXXXXX
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$u9,0,0,0,0.0,0.9,0,0,0.0,0,0.0.90,9.0,9,0.0.9.0.0,0.0 0.0.00.0.9.9,0.9,¢0.0.9,0. 0.9 0.9.0.0.0.0.0,0,0,9.¢.0.9,0.0.9.0.0.0.9.0 0.0 0.0 9,0,04
XX.

Z hladiska organizicie J. Kita (2010) dodava, Ze XXXXXXXXX X XXXXXXX
) 9,0,0.0.0.0.0.0.0.9.0.0,0.0.0.90.9.0.9.0.0.9.0.0.0.0 0.0.00.0.9.9,0.0.0,0.9.00.0 909909000000 0.0.9 9000009000900
XXXXXXX XXX X X XXXX X X X XXXXXXXXXXX XXXXXX XX XX XXXXXXX XXXXXX XX XXXX XX,
RXXKXXHXXHXKIXKXXKEXXIXHXKXK XHXXXXXXKXXXXKK X XXXX XXXXX XXXXXXX XXXX
Pu9,0,0,0,0.0,0.9,0,0.0.9,0,0,9,0:0.9,0.¢

Zakladnym rozdielom medzi marketingom a predajom je ten, Ze XXXXXXXXX X XXXXXXX

$,9,9,0,9,0.0,0.9,0.9,:0.0,0.0,0.95.0.9.0,9,0,0.0,0.0,0.0.0.80:0.9,0.0,0.0,0,0.0.0. 9.9 .9,0.0,0.0,0.0.00.0.0.9.9 990000 0,.0.000000¢

D 0,0,0.0.0.0.0,:0,0.9.¢.0,0,:0.0.9.0.0,0.0.9,0.0. 0.0 0.9.0.0.0.00.9.00.00 90008

1.1.2 Tvorba marketingovej stratégie

Pri tvorbe marketingovej stratégie je XXXXXXXXX X XXXXXXX XXXXXXXXXXXXXXXX
XXXXXXXXXXXXX XXXXXXXXXXK X XXXXXXXXXKXXK XXX XXXXXXX XXKXXXXK XXXXXXX XXX X X
XXXX X X X XXXXXXXXXXX XXXXXX XX XX XXXXXXX XXXXXX XX XxxXx xX. V Tabul'ke 1 sme
uviedli faktory odli§nosti, ktoré su XXXxXxXXxX X XXXXXXX XXXXXXXXXXXXXXXX XXX XXXXXXX
XXXXXXX XXX X X XXXX X X X XXXXXXXXXKX XXXKXX XX XX XXXXXXK XXXXXX XX XXXX XX. Tie

dolezitejsie si struéne vysvetlime.

Tabul’ka 1 Faktory odliSenia

Produkt Sluzby Personal Distribucia | Imidz

Forma Dostupnost’ Kompetentnost” | Pokrytie Symboly

Vlastnosti Dodanie Zdvorilost Odbornost’ | Média

Akost’ Instalacia Déveryhodnost | Uginnost’ Atmosféra

Konzistencia | Skolenie Spolahlivost’ Udalosti
zakaznikov

Trvanlivost | Poradenstvo Zodpovednost’

Spolahlivost’ | Udrzba a oprava | Komunikacia

Styl Rozmanitost’

Dizajn

Zdroj: P. Kotler (2001)

Forma - tvar, velkost, Struktira materialu;

Vlastnosti - charakteristické znaky, ktoré reprezentuju zakladné vlastnosti produktu;
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Imidz - je spdsob akym zakaznici vnimaju firmu a jej produkty; na imidz vplyvaja r6zne

faktory, ktoré st neovplyvnitel'né (Kolter, 2001).

Marketingovi  stratégiu  podniku moézZeme Cerpat’  z XXXXXXXXX X  XXXXXXX
) 9,0,0.0.0.0.0.0.0.9.0.0,0.0.0.90.9.0.9.0.0.9.0.0.0.0 0.0.00.0.9.9,0.0.0,0.9.0 0.0 909909000000 0.0.9 9000009960900
XXXXXXX XXX X X XXXX X X X XXXXXXXXXXK XXXXXX XX XX XXXXXXX XXXXXX XX XXXX XX. VO

vSeobecnosti su podla A. Krettera (2008) dolezité nasledovné atributy:

= Schopnosti a zru¢nosti podniku.
= Hrozby a prilezitosti vonkaj§ieho prostredia.
= Silné a slabé stranky podniku.

= Potreby zakaznikov.

Proces marketingovej stratégie d’alej delime XXXXXXXXX X XXXXXXX XXXXXXXXXXXXXXXX
XXHXXXXXXXXXIX XXXXXXXXXKXK X XXXXXXXXKXXK XXX XXXXXKK XXXXXXK XXXXXXK XXX XX XXXX
XXX XXHXXXXRK XXX XXXXXX XXXX XXXXXXX XXXXXX XX XXXX XX (Baker, 2007).

XXXXXXXK XXXXXXX XXXXXXXXKK XXXXKK XXXXXXXX XXXXXX XXXK XXXXXX XXXXXXXXXX
XXXXX XXXXXXXXXXXXKKKKKXXKK XXXXXXXX XXXXX XXXXXXK X XXXXXXXXXK XXXXXX XXXXX

XXX XXX XXXXXXX XXXXXXK XXXXXXK XXXXKXKXKXXXXXXXX.

Marketingova stratégia moze byt’ XX XXXX X XXXXXXXXX X XXXXXXX XXXXXXXXXXXXXXXX
),9.9,0.9.9.0.9.9.9.90.90.0.9.9.9.0.9.900000.0.9.9.99.0000000.0.90.9.0.00.00.00.0000.00.00000000 00090600
XXX XXXXXXXXXKX XXXXXX XXXX XXXXXXX XXXXXX XX XXXX XX X (Kotler, 2003).

Najrozsirenej$imi stratégiami podl'a A. Krettera et al. (2008) su:

= Stratégia diferenciacie produktu - mozno ju dosiahnut’ XXXXXXXXX X XXXXXXX
XXX XX XXXX X XX XXXXXXKXXXK XXXKKXX XXXK XXXXKKX XXXXXK XX XXXK XX.

= Stratégia trhovej segmentacie - XXXXXXXXX X XXXXXXX XXXXXXXXXXXXXXXX
XXXXXKX XXX XX XXX X XK XKXXXXXKHXX XXXXXK XXX XXXXXXK XXX XX XXXX

XX.

= Stratégia silného vyrobku- je XXXXXXXXX X XXXXXXX XXXXXXXXXXXXXXXX

XXXXXXXXXXXXK XXXXXXXXKXK XXXXXX XX XXXX XX,
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XXXXXXX X XXXX X XXXXXXXXX X XXXXXXX XXXXXXXHXXXXXXXKX XXXXXXXXXXXXX

XXXXXXXXXXX X XKXXXXXXXXX XXX XXXXXXX.

1.1.3 Spotrebitel’ské spravanie

Velmi dolezitou ¢astou XXXXXXXXX X XXXXXXX XXXXXXXXXXXXXXXX XXXXXXXXXXXXX
XXXXXXXXXXK X XXXXXXXXXKK XXX XXXXXXX XXXXXXX XXXXXXX XXX XX XXXX X XX
XXXXXXXXXXK XXXXXK XXXX XKXXXXXX XXXXXX XX XXXX XX,

Ako tvrdi P. Kotler (2007, s. 11) ,,Judskd XXXXXXXXX X XXXXXXX XXXXXXXXXXXXXXXX
XXXXXXK XXXXXXX XXXXKXX XXX XX XXKX X XX XXXXXXXXKKKX XXKXXK XXXX XXXXXXX XXXXXXK
XX XXXX XX kupnou silou. XXXX XXXXXXXXXXXXX XXXXXXXXXX XXXXXXXXXX XXX XXXXXXX
XX XXXXXXXX X XXOXXXXXXXXXRK XXXXXXXXXXKK XXXXXXXXXK XXXXXXXXXXXX X
XXXXXXXXXXXX XXXXK XXX XXX XXXXK XXXXXK XXXXXXXHXXHXXXKXK  XXXXXXXXXXXXK
XXXXXXX  XXXXX XXX XXXXXXXXX  XXXX XHXXXXXXXXXXXXX XXXXXX XXXXXXXXXXXX
XXXXXXXXXX.

Zakladom je, aby sme pochopili, Ze XXXXXXXXX X XXXXXXX XXXXXXXXXXXXXXXX
XXXHXXXEXXXEHXXX XXXXXXKXXXX X XXXKXXKXXXIK XXX XXXXXKX XXXXKXK XXXKXXXXK XXX XX XXXX
XXX XXXXXXHXXXKK XXXXXK XXX XXXXXXK XXXXXX XX XXXX XX,

Usporiadal ich do pyramidy podla toho aké st ddlezité a nalichavé (Obrazok 1). Zo
SPOAKU  XXXXXXXXX X XXXXXXX  XXXXXXXXXXHXXXXKK  XXXXXXXXXXXKK  XXXXXXXXXXX X
XXXXXXXXXXK XXX XXXXXXK XKXXXXXX XXXKXXX XXX XX XKXX X XK XXXXXKKXHXK XXXXXX XXXX

XXXXXXX XXXXXX XX XXXX XX.
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Obrazok 1 Maslowova hierarchia potrieb

Potreba
sebarealiz
acie

Potreba uznania

Socidlne potreby.

Potreby istoty.

Fyziologické potreby

Zdroj: Kotler, P., Armstrong, G. (2004)

XXXXXXXXX X XXXXXXX XXXXKXXKXXXXXKXK XXXXXXXXXXKXXK  XXXXXXXXXXX X

XXXXXXXKXXX XXXXXX XXXX XXXXXXXK XXXXKX XX XXXX XX,

K rozhodovaciemu procesu spotrebitel’a

Proces rozhodovania XXXXXXXXX X XXXXXXX XXXXXXXXXXXXXXXX  XXXXXXXXXXXXX
XXXXXXXXXXX. Obrazok 2 predstavuje XXXXXXXXX X XXXXXXX  XXXXXXXXXXXXXXXX

$9,0.0,0,0.0,0,9,0,0.0.0,.9.9.0.0,0,0.9,0,0.0.0.9.9.0.0,0,0.9.00.0.0 0.0.0.09 0.0,00.0.000.000,000000000.0.900 0,090

X XX.
Obrdazok 2 Pdtetapovy model nakupného spravania
1. 2. 3. 4 3.
Identifikacia ¥ Zher *| Hodnotenie ® Nakupné * Spravanie po
problému mformacii altemativ rozhodnutie nakupe

Zdroj: Kotler, P., Armstrong, G. (2004)

1. Identifikacia problému - nakupny proces XXXXXXXXX X XXXXXXX XXXXXX XXXXXX XX
XX XXXX XXX XXXX XX XXXX XX XXXX XX.
2. Zber informacii - ked’ si Si XXX XXXXXX X XXXX X XX XX XX XXXX XXXXXXXX XX XXXX

xx. Zdroje podl'a P. Kotlera (2007) delime na:
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= osobné zdroje — rodina, priatelia, znami,
= komeréné zdroje — reklama, predavajuci, vystaveny tovar,
»  verejné zdroje — masmédia,

= skasenostné zdroje— skusanie, pouZivanie produktu.

