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ABSTRAKT

lXXXXXX, Silvia: Analyza ndkupného kosika [Diplomova ALEBO Bakalarska praca].
Vysoka $kola manazmentu. Vedaca diplomovej/ bakalarskej prace: Ing. Bernadeta Jandova,

PhD. Bratislava : Vysoka $kola manazmentu, 2023. 83s.

Diplomova préca 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 udaje ako bolo pohlavie, deii ndkupu, 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 druhe;j
praktickej Casti. V teoretickej Casti prace sa zameriavame na teoretické podklady z oblasti
marketingu, spravania sa zakaznikov 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
zdkladnych matematickych a $tatistickych metod. Dalej sa zameriavame uZ na samotny
exploraény vyskum, kde pracujeme s algoritmom Apriori, ktory pracuje s asocia¢nymi
pravidlami v softvérovom produkte WEKA. Jeho cielom je odhalit’ zaujimavé a skryté
stvislosti medzi rozli¢nymi atribitmi v nakupnych kosoch. Pri ziskavani znalosti zo softvéru
WEKA postupujeme podl'a manazérskej metodiky CRISP-DM, ktora ma Sest’ faz.

V zavere prace vyhodnocujeme ziskané znalosti z vyskumu a opisujeme nase

odporucania najlepsich rieSeni pre spolo¢nost’ LIDL Slovenska republika, v. o. s.

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

nakupného kosika, asocia¢né pravidla, KDD, datamining, algoritmus Apriori, WEKA.

Komentar od [SA2]: Spravny nazov koly
Spavne meno vediceho prace




ABSTRACT

XXXXXX, Silvia: Market basket analysis [Diploma OR Bachelor thesis]. Vysoka dkola
manazmentu. Supervisor: Ing. Bernadeta Jandova, PhD. Bratislava: Vysoka skola

manaZmentu, 2023. 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.

Komentar od [SA3]: Spravny nazov koly
Spavne meno veduceho prace




PREDHOVOR

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

Pre nasu analyzu sme si vybrali spolo¢nost’ xxxxxxxxxxxx. Daldim dévodom bol fakt,
ze xxxxxxxxxxxxxxxx. Chceli sme upozornit’ na délezitost’ zbierania idajov o klientoch
XXXXXXXXXXXXXXXXXX a moznost pomocou nich analyzovat XXXXXXXXXXXXXX a
prostrednictvom cieleného marketingu XXXXXXXXXXXXX. XXXXXX XX X XXXXXXXXX XXX
XXXXXXXXXXXXX XXXXK XKXXXXXXXK XXXXXXXK XXX XXXXXKKXKX XXX XXXXX XXX XXXXXXX

XXXXXXX XXXXXKXX XXKKXKKXKKXXKX XXXXXXXXXXK.

Rada by som sa pod’akovala vSetkym tym, ktori ma neustale podporovali a akymkol'vek
sposobom mi pomohli pri spractivani mojej zaverecénej prace. Najvacsiu vdaku by som
vyslovila veducej diplomovej prace XXXXXXXXXXXXXXXXXxX za jej odborné rady,

pripomienky a velkt pomoc pri vyhotoveni diplomovej prace.
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UVOD

V dne$nej modernej dobe, ked” su trhy preplnené a ponuka prevysuje dopyt, sa
spoloCnosti  snazia XXXXXXXXX X XXXXXXX  XXXXXXXXXXXXXXXX XXXXXXXXXXXXX
XXXXXXXXXXK X XXXXXXXXXXX X X X XXXXXXX XXXXXXX XXXXXXX XXX X X XXXX X X X
XXXXXXXXXXX XXXXXX XX XX XXXXXXX XXXXXX XX XXXX XX, XXXXXXXXX X XXXXXXX
XXXXXXXXXXXXXRRK. XXXXXXXXXXXKXK KXXXXKXXXKK X XXXXXXXKKXX X X X XXXXXXX XXXXXKX
XXXXXXX XXX X X XXXX X X X XXXXXXXXXKX XXXXXX XX XX XXXXXXX XXXXXX XX XXXX XX.
XXXXXXXXX X XXXXXXX XXXHKHXHKKXXXXXXXIK - XXXXXXXKXKKXX XXXXXXXXXXK X XXXXXXXXXXXK
XXX XXXXXXX XXXXXXK XXXXXXX XXX X X XXX X X X XXXXXXXXXXK XXXXXX XX XX XXXXXXX
XXXXXX XX XXXX XX, XXXXXXXXX X XXXXXXX XXXXXXXXXXXXXXXK  XXXXXXXXXXXXX
XXXXXXXXXXX X XXXXXXXXXXK X X X XXXXXXX XXXXXXX XXXXXXX XXX X X XXXX X X X
XXHXXXXXXXXX XXXXXK XX XX XXXXXXK XXXXXX XX XXXX XX.