5. Spravanie po nakupe - po kliipe XXXXXXXXX X XXXXXXX XXXXXXX  XXXXXXXXX XXXX

XXX XXX XXX XX XXXX XX XXX X XXXX XX X XXXXX X XX XXXX XX.

Na Obrazku 3 nizSie mozeme vidiet, XXXXXXXXX X XXXXXXX XXXXXXXXXXXXXXXX

XXXXXXXXXXXXKXK XXXKXXXXXKXK XXXXXXK XXXXXX XX XXXX XX,

Obradzok 3 Model ndkupného sprdavania sa v predajni

Vstup do predajne

!

Orientécia v predaini

RN
dandll

}

Volba

Zdroj: Vysekalova, J.( 2011)

Prvym krokom je XXXXXXXXX X XXXXXXX XXXXXXXXXXXXXXXX XXXXXXXXXXX.

1.2 Znalostny manaZment
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\Y% dneénej XX XXXX X XXXXXXXXX X XXXXXXX XXXXXKXXXXXXXKXX XXXXXXXXXXXXX
XXXXXXX.
Byt XX XXXX X XXXXXXXXX X XXXXXXX  XXXXXXXXXXXXXXXX  XXXXXXXXXXXXX

XXXXXXXXXXX X XXXXXXXXXXX XXX XXXXXXX.

1.2.1 Data, informacie a znalosti ako zdklad znalostnej ekonomiky

Data, informécie a znalosti byt XX XXXX X XXXXXXXXX X XXXXXXX XXXXXXXXXXXXXXXX
XXXXXXEXXXXKXXX XXXXXXXXKXX X XXXXXXXXXKX XXX XXXXXXX (Kelemen, 2008).
XXX XXXXXXXXX XXX XXXXXXX (Trunecek, 2004).

Tri kroky podl'a J. Hvoreckého (2013), ktoré sme pri vytvarani databazy brali do Givahy:

a) Navrhnat' vnatornu §truktiru databazy, t.j. rozhodnut’ sa, kol’ko tabuliek bude treba
a ¢o budt obsahovat’;

b) Definovat’ atributy objektov opisanych v jednotlivych tabulkéach, d’alej urcit
primarny kl'ug;

¢) Specifikovat datové typy vietkych atributov a zadat’ obmedzenia pre vstupné

hodnoty.

XXX XXXX X XXXXXXKXXX X XKXXXXXX XXKXXXXXXXKEXXIKXK XXXXXKXXXXXXK XXXXXXXXXXX
XXXXXXXXXHXXEXXXKK XKXXXXXXXXEXXXK XXXXXXXXXXK X XXKXXXXXXKX XXX XXXXXXK. XXX XXXX
) 9.9.9.0.0.0.00.0.9.9.9.900.90.9.9.90.0.900.009.09.9000,009 000000000000 0.00.00000000.0.90 000906004
XXXXX XXX XXXXXX XXX XXXXXXXXXXX X XXXXXXXXXXK XXX XXXXXXX. XX XXXX
XXXXXXXXXXXX XXXXXXXXXXXXXX XXXXX XXX XXXXXXXX XX XXXXXX XXXX XXX XXX XXXX
XXXXXXX XXXXXXXXXX XXXXXXXXXK XXXKXKKXXKX XXKXXKXKKXXXXXK XXXXXXXXXX XXXXXX
$i9,0,0,0,0.0.0.0. 0.9/ 0,0,0.0,0.0.0,0.0.0.0.0.9.0.0.0,0.0,0,0.0,0.0.9,0.0.9.0.0.0 0.0 0.0,0.9.00.9.00.0.09.00,000.0000 0,969,004
P9,0.0,0,0..0.9,0,0.0,0.0.0,0.9.9,0,0,¢,0.0,0.0.0,0.0.0.0.0,0,0.0.0.9,.0.0.0.0.0.0.0,0.0.0.0.0 0.0 .0.0,0.0.0,09.00.0.009000,00,0 04
XXXXXXXXXX XXXXXXX XXXXXKXXXXXKXK XXX XXXXXXKXXXXK XXX XXXXK XXXXXXXXX
XXXXXXXKXXKKXKXXKXXXK XXXXXXXXXK XXXXXXXXXX XXXX XX XX XXXXXXXXXXXXX X XX
) 9,0,0.0.9.0.0.9.0.9.¢.0,0.00.0.0.0.0.@ O G.0.0.0.0.@0.¢9,0.09.9.00,00 0,000 Q000000005000 0.0.00.000.000,004
XXXXXXXKXXK XXKKXKXXKXXKK XXXXX XXXXXXXKX XXXXXXXXX XX XX XXXX XXXXXXXXX
XXXXXXX XXX X XXXX XXXXX  XXXXXXXX XXXXXXX XXXXXX  XXXXXXXXXXXXXX. XX XXXX

XXXXXXXXXXXX XXXX XXXXXX XXXXXXXXXXK XXXXKXKXKXKXK XXXXXXXXXXXXXX XXXXX XXX
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XXXXXXXXX XXXXXXXXXX X XXXX T XXXXXX XXXXXXXXX XXX XXX

XXXXXXXXXXXXX XXXXXXXXXXX.

1.2.2 Ziskavanie znalosti z databaz - délezita cast ZM

Datamining, KDD (Knowledge Discovery in Databases - Ziskavanie znalosti z databaz)
alebo aj dolovanie z dat. Vsetky tieto pojmy XXX XXXX X XXXXXXXXX X XXXXXXX
XXXXXXEXXXXKXXX XXXXXXXXKXX X XXXXXXXXXKX XXX XXXXXXX (Burda, 2004).

Pozname viacero definicii XXX XXXX X XXXXXXXXX X XXXXXXX XXXXXXXXXXXXXXXX X

XXXXXXXXXXX XXX XXXXXXX.

VyuZitie datamining-u

J. Parali¢ (2003) pripomina, ze datamining m6ze mat’ Siroké uplatnenie v XXX XXXX X
XXXXXXXXX X XXXXXXX T XXXXXXXXXXX S X XXXX XXXXXXX S XXX XXXXXXXXXXXXX S XXXXX
XXXXXXXXXX XXX XXXXXX XXXXXX XXXXXXXXXXXXX XXXXXXXXXXX XXXXXXXXXXXXX
XXXXXXXXXK XXXXXXXKK XXXXXXXXXX  XHXXKXXXXXXIIKK XXXXXXXXXXXX  XXXXXXXX
XXXXXXXX XXXXXXXXK XXXXXXXXXXKKKKK XXXXXXXXX XXXXXXXXX  XXXXXXX XXXXXXX

XXXXXXXXXXXKXK XXXXXXXXKXX XXXXXXXXXX.

1.2.2.1 Metodika CRISP-DM

Ulohy datamining-u XXX XXXX X XXXXXXXXX X XXXXXXX  XXXXXXXXXXXXXXXX
XXXXXXXXXHXHXK XXXXXXKXK X XKXHKKK XXXXKXHHKKKRKKIXK XXKKXXKXXXXXK XXXKXXXXXXX
X XXXXXXXXXXX XXX XXXXXXX.

CRISP-DM predstavuje (pozri Obrazok 4) pomocou XXX XXXX X XXXXXXXXX X XXXXXXX
XXXXXXXXXXXKKKKK  XXXKXKXXXXXXK  XXXXXXXXXKK X XXXXXXXXKKK XXX XXXXXXX
(Katuscakova, 2010).

Vietky fazy XXX XXXX X XXXXX XXXX X X XXXXXXX XXXXXXXXXKXXKKXK XXXXXX XXXXKX

XXXXXXXXXXX X XXXX XXXXXXX XXX XXXX XXX (Parr, 2001).
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Obrazok 4 Fazy projektu CRISP-DM

Business
unde i

Data
preparation

\

Modeling

Deployment

Evaluation

Zdroj: Cao, L. et al. (2009)

Zivotny cyklus dataminingového projektu podl'a CRISP-DM sa teda skladd Xxx xxxx X
XXXXXKXXX X XHXXXXXK XXXXIKHKHKHXIXIXHXHXXXK XHKXXXEXHKXXXIK XHXXXKHXXXXK X XXXXXKXXXXXXK
XXX XXXXXXX Dyt XX XXXX X XXXXXXXXX X XXXXXXX XXXXXXXXXXXXKIXK XXXXXXXXXXXXX
XXXXXXKXXXXX X XXXXXXXXXXX XXX XXXXXXX (Cao, 2009).

1.2.2.2 Fazy metodiky CRISP-DM

Obrazok 4 znazortiuje postupnost’ a fazy metodiky CRISP-DM (2012). Pozostava zo

Siestich rozliénych faz. V tejto Casti Si v kratkosti popiseme kazdu fazu osobitne.

1. Faza - Porozumenie problému (Business understanding)

Prva faza projektu XX XXXX X XXXXXXXXX X XXXXXXX  XXXXXXXXXXXXXXXX
XXXXXXXXXXXXX XX XXXX X XXXXXXXXX X XXXXXXK . XXXXXXXXXXXKXRKK XXXXXXXXXXXXXK

XXXXXXXXXXX X XXXXXXXXXXX XXX XXXXXXX.

2. Faza - Porozumenie datam (Data understanding)
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Druha faza XXX X XXXXXXX XXXXXXXXXXXXXXXX  XXXXXXXXXXXXXK  XXXXXXXXXXX X

XXXXXXXXXXX XXX XXXXXXX.

3. Faza - Priprava dat (Data preparation)

Faza pripravy dét je XXXX X XXXXXXXXX X XXXXXXX XXXXXKXXXKXXKKXX XXXXKXXXKXXKXXK

XXXXXXXXXXX X XKXKXXXXXXX XXX XXXXXXX.

4. Faza - Modelovanie (Modeling)

V prvom Kroku XXX XXXX X XXX XXXXXXX.