Vieme, 7€ XXXXXXXXX X XXXXXXX XXXXXXXXXXXXXXXX XXXXXXXXXXXXX XXXXXXXXXXX X
XXXXXXXXXXX X X X XXXXXXX XXXXXXX XXXXXXK XXX X X XXXX X X X XKXXXXXXXKXK XXXXXX XX
XX XXXXXXX XXXXXX XX XXXX XX XXXXXXKKHKKKKKXXXXXXXK XXXXXXXXXXXXXXKX XXX XX
XXOOXXXXXXXX XX XXXXX XXXXXXXX XX X X XXXXX X XXXXXXXXXX
XXXXXXXXXXXXIXIXEXXEXEKEXKKHKHXXHKKKHXXXHKHXHKHXKKXXIXIIIXIXEXEXXEKKKXHKKKKXKXKKXXXXIXXXXKKKKXK
XXXXXXXXXXXXXXXXXXXXXXXXXX.

V predlozenej diplomovej praci sa prave tejto problematike venujeme.

Cielom diplomovej prace je XXXXXXXXX X XXXXXXX XXXXXXXXXXXXXXXX
XXXXXXXXXXXXX XXXXXXXXXXX X XXXXXXXXXXX XXX XXXXXXXK XXXXXXK XXXXXXX XXX X X
XXXX XXX XXXXXXXXXXK XKXXXX XX XK XXXXXXX XXXXKX XX XXXX XX,

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

Diplomovii pracu delime na XXXXXXXXX X XXXXXXX XXXXXXXXXXXXXXXX
XXXXXXXXXXXXK XXXXXXXXXXKX X XXXXXXXXXXX X X X XXXXXXK XXKXKXX XXXXXXX XXX X X
XXXX X X X XXXXXXXXKXK XXXXXX XX XK XXXXXXK XXXXXX XX XXX XX..

Prva, teoretickd cCast je zamerand XXXXXXXXX X XXXXXXX XXXXXXXXXXXXXXXX
XXXXXXXKXXXXX T XXXXXXKXXXX X XXKXXXXXXXX XXX XKXXXXX XXXXXXX XXXXXXX XXX X X
XXXX X X X XXXXXXXXXXX XXXXXX XX XX XXXXXXX XXXXXX XX XXXX XX. Dalej sa u
konkrétnejSie  venujeme = XXXXXXXXX ~ XXXXXXXXXXXXXXXXXXXXXXXXXXXXX  XXXXXXX

D,0,9,0.0,0.9,0.0,0.9,0.0,0.9,0,0 9,0 9,0.0.0.0.0.0.0.0,.0,9,0,0,0,0.0,0.0,0.0,:0.0,.0.9,0,0,.0,0,0.0.0,0.9,0.0,0.0,0.0,0.0.0.0,0,0,0,0.0,¢.9,0.0,0.0.¢
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XHXXXXXXXXXEXXKXXKXXXXEXXKXKXXXIXIEXXKXKIXK. KXXXXXXXXKXXKXX X XXX XX X XXXXXX
XXXXXXXXXXXXXXXXK XX XXXXX.

V druhej, empirickej ¢asti diplomovej prace sa venujeme metodike diplomovej prace,
kde sme explixitne vyjadrili ciel, nase predpoklady a o¢akavania formou hypotéz/predikcii
a predstavili sme Citatelovi cely pracovny postup pri samotnom vyskume (zvolené
vyskumné metody, charakterizovali sme vyskumny stibor/objekt skiimania, opisali sme ako
sme data zbierali, ako sme ich zaznamenavali, ako sme ich triedili, atd’.). XXXXXXX
XOOKXXXXXK XXX XX XXXXXXX XX X XXXXXX XX XX XXXXXXXX XX
) 0.0.:9.0.9.0.9.0.0.9.0.0.0.0.0.9.0.9.0.9.0.0.0.0.0000.9000068

V aplikacnej Casti naSej prace, ktord je doplnend grafmi a obrazkami interprujeme
vysledky a zistenia, ku ktorym sme dospeli. V ramci diskusie predkladame Citatel'ovi vlastné
postoje, konfrontujiic ich s vysledkami vyskomov inych autorov a navrhujeme rieSenia. Xx
XX XXXXX XXXXXXXXXXXXXXXK XXXXKXXK XXX XXXX XXKXXK XXXXXK XXXXXXK X XX XXXXXX XXXX
XXX XXXXXXXXXKK XXXXXXK XXXXKXXKX XX XXX XX XXX XXXXXKKX XXX KHXXXXXKKKXXXKK.

V zavere prace akcentujeme vlastny vklad a prinos pre prax, XXXXXXXXX X XXXXXXX
),0.9,:0.9.:9.0,:9.9,.0.9.0.0.0.0.0.95 9.0.9.:¢.0.0.9.0.0.0.0.0.90 0.9.0.0.0.9.0.09.0.0 §9.9.000000.00.0.09.9.9.90,0 0009090000
XXXXXXX XXX X X XXXX X X X XXXXXXXXXXK XXXXXX XX XX XXXXXXK XXXXXX XX XXXX XX,

RXXXXXXXXKXXKKXXHXXXXK XXX KHKXXHXEXXXKXKHKXKHXEXXKE XXX XKKXXHXXXHEXXKKXXKHXXKXXXXXK
)0,.0,:0.9.:9.9.9.0.0.0.0.0.0.0.0.0 0.9 0.9.0.0.9.0.0.0.0.0.9.0.00.0 6.0 00090000.00.00.00909000000000000000000004

XXXXXXXXXXXX.
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1 TEORETICKE VYCHODISKA

Teoreticky zaklad, o ktory sa opierame, sme v praci rozdelili do xxxxx podkapitol. X
P 0.0.0.0.0.0.0.0. 9.9 0,900,090 §.9.0.0.0.9.09.0.0.9.9000 0850000000000 0000 9.0.09.900.000,0.99.9.00.009.0004
XXX XXXXXXX XXXXXXX XXXXXXX XXX XX XXXX XXX XXXXXXXXXXX XXXXXK XX XX XXXXXXX
XXXXXX XX XXXX XX.

V teoretickej Casti prace o marketingu sme pouZivali hlavne knizné zdroje P. Kotlera
medzinarodného marketingu na Nortwestern Universty. Okrem toho je autorom knih a
¢lankov uverejnenych v prestiznych ekonomickych ¢asopisoch a stale posobi ako poradca v
nadnarodnych spolo¢nostiach v oblasti marketingovej stratégie a planovania napr. v IBM,
AT&T, Bank of America a iné. Kniha Marketing od A do Z pontka prehl'adné zhrnutie
najddlezitej$ich marketingovych pojmov a koncepcii. Druha kniha Marketing management
zahffia doterajie najlepsie tedrie a praktiky a dopiiia ich o nové marketingové myslienky,
nastroje a techniky. Dal§i vyznamny autor v oblasti marketingu, ktory nas pri pisani

ingpiroval je G. Armstrong.

$,9,0,9,0,0.0,0.0,0.0,0.0,0.0,0.0.0.0,0,0,0,0,0,0.0,0.0,0.0.0,0.0,0,0,0,0,0,0,0,0,0,0.0,0.0,0.0,.0.9,0.9.0.0.0,0,0,0,0,0.0,0.0,0.0,0.0.0.0.0.4
D,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,.0,0.0,0.0,:0.0,:0.0,0.9,0,0,0,0,0,0.0,0.0,0.0,0.0,0.9,0.0.0,0,0,0,0,0,0,¢.0,0,0,0.0.¢
Da0,0,0,0,0.0,0,0.0,0,0.9,0,0.0,0.0.0,0,0,0,0.0,9,¢0.0.0,0.0.0,0.0,0,0.0,0,0.0,0.0.0,0.0.0,0,0.0,0,0.09,0.0.0,¢.0,0,0.0,0,0.0.0.:0.0,0.0,0,0,0.0,0,0¢