5. Faza - Vyhodnotenie vysledkov (Evaluation)

Na rozdiel od XX XX XXXXXXX.

6. Faza - VyuZitie vysledkov, prinosy, navrhy (Deployment)

Poslednou fazou projektu CRISP-DM je XX XXXX X XXXXXXXXX X XXXXXXX

$u9,0,0,0,0.0,0,0.0,0.0.0,0,0.0.9 0,0,0.0,0.0.0.0,0.0.0.0.9.00.9.06,00008

1.2.3 Metddy vyuzivané v datamining-u

Pozname viacero metdd (algoritmov), ktoré sa vyuzivaji v projekte KDD. Podla P.
Berku (2003) st to:

= Rozhodovacie stromy;
= Rozhodovacie pravidla;

= Induktivne logické programovanie.

Dalej Sa Vpraci XXX XXXXXXX XXXXXXXXXX XX XXXX X XXXXXXXXX X XXXXXXX
XXOKKHIXXXKHXXXK XXXXKHKXXXXKKX XXXXXXXXXXX X XXXXXXXXXXX XXX XXX (Parr, 2001).
Preto su asociatné pravidla teoretickym podkladom pre prakticku Cast nasej

diplomovej prace. XXX XXXX XXX XXXXXXX @ pre aky typ KDD st vhodné.
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1.2.3.1 Asociacné pravidla

Technika asociaénych pravidiel je XXX XXXX X  XXXXXXXXX X XXXXXXX
XXXXXXXXXXIXXXXXK XXXKXXXXXXXKK XXXXXXRXKXXXK X XXXXXXXXXXX XXX XXXXXXX (Parr,
2001).

Ziakladné charakteristiky pravidiel

Z pravidiel, ktoré boli vytvorené z dat, nas najdastejiie zaujima, kol’ko prikladov spiiia
predpoklad aj zaver sucasne, kolko spiiia predpoklad a nespliia zaver, alebo opaéne nespliia
predpoklad a spiia zaver a nakoniec, kol’ko prikladov nespiia ani predpoklad ani zaver.

Modzeme tu spomenut’ pravidlo:

)

kde Ant znamena predpoklad, l'avi Stranu asociaéného pravidla, t. j. antecedent,

Suc predstavuje zaver, prava stranu asocia¢ného pravidla, t. j. sukcedent.

Podla P. Berku (2003) z XXX X XXXXXXXXXXX XXX XXXXXXX. Podpora je (absolutny resp.

relativny) poet objektov, spifiajucich predpoklad aj zaver, teda hodnota:

(@)
kde premenné a, b, ¢, d predstavuji XXX XXXX X XXXXXX XXX XXXXXXX.
Kwvalita, t.j. vaZeny sucet spolahlivosti a pokrytia:
Kvalita = w; — + w, — - 3)

a+b a+c

kde wi a w2 sa obvykle voli tak, aby wi + wo = 1 (Berka, 2003).

XXX XXXXXXX DY XX XXXX X XXXKXXKXX X XXXKXXK XXHXXXKXXKKXXKKX XXXXKXXKKXXKXK
XXXXXXKXXXX X XXXXXXXXXKXX XXX XXXXXXX ZVyKy (Kelemen, 2007). XXXXX XXXXXXXX XXXX

XXX XXX XXXXXXXXX XX XXXKXKXXKKXK XXXXXXXX XXXXXX.
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1.3 Po¢itacova podpora

V sGcasnej znalostngj xxx XxxXXXX byt XX XXXX X XXXXXXXXX X XXXXXXX
XXXXXXXHXXHXXEXXXKX XXXXXXHXXEXXXKK XXXXXXEXXXXK X XXXXKXEXXKXK XXX XXXXKXXK . XXXXXXX
XXXXXX XXXXXX XKXXKXX XXXKXXKKXK XXKXXXXXKXX XXX XX XKXXKXXXXXKX XXXXX XXX XX

XXXXX XXXXXX XXXXXXXX XXXXXXX XX,

1.3.1 GhostMiner

GhostMiner je XXX XXXXXXX byt XX XXXX X XXXX XXX XXXXXXX (Product Overview,
2013).

XXX XXXXXXX XXXXXXK X XXXXXXXXXXX XXX XXXXXXX chemici (G6G, 2013).

XXX XXXX X XXXXXXXKK X XXXXKKK XXXXXXXXXKKHKKKK XXXXXXXKIXKKK XXXXXXXXXXX

X XXXXXXXXXXX XXX XXXXXXX (Williams, 2010).

1.3.2 LISp Miner

Systém LISp Miner je XXX XXXXXXX byt XX XXXX X XXXXXXXXX X XXXXXXX
XXXXXXXXXKXXXXXK XXXXKXXXXXKXK XXXXKXXXXXK X XXXXXXXXXXX XXX XXXXXXX sa skladd

20 §tyroch hlavnych modulov (Sulc, 2005):

= LMAdmin — modul uréeny pre ukladanie nastavenia a najdenych vysledkov;
= LMDataSource — modul uréeny pre pripravu dat;
= 4ftTask — modul uréeny pre vytvaranie uloh a datamining;

= 4ftResult — modul uréeny pre analyzu vysledkov.

Systém LISp Miner je tvoreny XXX XXXXXXX byt XX XXXX X XXXXXXXXX X XXXXXXX
XHXXHKXXHKXKKXKXXK XXHKXKKXKXXKXK XXXKXKXXKXK X XXKXXXXXXXK XXX XXXXXXX (VSE,
2012).
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Obrazok 5 Nahlad do LISp Miner

e Lws Oetshess s Grpren Methods thn
Ao Xee>c & [T e e g
ACTA Eotze| &

FRERR

Zdroj: Pepito,V. (2014)

XXX XXXXXX X XXXXXEXXHXXKXHXX XXXXXEXKKXKKX X XXKXXHXXHXXHXXK XXX XXXXXXK . XXXXXXX
XXXXXXXX XXXXX XXXXK XXXXXXK X XXXXXXXKXXKX XXX XXXXXXX.  KXXXXXXX  XXXXXXX
XXXXXXXXXXXXXXXXK XXXX XXXXXXXXXX XXXXXXKXXXXXK T XXXXXX XXX
$9,0.0.0.0 0,00 9.9.0.0.9.0.0.9.9,0.9,0.9,0,0.8.0,00,0,09.0.00.0,00.90.0.00.9.000.000.0 00,0000 0000000900000
XXXX XXXXXXXX XXXXXXXX XXX XXXXXXXXXXK XXXXXK XXXXXX XX XXXX XXX XXXXXXXX

XXXXXXXXX XXXXX XXXX XX XXXX

1.3.3 Wyber softvéru pre nas projekt

V nasej diplomovej praci sme sa rozhodli pouzivat’ XXX XXXXXXX byt XX XXXX X

P 9,0.0.0.0 0,00 @ 9.9.9,0.0.00.9.90.0.00.0.00.0.00.0.00,0.0 0900000000008 9.900.000000.0.9 09000000004
XXX XXXXXXX.

Dovody S XXX XXXXXXX byt’ XX XXXX X XXXXXXXXX X XXXXXXX XXXXXXXXXXXXXXXX

P9,0,0,0,0,0,0,0,0,0.0.0,.9.0.0,0.0.0,0.0,0,0 0.0 §,0.0.0,0,0,0.0,0.0,0.9.9.0.9.0,00.000.8
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2 CIEL, A METODIKA PRACE

Téma diplomovej prace , Xwxxx xxxx xxxxx xxxxx“ Vnas evokovala nasledujice

vyskumné otazky:

1. XXX XXXXXXX XX XXXX X XXX?
2. XXX XXXXX XX XX XXXX X XXXXX XX XX XXXX XXX?

3. XXX XXXXX XX X XXXXX XX XX XXXX XXX?

Na zéklade vyskumnych otazok sme formulovali hlavny ciel’ prace a z neho vyplyvajice

Ciastkové ciele. Nase o¢akavania a predpoklady sme zaznamenali formou hypotéz/predikcii.

2.1 Ciel’ prace

Ciel'om diplomovej prace bolo zistit' zaujimavé zéavislosti v nakupoch medzi réznymi
potravinami, konkrétne X XXXXXXX XXXXXXXXXXXXXXXX XXXXXXXXXXXXX XXXXXXXXXXX X

XXXXXXXXXXX XXX XXXXXXX.

Ciastkovymi ciePmi prace su:

= Priblizit’ tému Citatelovi pomocou spracovanej tedrie;

= Aplikovat’ nase vedomosti v softvérovej podpore WEKA pre vytvorené modely
skiimania;

= Upozornit’ na vyuzitie vysledkov a uviest' navrhy na zlepSenie do buducna.

Opierajic sa o teoretické vedomosti ziskané $tudiom, na zaklade vnimania danej
problematiky v praxi a stanovenia si hlavného ciel'a prace sme si vyvodili nasledujiuce

hypotézy/predikcie vyskumu.

P1 Ak je kupujica Zena, tak minimalne so spolahlivostou 70 % budu v jej ndkupnom
kosiku mlie¢ne vyrobky.

P2 Ked' zakaznik kupuje tideniny, potom minimalne so spol’ahlivostou 80 % Kupuje aj
pivo.

P3 Celozrnné vyrobky sa nachadzaju vo vd¢som mnozstve nakupnych kosikov ako

vyrobky z bielej muky.
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2.2 Vyskumné metédy

V préci sme sa venovali exploraénému vyskumu, pri ktorom nevychadzame zo ziadnych
existujicich teérii. NaSou snahou je, naopak, zistit' a nadobudnit nové poznatky a
informadcie prostrednictvom tohto vyskumu. Spominany explora¢ny vyskum by mal v naSom
pripade XX XXXXXXX XX XXXX X X XXX XXXXXXK. KX XXXXXK XXXXXXXXXXXXXX XX X XXXXXXX
XXXXX XXXXXXXXKKK X XXXXXX XXXXXXXXXX XXXXXKKKK XX XXXXXXXXK XXXXXXXX XXX
XXXXXXXXXXK XXXXXX XXXXXX X XXXXXXXXK XXXXXX XXXXXXXXXXXXXK XXX XXXX XXXXXXX
XXXXXX XX XXXXXXX XXXXXXXXK XXXXXKXKXXK XXXXXXXXXX X,

Pouzili sme XXXXXXX XXXXXXXXX XXXXXXX XXXXXXX XXXXX XXXXXXXXXXX X XXXXXX
.9,0.0,0,0.0,0,0,0,.90.0.0,0,0,0,0,0.0,.0).0.80,0,0,0,0.0,9,0 0.00.0.0,0,0.0,0,0.8.0,0.¢ XXXXXXXXXXX XXXXXX XXXXXX X
XXXXXXXXX XXXXXX XXXXXKXKKXKXXK XXX XXX XKXXXXXK XXXXXX XX XXXXXXX XXXXXXXXX
XXXXXXXXXX XXXXXXXXXX X.