Da0,0,0,0,0,0,0,0,0,0,0.0,0,0.0,0.0.0,0,:0.0,0,.0.9,0,0.0,0.0.0,0.0,0,0.0,0.0.0,0,0.0,0,0.0,0,0,0,0,¢,0.4

) 9,0,0,9,0,0.0,0,0.0.9.0.9,¢,0.9.0.0.0,0,0.9,0,0.9,9.0.9,0.0.9,0,0.0.0,0,.0.0. 0.9, 0,0.0.0.0.0 0,0.0.0.0.0.9,.9.¢.9.0,09,0.09.0.060064
D,0,0,0.0,0.9,0.0,0.9,0.0,0.9.0,0 9,0 9,:0.0.0.0.0.0.0.0,0,9,0,0.0,0.0,0.0.:0.0,.0.0,.0.0,0,0.0,0,0.0.0,0.9,0.0.0.0,0.0,0.0.0.0,0,0,0,0,0,¢.9,0.0,0.0.¢
D,0,0,0.0,0.0,0.0,0.9,0,0,0.9,0,0.0,0 0,0.0,0.0,0.0,.0.0,0,0,0,0,0,0.0,0.0,0.0,: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,¢.0,0,0,0.0.¢

Du0,0,0,0,0.0,0.0.0,0,0.9,0,0.9,0.0.9,0.0.0,9,0.9,¢,0.0,0.0.9.¢.0.9.0.0.0.¢.0,9.¢.9,0,09,0,0,0.0.¢04

Z cudzojazyc¢nej literatiry sme eSte pouzili dielo J. Bakera (2007), ktory je vynikajicim
odbornikom v oblasti marketingu. Zalozil oddelenie marketingu na University of Strathclyde
vo Vel’kej Britanii. Je zakladajiicim editorom ¢asopisu Journal of Marketing Management a
vestniku Zakaznicke spravanie. V sucasnej dobe je prezidentom Akadémie marketingu.
Kniha Marketing strategy and management prindSa aktudlny obsah, zachovava tradi¢ny
funkény pristup k marketingu a obsahuje aj aktualny vyskum a priklady ako povzbudit’

Studentov aplikovat’ teoretické principy marketingu pre praktické redlne situdcie.
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V praci sa prioritne orientujeme na problematiku nakupného spravania spotrebitel'ov. Tu
nés 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 spotrebitel'skému spravaniu a tiez
vyskumu trhu. Kniha, ktort sme si vybrali sa orientuje na Spotrebitel'ské spravanie a

popisuje najddlezitejsie faktory, ktoré ho ovplyviiujua.

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
od J. 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 pdsobil ako host'ujuci 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 organizdcii, t. j. na tvorbu znalosti z hladiska poziadaviek
organizacie, pristup k vzdelavaniu, pracu so znalost’ami, problematiku uciacej sa organizacie
atd’. Priklady a pripadové Studie zachytdvaju uplatnenie manazmentu znalosti v podnikove;j

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 Sirok interdisciplindrnu oblast’ s vel’kou skupinou vyznamnych
tém, ktoré ju spoluvytvaraji. Kniha je vysokoskolskou u¢ebnicou a je rozdelena do dvoch
Casti. Prva Cast’ je venovand prevazne sociadlnym aspektom riadenia znalosti a druha cast’
technickym aspektom podpory prace so znalostami. Autorka vychadza z diel znamych

zahrani¢nych autorov.