XXXXXXX XXXXX XXXXXXXXXXX X XXXXXX XXXXXXXXRK XXXXXXXXX XX XXXXXXXXX
XXXXXXXX XXX XXXXXXXXXXX XXXXXK XXXXXX X XXXXKXXKX XXX XXXXXXXXXXXXXXK XXX
XXXX XXXXXXX XXXXXX XX XXXKXXK XKXXKXXXKX XXXKXXXXKK XXXXXXXXXK X XXXXXXX XXXXX
XXXXXXXXXXX X XXXXXX T XXXXXXXXXX T XXXXXXXXX XX XXXXXXXXX S XXXXXXXX XXX
$u9,0,.0,0,0.0,0,0.0,.0,0.0,0.0,0, 0.8 9,0,0. 0.0, 00D 9,0,0.0,0,0.0,0. 0.0 0,0,0.0.05 9,0,0.0,0,0.0,0,0,0,0,0.0,00.0,.0 §,0.0,0,00.0,0.0,0,0,0.¢
XXXXXX XX XXXXXXX XXXXXXXXK XXXXXXXXXK XKXXXXXXXXX X

XXXXXXX XXXXX XXXXXXXXXXX X XXXXXX XXXXXXXXRK XXXXXXXXX XX XXXXXXXXX
) 9,090,900 0.0, @ ¢ 0. QED.9.0.9.9.0.9,0.0.0,.0.0.9.9.0.0.0.9.9.00.00 9.9 000000009 000 0.0.0.9.000000,000.000.0 0,04
P00 0.9.0.0.0.00.0.9.9,0.0.9.0. @09 0.0.00.0.0 9.9.00.900.0.09.900000.000.910900000000 0000000000000
XXXXXXXXXXX X XXXXXX XXXXXXXXXX XXXXXXXXX XX XXXXXXXXX S XXXXXXXX XXX
XXXXXXXXXXK XXXXXX XXXXXX X XXXXXKXXK XXXXXX XXKXXXXXXXXKXX XXX XXX XXXXXXX

XXXXXX XX XXXXXXX XXXKXKXKX XKXKXXXKXK XXXXXXXXXX X,

V}'/hodou jC XXXXX XXXXXXXXXXX X XXXXXX XXXXXXXXXX XXXXXXXXX XX XXXXXXXXX
)9,9,0,0,0 0.0, @ 0.0, GEED0.0.0.0,0.0,0,0.0,0. 99,0000 9.0.00.0.09.9.0.0.00.0,0 0.0, 000000 .0,0.00,000,000,000.9 0,04

P00, 0.9.0.0,0.0.0.0.9.0,0.0,0.0.9.0.9.9,0.0,0,0.0,0,0.00.0,00.0.0.0.00.0,00.000,0000000000 0.8

2.3 Vyskumny subor
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Vyskum bol zamerany na XX XXXXXXX XX XXXX X XXXXXXXXX X XXXXXXX XXXXXXXXXXXXX
X XXX XXXXXXX. XXXXXXX XXXXX XXXXXXXXXXX X XXXXXX XXXXXXXXKXX XXXXXXXXX XX
XXXXXXKXX XXXKKXXKXXKKEXXKKKK XXXKXK KXXXKK X XXKKXXKKK KXXXKK XXKXXKXXXKXXKXX
XXX XXXX XXXXXXX XXXXXX XX XXKXXKK XXXKXXXKK XXXKXXKKXX XXXXXKXXXXK X.

XXXXXXX XXXXX  XXXKXXXKXXX X XXXXXK  XXXXXKXXXK  XXXXXKXXX XX XXXXXXXXX
XXXXXXXK XXX XXXXXXXXKRX XXXXXK XXXXKK X XHKXXKKXK XHXXXK XXXKXXXKXXKKXKX XXX

P90, 0.9.0.9,0.0.0.0.9.0.0.0.0.0. 9.0 9.9,0.0,0,0.0.90.0.00.0.00.0.0.0.00.0.00.000.09000000000 0.8

XXXXXXK XXXXX XXXXKXXXXKK X XXXXXK XXXXKKXXKXK XHXXXXXXK XX XXXXXXXKX
) 9,0,0.0.0 0,09 $.0.QIED.9.0.9.9.0.9,.0.0.0,.0.0.9.90.00.9.9.0 0,00 0.9.0.000.0.0 009 000 0.0.0.9.009000000.000.0 004
XXXX XXXXXXX XXXXXX XX XXXXXXK XKXXXXXKX XXXXXXXXKXK XXXXXXXXXK X XXXXXXX XXXXX
XXXXXXXXXXX X XXXXXX T XXXXXXXXXX XXXXXXXXX XX XXXXXXXXX XXXXXXXX XXX
XXXXXXXXXXK XXXXXX XXXXXX X XXXXXKXXK XXXXKX XXXXXXXXXXXKXX XXX XXX XXXXXXX
XXXXXX XX XXXXXXX XXXXXXXXX XXXXXXXXXXK XXXXXXXXXX X,

XXXXXXK XXXXX XXXXXXXXXKK X XXXXXK XXXXXKXXKXK XHXXXXXXK XX XXXXXXXKX
) 9,0.0.0.0 0.0 @ $.0.QIED.9.0.9.9.0.9,.0.0.0,.0.0.9.90.00.9.9.0 0,00 0.9 .0.000.0.0 009 0.000.0.9.9.009000000000.0 0,04
J 00 0.9.0.0.0.0.0.0.9.9,.0.0.9.0. 909 00,0000 §.9.00.000.009.900.000,000.091090000000 000000000 0.0004
XXXXXXXXXXX X XXXXXX T XXXXXXXXXX XXXXXXXXX XX XXXXXXXXX T XXXXXXXX XXX
XXXXXXXXXXK XXXXXX XXXXXX X XXXXXKXXK XXXXKX XXKXXXXXXXXKXX XXX XXX XXXXXXX
J 0000 9090990009 9.9000000 099090000000 0.00000000.9000000900009.90000000.0004
XXXXXX XXXXXXXXXX XXXXXXXXX XX XXXXXXXXX XXXXXXXX XXX XXXXXXXXXXK XXXXXX
XXXXXX X XXXXXXXXX XXXXXX XXXXXXXXXXXXXXK XXX XXX XXXXXXX XXXXXX XX XXXXXXX

XXXXXXXXX XXXXXXXKXX XXXXXXXXXX X,

XXXXXXX XXXXX XXXXXXXXXKK X XXXXXK XXXXKKXXKXK XHXXXXXXK XX XXXXXXXKX
) 9.0.0.0.0.0.0. @ S0 QD .9.90.9.9.0.9.000.0.0 990000900000 0.9000000009 0,00 0.0.0.9.000.000000000.9 0,94
XXXX XXXXXXX XXXXXX XX XXXKXXK XKXXXXXKX XXXKXXKXXK XXXXXXXXXK X XXXXXXX XXXXX
XXXXXXXXXXX X XXXXXX XXXXXXXXXX XXXXXXXXX XX XXXXXXXXX XXXXXXXX XXX
XXXXXXXXXXK XXXXXX XXXXXX X XXXXXXXXK XXXXKX XXXXXXXXXXXKXX XXX XXX XXXXXXX

XXXXXX XX XXXXXXX XXKXXXXXK XXKXKKXXKXX XXXXXXXXXX X,

2.4 Zber dat
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Pokladni¢né bloky boli zbierané za obdobie dvoch mesiacov, a t0 za XX XXXXXXX XX XXXX
XOXXXXXXXXX X XXXXXXX XHXXXXXXXXXXK X XXX XXXXXXK. XXXXXXK XXX XXXXXXXXXXX X
XXXXXX XXXXXXXXXK XXXXXXKKK XK XXXXKKKKK XXXXXXXX XXX XXXXXXXXXXX XXXXXX
XXXXXX X XXXXXXXXX XXXXXX XXXXXXXXXXXXXXK XXX XXX XXXXXXX XXXXXX XX XXXXXXX

XXXXXXXXX XXXXXXXKXX XXXXXXXXXX X,

Postupne sme data zapisovali do XX XXXXXXX XX XXXX X XXXXXXXXX X XXXXXXX
XXXXXXXXXXXXX X XXX XXXXXXX. Z demografickych tdajov sme zaznamendvali XX XXXXXXX
XX XXXX X XXXXXXXXX X XXXXXXX XXXXXXXXXXXXX X XXX XXXXXXX. XXXXXXX  XXXXX
XXXXXXXXXXX X XXXXXX XXXXXXXXXX  XXXXXXXXX XX XXXXXXXXX  XXXXXXXX XXX
XXXXXXXXXXX XXXXXX XXXXXXK X XXXXXKXXK XXXXXK XXKKXXXXXXXXXX XXX XXX XXXXXXX

XXXXXX XX XXXXXXX XXXXXXXXK XXKXKRXXKXRX XXXXXXXXXX X,

Ziskani vzorku dat sme analyzovali a skimali pomocou kvantitativnych metod xx
XXXXXKX XK XXKK X HXXXXKKXXK X XRXXXXXK XXXKKKXXXKKXX X XXK XXKKXXK . XXXXXXX XXXKK
XXOOKKXXXK X XXX XXXXXXXXKK XXXXKXXXX XX XXXXXXXXX XXXXXXXX XXX
XXXXKHXXXXK XXX XXXXXK X XXXXKXXXK XXXKKK XHHKXXXKKXXXXKK XXX XXX XXXXXXK

XXXXXX XX XXXXXXX XXXXXXXXK XXXXKKXKXRX XXXXXXXXXX X,

Metody KDD pouzijeme na rieSenie tloh deskripcie pre ziskanie XX XXXXXXX XX XXXX X
XXXXXKXXX X XXXXKKX XXXXXXXXKXXXK X XXX XXXXKKK XXXKXXX XXXXK XXXXXKXXXXX X
XXXXXX XXXXXXXKXXK XXXXXKXXXXK XX XXKXKXXXXK XXXXXXXK XXKXKXXXXX XXXXXX XXXXXX X
XXXXXXXXX XXXXKXX XXXXKKKXXXXXXK XXX XXX XXXXXXXK XXXXXK XX XXXXXXX XXXXXXXXX
XXXXXXXXXX XXXXXXXXXXK X XXXXXXX XXXXX T XXXXXXXXXXK X XXXXXX XXXXXXXXXX
XXXXXKXXX XX XXXXKKXXK XXXKKXXX XXX XHXXKKXXXXK XXKKXKX XXXXKX X XXXXXXXKK

),9,0,0.9,0.9.0,0,0,0.0,0.0,.0.9.0.0,.0.0.0.0.0.0.9.9,09.0,0,0,00,0 90,000 0,0.0.0.00.0000.0.00.000900.0.0.09000000008

3 INTERPRETACIA VYSLEDKOV A DISKUSIA
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XXX XXXXXXX XX XXXX X XXXXXXXKX X XXXXHKKK XXKXXKIXXXXXEXXXKX . XXXXXXXXXXXXX
XXXXXHXXXXXX X XXXXXK . XXX XXXXXXK XK XXXX X XXXXKEXXKX X XKHXXKXK XXXXHXXXXXXXKXXKXXX
XXXXXXXXXXKXK XXXXXXXKXXXX X XXXXXK. XXX XXXXXXK XX XXXX X XXXXXXXXX X XXXXXXX
P 0,0.0.0.0.0.0.0,0.9.0.0,0.0.0.9/0.0.0.0.0.0.0.9.00.9.0 §.0,00.0000000 0.9 000008

XXX XXXXXXX XX XXXX X XXXXXXXKX X XXXXKXXK XXXXXXKXXXXKXXKK XKXKXXXXXXXXXX
XXXXXXXXXXX X XXXXXX.

XXX XXXXXXK XX XKXX X XXXXXXXXX X XXXKXXXKX.

3.1 O spolo¢nosti

Historia spolonosti XXX XXXXXXXXX X XXX XXXXXXX XXXX XX XXXX XXXXXXXXX XXX XX
XXXXXXX XX XXXK XX XXXXXXKX XXXXX XXXXXXXXXX (Buresova, Voracova, 2013).

Spolocnost’ XXX X XXXXXXXXXXX XXX XXXXXXX. XXX XXXXXXX XX XXXX X XXXXXXXXX X
XXXXXKX. XXXXXKX XXX XXXXXXXXKKX X XXXXKK XXXXKKXXXK XXXXKXKXXK XK XXXKXXXXXK
XXXXXKXX XXX XHKHXXXXXKHXXK XXXXXK XXKKXX X XHXXHKXXXKK XXXXXK XHXXXKXXXXXKKX XXX
XXXX XXXXXXX XXXXXX XK XXXXXKK XXXXKHXXKK XXXXXXXKKK XXXKXHXXKK XXXXXKKX XXXXXK
XXXXXKXXXXK X XXX XXXXXXXXKK XXXXXXXXX XX XXXXXXXXX XXXXXXXX XXX
XXXXXXXXXXK XXX XXXXXK X XXXXXXXKK XXXKKX XXXXXXXXXXKXKK XXX XXX XXXXXXX
XXXXXX XX XXXXXXK XXXXXXXXK XXXXXXXKXK XXXXXXXXKXK X.

XXXXKXX XKKXX XXXXXXKKXXK X XXKKXX XHKXXXXKKXX XXXXXXXKK XX XXXXKKXXX
XXXXXKXX XXX XHXHXXXXXKHXXK XXXXXK XXX X XHXHKHKXXXKK XXXXXK XHXXXXKXXXXXKKX XXX

XXXX XXXXXXX XXXXXX XX XXXXXXX XXXXXKXXK XXXXXXXXXRXK XXXXXXXXXX X,

KXXXXXK XXXXX XXXXXXXXXXK X XXXXXK XXXXXXXXXK XXXXXXXXK XX XXXXXXXXX
).9,9,0,0,0.0.0.@ 0.0, QEED0.0.0,0,0.0,0,0.0,0. 99,0000 9.9.00.0.09.9.0.0.00.0,0 00,9 0,00 0.0,0.0.0.00,000,000,000.9 0,04
XXXX XXXXXXX XXXXXX XX XXXXXXK XXXXXXXKXK XXXKXXXXXK XXXXXXXXXX X XXXXXXX XXXXX
XXXXXXXXXXX X XXXXXX XXXXXXXXXX XXXXXXXXX XX XXXXXXXXX XXXXXXXX XXX
XXXXXXXXXXK XXXXXX XXXXXX X XXXXXXXXK XXXXXX XXXXXXXXXXXXXX XXX XXX XXXXXXX
P9,0,0.0.0 9.0, 9.9.0.0,0,0.0.0 0,0,0.0,0.0.0.0.9.9,0.0.0,0.0,0.00.000.0000000 0.8

KXXXXXK XXXXX XHXXXXXXXXK X XXXXXK XXXXXXXXXK XXXXXXXXK XX XXXXXXXXX
) 9,0.0.0.0 0,09 $.0.QIED.9.90.9.9.0.9.0.0.0.0.0 99000090000 0.90.90000 009 0.000.0.0.9.006.000000000.9 004

)0.0,0.9.0,0.0,0.0.0.9.0.9.0.0,0.0.0.9,0.0,0.0,.0.0,0.0.0,0.0.0.0.0.0,0.0.0,00,0.0.0.0,0.89.09000000 0.8
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KXXXXXK XXXXX XXXXXXXXXXK X XXXXXK XXXXXXXXXK XXXXXKXXX XX XXXXXXXXX
),9,9,0.9,0.0,0 .00 QI 9.9.0.0.9,.0,0,0,0,0. 9 9,0.0.0.0.0.9,0,.0.0,.0 9 .9.9,0,0.0.00.0.0,0.9,.0.0,0.09.0.0.00.00.0.00.00.0 0,990

),9.9,0.9.0.0,0.0.0.0 9.0.9.0.0.0.9.0.9,0.9,.0.0.0.0.0.0.0,0.0.0.0.00.0.00,.00,.00.0.00.8 909000000008

3.2 Projekt KDD - analyza nakupného kosika

XXX XXXXXXX XX XXXX X XXXXXXXXX X XXXXHXXK XXKXXKXXXXXEXXXKK XXXXXXXXXXXXX
) 9,0.0.0.0.0.0.0.0.0.9.9.0.9.9.0.9.9.9.0.0.9.00.9.900090.09000000 00,000 0.0099.900000000.00000000 004
XXXXXXXXX XXXXXXXX XXX XXXXXXXXXXX XXXXXX XXXXXX X XXXXXXXXX XXXXXX
XXXXXXXXXXXXXX XXX XXX XXXXXXX XXXXXX XX XXXXXXX XXXXXXXXX XXXXXXXXXX
XXXXXXXXXX X,

KXXXXXK XXXXX XXXXXXXXXXX X XXXXXK XXXXXXXXXK XXXXXXXXK XX XXXXXXXXX
$9,9,0,0,0.0.0.@ 0.0, QEED0.0.0.0,0.0,0,0.0,0. 99,0000 9.9.00.0.09.9.0.0.00.0,0 00,9 0,00 0.0,0.0.0.00,000,000,000.9 0,04

)9,.0,0.9.0,0,.0,0.0.0.9.0.9.0.0.0.0.0.9,0.0,0.0.0.0,0.0.0,0.0.0.0.0.0,0.0.0,00,0.0.0.0,0.8 00900000008

Ziakladné charakteristiky pre vyskum

Cely projekt sa realizoval podla postupnosti a bodov metodiky CRISP-DM. Xxx
XXXXXXX XX XX XXXX X XXXXXXXXX X XXXXXXXK XXXXXXXXXXXXXXKXK XXXXXXXXXXXXX X XXX

XXXXXXX.

Tabul’ka 2 Profil zakaznikov maloobchodov podla veku

Obchodny | Do 29 30-39 rokov | 40-49 rokov | 50-59 rokov | Nad 60
ret'azec rokov rokov
BILLA 28,9% 22,7% 19,1% 18,3% 11,0%
CBA 35,1% 16,8% 14,1% 19,3% 14,7%
Hypernova 24,4% 7,7% 15,0% 29,0% 23,9%
Kaufland 23,3% 30,6% 16,4% 14,0% 15,7%
LIDL 25,8% 27,3% 15,9% 14,4% 16,6%
TESCO 33,9% 23,6% 17,5% 15,5% 9,5%

Zdroj: Agentiira TERNO (2012)

Dalej podla Narodnej banky Slovenska (NBS), XXX XXXXXXX XX XXXX X XXXXXXXXX X
XXXXXXX XXXXKXXXXXXXXXXK XXXXXXXXXXXKX XXXXXXXXXXK X XXXXXXXXXXX XXX XXXXXXX.

XXX XXXXXXX XX XXXK X XXXXXKXXK X XHXXXXK XXKXXXXKXXXEXXIKXX XXXXXXXXXXXXX X XXX
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XXXXXXX XXXXXXX XXXXX XXXXXKXXXXX X XXXXXK XXXXXXXXXXK XXXXXXXXX XX XXXXXXXXX
XXXXXXXX XXXXXXXXXXXXXXK XXXXXX XXXXXX X XXXXXXKXK XXXXXX XXXXXXXXXXXXXXK XXX
XXXX XXXXXXX XXXXXX XX XXXXXXK XXXXXXXKXK XXXKXXXXXK XXXXXXXXXX X XXXXXXX XXXXX
XXXXXXXXXXX X XXXXXX XXXXXXXXXX XXXXXXXXX XX XXXXXXXXX XXXXXXXX XXX
XXXXXXXXXXX XXXXXX XXXXXX X XXXXXKXXK XXXXXX XXKXXXXXXXXXXXK XXX XXX XXXXXXX

XXXXXX XX XXXXXXX XXKXXXXXK XXXXKRXKXX XXXXXXXXXX X,

3.2.1 Porozumenie problematike

V diplomovej praci sme sa venovali analyze nakupného kosika v predajni Xxx
XXXXXKX XX XXXX X XXXKXXXXX X XXXXKKK XXXXXXXXKXXXKKKX  XXXXXXXXXXXKK
XXXXKXXXXK X XXXXXXXXXKX X XXX XXXXXKK XXXXKKX XXXXK XXXXXXXXKKX X XXXXXX
XXXXXKHXXXK XXXXXKHXXKX XK XXXXKXXXK XXXXXKKK XK XXXKXXXXXKK XXXKXX XKXXXX X
XXXXXXXXX XXXXKK XXXXXXXXXXXXXK XXX XXX XXXXXXK XXXKXX XX XXXXXXK XXXXXXXXKXK
XXXXXXXXXX XXXXXXXXXX X.

XXXXKKX XRKXX XXXXXXKKXXK X XXKKXX XHXXXXXKKKX XXXXXXKKK XX XXXXKKXXXX
XXXXXKXX XXX XHKHXXKXXKHXXK XXXXKK XXKKXX X XXKXXXXKK XXXXXK XXXXXXKXXXXKKXX XXX

)90, 0.9.0.9.0.0.9.0.0.0.0.0.0.0. 9.0 99000009 0.0.09.000.0.0.000.000.000.9000 00000008

3.2.2 Porozumenie ddtam

Data, ktoré sme pouzili v analyze st XXX XXXXXXX XX XXXX X XXXXXXXXX X XXXXX XX

XXXX X XXXXXXKKX X XXXXXXX XXXXXXXXXXXXXKXK XXXXXXXXXXXXX X XXX XXXXXXX XXXXXXXK

XXXXX XXXXXXXXKKK X XXXXXK - XXXXXXXXXX  XXXXXKKKK XX XXXXXXXXK XXXXXXXX XXX

XXXXXXXXXXK XXXXXX XXXXXX X XXXXXXXXK XXXXXX XXXXXXXXXXXXXK XXX XXX XXXXXXX
XXXXXX XX XXXXXXX XXXXXXXXK XXXXXXXXXK XKXXXXXXXXX X

XXXXXXX XXXXX XXXXXXXXXXX X XXXXXX XXXXXXXXXK XXXXXXXXX XX XXXXXXXXX

XXXXXXXX XXX XXXXXXXXXXK XXXXXX XXKKKK X XXXXXXXXX XXXKXK XXXXXXXXXXKKKK XXX

),9,.9,0.9.0,0,0.0.0.0.9.0.9.0.0.0.9.0.9,0.9,.0.0.0.0.0.0.0,0.0.0.0.00.0.00,.00,.00.00,08 909000000008

3.2.3 Priprava dat

33



Tretia faza metodiky CRISP-DM je XXX XXXXXXX XX XXXX X XXXXXXXXX X XXXXXXX
XXXXXXXXXXXXXIXK XXX X XXXXXXKX XXXXKXKXXXXXXXXK XXXXXXXXXXXXX X XXX XXXXXXX
XXXXXXX XXXXK XXXXXXXXKKK X XKKXKK XXXXXXXXXK XXXXXXXXK XK XXXKKKKXX XXXXXXXX
XXX XXXXXXXXXXK XXXXXK XXXXKK X XXXXXXXXK XXXXXK XXXXXXXXXXXXXX XXX XXXX

XXXXXXX XXXXXX XX XXXXXXXK XXXXXXXKX XXXKXXXXXK XXXXXXXXXX X,

KXXXXXK XXXXX XXXXXXXXXXK X XXXXXK XXXXXXXXXK XXXXXXXXK XX XXXXXXXXX
) 9.0.0.0.0 0,09 $.0. QD .9.9.9.9.0.9.0.0.0.0.0 990000900000 0.90.00000 009 .00 0.0.0.9.006000000000.9 0,94
XXXX XXXXXXK XXXXXX XX XXXXXXK XXXXXXXXK XXXXXXXXXRXK XXXXXXXXXX X,

XXXXXXX XXXXX XXXXXXXXXXX X XXXXXX XXXXXXXXXX XXXXXXXXX XX XXXXXXXXX
) 9,0.0.0.0 0.0 @ $.0. QD .9.0.9.9.0.9,.0.0.0,.0.0.9.90.00.9.9.00.00 0.9 .0.000.0.0 009 0.000.0.0.9.0.09000000000.0 004

P90, 0.9.0.9,0.0.0.0.9.0.0.0.0.0. 9.0 §.9,0.0,0,0.0.00,0.00.0.00.0.0.0.00.0.00.000.9000 00000008

3.2.4 Modelovanie

Potom ako sme si pripravili data pre ich d’alSie spracovanie, mohli sme zacat’ d’al$iu
fazu vybranej metodiky CRISP-DM, ktorou je modelovanie. XXX XXXXXXX XX XXXX X
XXXXXKXXX X XXXXKXX XXXXXXK XXXXKKX XXKKX XHKHKHKXXXKKXX X XXXXKK XXXXXXXXKK
XXXXXXXXX XX XXHXHXXIIK XXXXXXXX KXXXXHXKXXIKKK XXXXXK XXXXKK X XXXXXKXXXK XXXXXXK
XXXXXXXRRKXX XXX XXXX XXXXXKK XXX XX XXXXXKX XXXXXXXXK XXXXXXXXXX

XXXXXXXXXX X,

1. Model

V prvom modeli sme sledovali sistred’ovat’ na asociacie spojené s XX XXXXXXX XX XXXX

X XXXXXXXXX.

2. Model

Druhy model sa zameriaval na XX XXXXXXX XX XXXX X XXXXXXXXX X XXXXXXX
XXHXXXXXXXXXXXXKX.
3. Model
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V tretom modeli sme skimali XX XXXXXXX XX XXXX X XXXXXXXXX X XXXXXXX

XXXXXXXXXXXXXXXX.

Sposob interpretacie vysledkov

Tvar asociaénych pravidiel:

{polozka A, polozka B} > {polozka C} conf: (xy)

Z toho vyplyva, ze ak zakaznik kapi polozku A a zaroven polozku B, tak s Xy %-ou
spolahlivost'ou kupi aj polozku C. Ide o polozky, ktoré sa nachadzaji v jednom nakupnom
kosiku. Hodnotu spol'ahlivosti - confidence pre lepSiu zrozumitelnost' uvadzame

V percentach.

3.2.5 Vyhodnotenie vysledkov

V tejto predposlednej faze metodiky CRISP-DM XXXXXXX XXXXX XXXXXXXXXXX X
XXXXXX XXXXXXXXXX XXXXXXXXK XX XXXXXXXXK XXXXXXXX XXX XXKXXXXXXXX XXXXXX
XXXXXX X XXXXXXXKXX XXXXXK XXXXXHXXXXXKXKK XXX XXXK XXXXXXK XXXXXX XX XXXXXXX
XXXXXXXXX XXXXXXXXXK XXXXXXXXXX X.

XX XXXXXXX XX XXXX X XXXXXHXXKX X XXXK XXKXKHXXHXXXXXXKXKX.

Vystupmi boli najmé informacie o nakupnom spravani klienta. Najskor interpretujeme
pravidla na zaklade kvantitativneho hodnotenia, v ktorom sa zameriame na confidence od
0.6 XOXXKX XXXKX XXXXXXXXXKK X XXKXXK XHXXXXXXKKX XXXKXXXXK XX XXXXXXXXXK
XXXXXKXX XXX XXXXXKHXXXXK XXXKKX XXXXXK X XHXXXKKXK XXXXKK XXXXXXXXKXXXXXXK XXX
)0 0.0. 9000000 9000009 09.0000000.000000000.90.00000009 00000000008

Potom v spolupraci s expertom sme sa pokusili vybrat’ asociacie, ktoré boli podl’a neho

nove¢ a zaujimave.

Interpretacia pravidiel ,,1. Model“ — Pohlavie
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conf:(xy)

8. Pohlavie=Muz Mliecne vyrobky=T Zelenina=T 19 ==> Vyrobky z
obilnin=T 16 conf: (0.84)

Ak nakupuje muz akupi mlieéne vyrobky a zaroven zeleninu, tak S84 %-nou

spol’ahlivostou kipi aj vyrobky z obilnin.

41. Zelenina=T Kakao cokolada a cokoladove bonbony=T 26 ==
Pohlavie=Muz 19 conf: (0.73)

S0 73 %-nou spol'ahlivostou mézeme povedat, ze ked’ je v nakupnom kosiku zelenina

a zaroven kakao a ¢okoladové vyrobky, tak nakupoval muz.

127. Pohlavie=Zena Domace potreby=T 25 ==> Mliecne vyrobky=T
15 conf: (0.6)
S0 60 %-nou spol'ahlivost'ou mézeme povedat,, ze ked’ nakupovala Zzena a kupila domace

potreby, tak kupila aj mliecne vyrobky.

Interpretacia pravidiel ,, MODEL 2“- Nakupny kosik

XX XXXXXXX XX XXXX X XXXXXXXXK X XXXXXXXK XXXKXXXXXXXXXXKX .

Interpretacia pravidiel ,, MODEL 3“- Zaujimavosti

XX XXXXXXK XK XXXX X XXXXXXXKK X XKXEXXXK XHXXKEXXXXXEXXIKXXK . KX XXXXXKX XX XXXX
$i9,0.0,0,0.0,0.0.0. 9 §,0,0.0,0.0.0,0 0,0,0.0,0,0.0,0,0.0,0,0.0,0,08

Podl'a experta nové zaujimavé znalosti, ktoré by mohli byt vyuzité st XX XXXXXXX XX
XXXX X XXXXXXXXX X XXXXKKK XXXXXXXXXXXXXXXX. XX XXXXXXK XX XXXX X XXXXXXXXX X
XXXXXXX XXXKKXXKXKXXXXXK - XXXXXXK XXXXK XXXXXXXXXXX X XXX XXXXXXXXXX
XXXXXXXXX XX XXXXXXXXXK XXXXXXXX XXX XXXXXXXXXXX XXXXXX XXXXXX X XXXXXXXXX
P00 0.0.0 @ 0.0.0.0.9.0.9.9,0.0.0.09.9.9.089.0.08.9.9.00,009.0.0 0000 0000000 0.0.0.00.000.0.08 00090000004

XXXXXXXXXX.
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conf:(0.84)
conf:(0.73)
conf:(0.6)

ZAVER

V praci sme ukazali, Ze XX XXXXXXX XX XXXX X XXXXXXXXX X XXXXXXX
XXXXKXXXXXXXXXRK XXXXXXX XXXXX XXXXXXXXKXK X XXXXXK XXXXXXXXKXK XXXXXXXXK XX
XXXXXXXXX  XXXXXXXX XXX XXHXXXXXXXXK XXXXKK XXXXXX X XXXXXXXXX  XXXXXX
XXXXXXXXXXXK XXX XXX XXXXXXK  XXXXXK XK XXXXXXX XXXXXXXKK XXXXXXXXXX
XXXXXXXXXX X.

XXXXXXX XXXXX XXXXXXXXXXX X XXXXXX XXXXXXXXXK XXXXXXXXX XX XXXXXXXXX
XXXXXXXX XXX XXXXXXXXKKK XXXXXKX XXXXKX X XXXXXXXKK XXXXXK XXXXXXXXXXXKXXX XXX

P90, 0.9.0.9,0.0.0.0.9.0.0.0.0.0. 9.0 §.9,0.0,0,0.0.90.0.00.0.00.0.0.9.00.0.0.000.09000000000 0.8

VyuZitie vysledkov, prinosy, navrhy pre prax

XX XXXXXXX XX XXXX X XXXXXXXXX X XXKXXXX XXXXXXXXXXXKXXKX  XXXXXXX XXXXX
XXXXXXXXXXX X XXXXXX XXXXXXXXXX XXXXXXXXX XX XXXXXXXXX XXXXXXXX XXX
XXXXXXXXXXX XXXXXX XXXXXX X XXXXXXXXK XXXXKX XXKXXXXXXXXXXXK XXX XXX XXXXXXX
XXXXXX XX XXXXXXX XXXXXXXXK XXXXXXXXXXK XXXXXXXXXX X,

KXXXXXK XXXXX XXXXXXXXXXK X XXXXXK XXXXXXXXXK XXXXXKXXXX XX XXXXXXXXX
).9,0,0.0.0 0.0, @ ¢, 0. QIED9.0.9.0,0.0,0,0.0,.0. 99,0000 9.0.00.0.0 9.9 .0.0.00.0.0 0.0, 0.0.00.0.09.0.09000,000,000.9 0,04
XXXX XXXXXXK XXXXXX XX XXXXXXK XXXXXXXXK XXXXXXXXXRXK XXXXXXKXXXX X,

XXXXXXK XXXXX XXXXKXXXXKK X XXXXXK XXXXKKXKXK XHXXXXXXK XX XXXXXXXKX
) 9.0.0.0.0 0,09 $.0. QD 9.0.9.9.0.9.0.0.0.0.0 99000090000 09090000009 000009 9.000.000,000000.9 004

)00 0.9.0.9.0.0.0.0.0.0.00.00 9.0 99000009 0.000.0000.0.9000.000.000.9000 00000008

Vysledky analyzy je vhodné vyuzit pre:
XX XXKXXXXX XX XXXXK X XXXKKXXXK X XXXXXKK XXXKHKHKKXIXKHKXXXKK . KX XXXXXXX XK XXXX

XXXXXXXXXX X XXXXXXX XXXXXXXXXXXXXXKX.

XXX XXXX XX XXX XX XXXXXXXXX X XXXXXKK XXXXXXXXXXXX.
XXX XXXXXXX XX XXXX X XXXXXXXXX X XXXXHXXX XXX XXX XXXXX XXXXX.

B OXXOKEOOERK XXXXXXXXXK XX XXX XXXXXKX XXXXXXK XXKX.
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XX XXXXXXK XX XXXX X XXXKXXXKK X XXXXXXK XHXXKXXXHXXXXKXXK . XX XXXXXXX XX XXXX
XXXXXXXXXX X XXXXXXK XXXXKXXXXXXXXXKX.

XX XXXXXXX XX XXXX X XXXXXKXXKX X XXXKXKX XHXXXXXXKXXKXK XX XXXXXXX XX XXXX X
D 9.0,0.0.0 0,00 @@ 9.0.00.0.0.9.9.0.9.¢ 0,90 0.900.0000.0.0.9 9000000090000 9000000000 9.90 00008

XXX XXXXXXK XX XXXXK X XXXXXXXKX X XXXKXKK XXXXXXKXXXXKXXKXX.

Prinosy pre cieleny marketing

XX XXXXHXXX XX XXXK X XHXKXXHXK X XXXKXXK XXXXHXXHXKEXKEXXKXK . KX XXXXXXXK XX XXXX
XXXXXXXXXX X XXXXXXX XXXXXXXXXXXXXXKX.
XX XXXXXXK XX XXXK X XXXXXXKXX X XXXXXKK XXXXXXXXXKXKK XX XXXXXXX XX XXXX X

XXXXXXXXX X XXXXXXX XKXKXKXXXXXXKXKXK XX XXXXXXX XX XXXX X XXXXXXXXX X XXXXXXX.

XXX XXXXXXX XX XXXX X XXXXXKXXXK X XXXXKXK XXXXXXXXXXXXKXKX .

BOXXOXXXXXXX XX XXXX X XXXXXXXXX X XXXXXXK XXXXKXXXXXXXXKXK . XX XXXXXXX XX
XXXX X XXXXXXXXX X XXXXXKX XXXKXXXXXKXXXXXXK.

XXX XX XXX X XXXXXXXXXK X XXXHXXXX XXXXKXXHXXHXXXX XX XXXXXXX XX
XXXX X XXXXXXXXX X XXXXXXXK XXXXXXXXXXXXXXXK XX XXXXXXX XX XXXX X
XXXXXXXXX X XXXXXXX.

XXX XXXXXXX XX XXXX X XXXXXKXXXK X XXXXKXK XXXXXXXXXXXXKXKX .

XX XXXXXXK XX XXXX X XXXKXXXKK X XXXXXXK XHXXXXKXHXXXXKXXK . XX XXXXXXX XX XXXX

XXXXXXXXXX X XXXXXXX XXXXXKXXXXXXXXKX.

DalSie skiimanie o nakupnom spravani klienta a navrhy na zlepsenie

XX XXXXXXX XX XXXX X XXXXXXXXK X XXXXKXXXK XXXKXXXXXXXXXXKX.
Navrhujeme X XXXXXXXXX X XXXXXXX XXXXXXXXXXXXXXXK. XX XXXXXXX XX XXXX X

XXXXXXXXX X XXXXXKXX XXXXXKXKXKXXXXXX.

B OXAXXXXXXXX XX XXXX X XXXXXKXXXX X XEXXKXXKX XXXXXXXXKKXXHXXXXK ., XX XXXXXXXK XX
XXXX X XXXXXXXXK X XXXXXXX XXXXXXXXXXXXKXXX.
BOXXOXXXXXXX XX XXX X XXX X XXXXXKXX XXXXKXXHXXHXXXX XX XXXXXXX XX

XXXX X XXXXXXXXX X XXXXXXXK XKXXXKXKXXXXXXXXK XX XXXXXXX XX XXXX X

XX XXXXXXK XK XXXX X XXXXXXXKX X XKXKXXXK XHXXXEXXXHXXEXXIKXXK . XX XXXXXXX XX XXXX

XXXXXXXXXX X XXXXXXX XXXXXXXXXXXXXXKX.
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Zhrnutie vlastného vkladu

Do vlastnej tvorby prace zarad’'ujeme nasledovné témy:

B OXXOXXXXXXXXX X XXXXXXX XXXXXXXXXXXXXXXK.
XXX XXXXXX XX XX XXXXXXK XX XXXX X XXXXXXXXK X XXXXXXX.

O XXXXXXX XXXXXXX XXXXKXXHXXXXXXXKX.

Tymito jednotlivymi bodmi sa ndm podarilo naplnit’ hlavny a ¢iastkové ciele prace,
ktorymi boli:
B OXXOXXXEXXXXX X XXXXXXX XXKXXXXXXXX XX XXX

BOXXOXXXXXXX XX XX XXXXXXX XX XXXX X XXXXXXXXK X XXXXKXX.

XXX XXXXXXX XXXXXXK XXXXXXXXXXXXKXXKX .

Nase vysledky a odportcania budeme konzultovat' aj so skimanou spolo¢nostou x
XXXXXXXXX X XXXXXXK XXXXXXXXXXXKKKKK. XX X XXX, XXXXXXK XXXXX XXXXXXXXXXX X
XXXXXX XXXXXXXXXX XXXXXKKKK XK XXXKKKKKK XXXXXXXX XXX XXXXXXXXXXK XXXXKXK
XXXXXX X XXXXXRKKK XXXXXK XXXXKKKKKKKXXX XXX XKKK XXXXXXX XXXXKK XK XXXXXXX
XXXXXXXXK XXXXXXXXXK XXXXXXXXXX X.

XXXXXXX XXXKK XXXXXXXXXXK X XXXXXX  XXXXXXXKKK XXXXXXXXK XX XXXXXXXXX
XXXXXXXX XXX XXXXXXXXXXK XKXXXKXX XXKKKX X XKKKKKKKXX XXKKKK XXXXXXXXKXKKKKK XXX

),9,.0,0.9.0.0,0.0.0.0 9.0.9.0.0.0.9.0.9,0.9,.0.0.0.0.0.0.0,0.0.0.0.00.0.00,.00,.00.0.00.8 00900000008

XXXXXXX XXXXX XXXXXXXXXXK X XXHXXXK XXXXXXXKXK XHXXXXXXXK XX XXXXXXXXX
).9,0,0.0.0 0.0, @ 0.0 QIED0.0.9.0,0.9,0,0.0,0.9.9.0.0.0,0.9.9.00.0.0 9.9 .0.0.00.0.0 0.0, 0,00 0.0.0.9.0.09000,000,00.0.9 0,04
P90, 0.9.0.9,0.0.0.0.9.0.0.0.0.0. 9.0 §.9,0.0,0,0.0.90.0.00.0.00.0.0.9.00.0.00.000.000000¢000 0.8

XXXXXXK XXXXX XXXXXXXXXKK X XXXXXK XXXXKKXXKXK XXXXXXXXK XX XXXXXXXKX
) 9.0.0.0.0.0.0. @ S0 QD .9.9.9.0.0.9.000.0.0 990000900000 0.9000000009 0,00 0.0.0.9.0000000000009 0,04
P00 0@ 0.0.00.0.0. 9000009 09 000000 9.900.000000 000000000 9.000000000.0.9.0.0000 0900004
XXXXXXXXXXX X XXXXXX XXXXXXXXXX XXXXXXXXX XX XXXXXXXXX XXXXXXXX XXX
XXXXXXXXXXK XXXXXX XXXXXX X XXXXXXXXK XXXXXX XXXXXXXXXXXKXXK XXX XXX XXXXXXX
XXXXXX XX XXXXXXX XXXXXXXXK XXXXKKXXXXK XXXXXXXXXX X,

XXXXXXK XXXXX XXXXKXXXXKK X XXXXXK XXXXKKXKXK XHXXXXXXK XX XXXXXXXKX
) 9.0.0.0.0 0,09 S0 QD .9.0.9.0.0.9.000.0.0 990009900000 0.9000000009 0,00 0.0.0.9.900.0000000009 0,94

XXXX XXXXXXX XXXXXX XX XXXXXXXK XXXXXXXKXK XXX XXXXXXXXXX X XXXXXXX XXXXX
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XXXXXXXXXXX X XXXXXX T XXXXXXXXXX XXXXXXXXX XX XXXXXXXXX S XXXXXXXX XXX
XXXXXXXXXXX XXXXXX XXXXXX X XXXXXXXXK XXXXKX XXXXXXXKXXXXXXK XXX XXXX XXXXXXX
XXXXXX XX XXXXXXX XXXXXXXXX XXXXXKXXXXXK XXXXXXKXXXX X,

KXXXXXK XXXXX XXXXXKXXXXK X XXXXXK XXXXXXXKXK XXXXXKXXXX XX XXXXXXXXX
) 9,0,0.0.0 0.0 @ $.0. QD 9.0.9.9.0.9,.0.0.0.0.0.9.90.00.9.9.00.00 09000000009 0.000.0.0.9.009000.000000.0 004

19,0, 0.9.0.9,0.0.0.0.9.0.0.0.0.0. 9.0 §.9,0.0,0,0.0.00.0.00.0.00.0.0.0.00.0.00.000.0000 00000008

40



ZOZNAM POUZITEJ LITERATURY

BABCANOVA, L. 2013. Znizovanie nakladov a stmelovanie timu : Mame na to recept. In
Zisk manazment. 2013, ro¢. V, €. 6-7. ISSN 1339-2433.

BAKER, J. M. 2007. Marketing strategy and management. 4. vyd. Baskingstoke,
Hampshire, New York : Palgrave Macmillan, 2007. ISBN 978-14-0398-627-6.

BERKA, P. 2003. Dobyvani znalosti z databdzi. Praha : Academia. 2003. ISBN 80-200-
1062-9.

BURDA, M. 2004. Ziskavani znalosti z databaz - Asociacni pravidla [online]. Dostupné
na: http://www.fit.vutbr.cz/study/courses/ZZD/public/seminar0304/GUHA-text. pdf
[cit. 14-03-2014].

CAO, L. et al. 2009. Data Mining for Business Applications. New York : Springer, 2009.
ISBN 978-0-387-79419-8.

CHOVANOVA, V. s. a. Zdkladné rozdelenie potravin [online]. Dostupné na:

http://www.clinic24.eu/clanky/71/zakladne-rozdelenie-potravin.aspx [cit. 14-3-
2014].
FUJITSU. 2013. Product Overview [online]. Dostupné na:

http://www.fgs.pl/business_intelligence/products/ghostminer/product _overview.
[cit. 14-3-2014].

GALBAVA, Z. etal. 2008. Vplyv globdinej klimatickej zmeny na lesy Slovenska : priebezna
sprava. Zvolen : NLC - LVU, 2008. 46 s.

HVORECKY, J. 2013. Databazové technoldgie. Bratislava : Equilibria, 2013.
ISBN 9788081430824.

JANOSCOVA, R. 2013. Ziskavanie poznatkov z databdz : predndska [online]. Trenéin :
VSM, 2013. Dostupné na: http://online.vsm.sk/moodle/course/category.php?id=26
[cit. 2014-03-14].

KELEMEN, J. et al. 2007. Pozvanie do znalostnej spolocnosti. Bratislava : lura Edition,
2007. ISBN 978-80-8078-149-1.

KELEMEN, J. et al. 2008. Kapitoly o znalostnej spolocnosti. Bratislava : lura Edition,
2008. ISBN 978-80.8078-209-2.

KHANDLOVA, S. 2014. Komunikacné ndstroje mamazéra v medzindrosnej organizacii -

diplomova praca. Bratislava : VSM, 2014. 83 s.

41


http://www.fit.vutbr.cz/study/courses/ZZD/public/seminar0304/GUHA-text.pdf
http://www.clinic24.eu/clanky/71/zakladne-rozdelenie-potravin.aspx
http://www.fqs.pl/business_intelligence/products/ghostminer/product_overview
http://online.vsm.sk/moodle/course/category.php?id=26

KIMLICKA, S. 2004. Priklady citovania podla ISO 690 a ISO 690-2 [onling]. Bratislava :
Katedra kniZniénej a informaénej vedy FF UK, 2004. 36 s. Dostupné na: http://vili
.uniba.sk/AK/citovanie_priklady.pdf [cit. 2012-08-03].
KITA, J. et al. 2010. Marketing. Bratislava : lura Edition, 2010. ISBN 978-80 8078-326-3.
KLIMEK, M. Manazment zaznamov v knizniciach. 2001. 15 s. Rukopis.
KOTLER, P. 2001. Marketing management. 10. rozs. vyd. Praha : Grada Publishing, 2001.
ISBN 802470016-6.
KOTLER, P. 2003. Marketing od A do Z. Praha : Managment Press, 2003. ISBN
8072610821.

KOTLER, P. et al. 2007. Moderni marketing. 4. eurdpske vydanie. Praha : Grada
Publishing, 2007. ISBN 978-80-247-1545-2.

KRETTER, A. et al. 2008. Marketing. Nitra : Slovenska pol'nohospodarska univerzita,
2008. ISBN 978-80-552-0134-4.

KUCIANOVA, M. Ndrodni buditelia. Slovenska narodna kniZnica, Nam. J. C. Hronského
1, Martin. 6. aprila 2014. Osobné komunikécia.

LIDL. 2014. O spolocnosti [online]. [cit. 14-3-2014]. Dostupné na:
http://www.LIDL.sk/cps/rde/SID55228A857CD6/www_LIDL _sk/hs.xsl/2640.htm
[cit. 14-3-2014].

MATUS, I., CABYOVA, K., DURKOVA, K. 2008. Marketing — zdklady a ndstroje.
Trnava : Fakulta masmedialnej komunikacie UCM, 2008. ISBN 978-80-8105-074-
9.

MATOVCIKOVA, D. 2010. How adults cope with the conversion to the Euro in the Slovak

Republic. In Proceedings of the 16th International Conference o Adults Learning

Mathematics — A Research Forum (ALM) incorporating the LLU+ 7th National
Numeracy Conference [CD-ROM]. London : South Bank University, 2009, p. 169-
177. 1SBN 978-1-872972-12-1.
NOVAKOVA, S. Rozpocet vzdeldvacich agentiir. Bratislava. 30. marca 2014. Telefonicka
komunikacia.
PARALIC, J. 2003. Objavovanie znalosti v databdzach. Elfa : Kogice, 2008. ISBN 80-
89066-60-7.
PROFESIA. 2012. Nadpriemerne zardabaju jedine ludia v Bratislavskom kraji [online].
Dostupné na: http://www.profesia.sk/cms/newsletter/april 2012/nadpriemerne-
zarabaju-jedine-ludia-v-bratislavskom-kraji/43741 [cit. 14-3-2014].

42


http://www.lidl.sk/cps/rde/SID55228A857CD6/www_LIDL_sk/hs.xsl/2640.htm
http://www.profesia.sk/cms/newsletter/april%202012/nadpriemerne-zarabaju-jedine-ludia-v-bratislavskom-kraji/43741
http://www.profesia.sk/cms/newsletter/april%202012/nadpriemerne-zarabaju-jedine-ludia-v-bratislavskom-kraji/43741

RUNDESOVA, T. 2009. Pre uspech potrebujete miestny kontakt. In Hospoddrske noviny.
2009, ro¢. 17, ¢. 74, s. 20. ISSN 1335-4701.
STN ISO 690-2:2001. Informdcie a dokumentdcia. Bibliografické citacie. Cast 2:
Elektronické dokumenty alebo ich ¢asti. Plati aj ako CSN IS0-2:2000.

Zikon ¢. 183/2000 Z.z. o knizniciach, o doplneni zdkona Slovenskej ndrodnej rady ¢.
27/1987 Zb. o statnej pamiatkovej starostlivosti a o zmene a doplneni zdkona ¢.
68/1997 Z.z. 0 Matici slovenskej.

ZAUARI, A. 2014. Prieniky kultur. Dubravska 5, Prievidza. 10. februara 2014. Online

komunikacia.

43



PRILOHY

Priloha A Vypis vSetkych 131 ziskanych pravidiel
Priloha B XXXXX XXX XXXX XXXXXX

Priloha C Fotodokumentacia



Priloha A

=== Run information ===

Scheme: weka.associations.Apriori -N 150 -T 0 -C 0.6 -D
0.05-u 1.0 -M 0.1 -S -1.0 -¢c -1
Relation: Pre diplomovku csv.-
weka.filters.unsupervised.attribute.Remove-R3
Instances: 150
Attributes: 33

Pohlavie

Den

Maso

Masove vyrobky

Mlieko

Mliecne vyrobky

Vajcia

Tuky zivocisneho povodu
Ryby ostatné vodne zivocichy a vyrobky z nich
Obilniny
Vyrobky z obilnin
Olejniny
Strukoviny
Zemiaky
Zelenina
Vyrobky zo zeleniny
Ovocie
Vyrobky z ovocia
Huby
Tuky rastlinneho povodu
Korenie a dalsie dochucovadla
Kakao cokolada a cokoladove bonbony
Kava a kavoviny
Nealko napoje
Alko napoje
Sladidla
Slane pochutky
Sladke pochutky
Potraviny nerastneho povodu
Potraviny zmiesane
Domace potreby
Kozmetika
Oblecenie
=== Associator model (full training set) ===



Priloha B

Minimum support: 0.1 (15 instances)

Minimum metric <confidence>: 0.6
Number of cycles performed: 18

1. Mlieko=T Ovocie=T 18 ==> Mliecne vyrobky=T 17
conf: (0.94)
2. Ryby ostatné vodne zivocichy a vyrobky z nich=T Sladke

pochutky=T 17 ==> Mliecne vyrobky=T 15 conf: (0.88)
3. Mliecne vyrobky=T Alko napoje=T 17 ==> Vyrobky z
obilnin=T 15 conf: (0.88)

4. Masove vyrobky=T Mliecne vyrobky=T 24 ==> Vyrobky z
obilnin=T 21 conf: (0.88)

5. Tuky zivocisneho povodu=T 21 ==> Mliecne vyrobky=T 18
conf: (0.86)

6. Masove vyrobky=T Kakao cokolada a cokoladove bonbony=T
19 ==> Mliecne vyrobky=T 16 conf: (0.84)

7. Mlieko=T Zelenina=T 19 ==> Mliecne vyrobky=T 16
conf: (0.84)

8. Pohlavie=Muz Mliecne vyrobky=T Zelenina=T 19 ==> Vyrobky
z obilnin=T 16 conf: (0.84)

9. Vyrobky z obilnin=T Zelenina=T Kakao cokolada a
cokoladove bonbony=T 19 ==> Mliecne vyrobky=T 16
conf: (0.84)



Priloha C