13



Znalostnému manazmentu prislicha praca so znalostami. Pre ziskavanie znalosti sa
pouzivaji nastroje znalostného manazmentu. Literatura definuje KDD, charakterizuje jej
ulohy akymi st napr. klasifikacia, predikcia, deskripcia a iné. Zmieiuje sa o jednotlivych
technikach datamining-u, ktoré sa pouzivaju pri jednotlivych tlohdch KDD ako aj o
konkrétnej technike asociaénych pravidiel pouzivanej pre analyzu ndkupného kosika.
Podrobnou odbornou publikaciou je literatura od P. Berku (2003), ktora detailne opisuje

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

Posledné, ¢o je potrebné spomentt’ pri in$piraénych zdrojoch pre nasu pracu st zdroje
zamerané na ziskavanie poznatkov z dat pouZzitim softvérovej podpory. Su to rozlicné
softvéry od komplexnejSich po menej komplexné, ktoré riesia rad dataminingovych tloh,
alebo ktoré sa zameriavajii na konkrétne dataminingové techniky. Pre ziskavanie poznatkov
z dat je potrebnd znalost' s pracou s danym softvérom. Pri komerénych produktoch

spolo¢nost’ poskytuje navod na pouzivanie softvérovej podpory.

1.1 Marketing

Pojem Pojem marketing ) 0.0.0.0.0.0.0.0.00 @.9.0.9.0.9.0.8.0.9.0.990.0.90900.00000 0 0.90.000.9000.0004
XXXXXXXXXXX X XXXXXXXXXXX X X X XXXXXXXK XXXXXXXK XXXXXXX XXX X X XXXX X X X
XXXXXXXXXXX XXXXXX XX XX XXXKXXX XXXXXX XX XXXX XX (Matus, Cébyové, Durkova, 2008).
) 9,.0.0.0.0.0.05.9.9.0.0.0.0.0.0.0.0. 8D .00.0.9.9.9.0.0000000 80000000080 0000EN 0099000000080 0 80004
XXXXXXXXXXXXXX XXX XXXXXXXXXXXXXXX ),9.9.0.9.9.0.0.9.0.0.9,9.9.0.9.9.0.0.9.0.0.9.9.0.0,:0.9.0.9.9.0.0.4
), 9,0.0.9.9.9.0.0.9.0.0.9.0.9.0.0.0.0.0.0.9.9.0.9.90.0.0.0.00009999990000000000900000009.90000000000090900004

D0,0.0,0,0.9,0.:0.9,0,0.9,0,:0.9,:0.0.9,.0,0.0,0,0.9,.0.0.9.¢.0.9,:0,0.9.0.0.0.0.0.9.99.0.¢0.900.000,008

1.1.1 Histéria a podstata marketingu

Najznamejsi autori sveta a odbornici na marketing P. Kotler a G. Armstrong (2004, s.
30), ho definuju ako “spolo¢ensky a manazérsky proces, prostrednictvom ktorého si
uspokojujui jednotlivci 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

XXXXXXXXXXK XXXXXX XX XX XXXXXXK XXXXXX XX XXXX XX, XXXXXXXXX X XXXXXXX
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XXXXXXXXXXKXXXKXK XXXXXXXXXXXKXK XXKXKXXXXXXK XXXXXK XX XX XXXXXXK XXXXXX XX XXXX
XX.

Z hladiska organizacie J. Kita (2010) doddva, Ze XXXXXXXXX X XXXXXXX
XXXXXXXXXEXXXXKXK XXXXXXXKXXXXKX XKXXKXXXIEXK X XXXKXXKXXKK X X X XXXKXXK XXXXXXX
XXXXXXX XXX X X XXXX X X X XXXKXXXXXKK XXXXXK XK XK XXXXXXK XKXXXX XX XXKX XX.
XXXXXXXXKXKXXXXXXKKKKKK  XKXXXXXXXXKXKXKX X XXXX XXXXX  XXXXXXX  XXXX
XXXXXXXXXXXXXXXXXXXX

Zakladnym rozdielom medzi marketingom a predajom je ten, Ze XXXXXXXXX X XXXXXXX
)0.9.:0.9.9.0.0.0.0.0.0.0.0.0. 045 9.9.9.9.0.9. 90000090 0.0.0.00900000.990000000000.0.0.9.90.00009.0000004

$a0,0,0,0,0,0,0,0,0,0,0,0,0,0.0,0.0.0,0,0.0,0.0.0,0.9.0.0.0,0,0.0.¢.0.0,0.0.9.¢.0.0.8

1.1.2 Tvorba marketingovej stratégie

Pri tvorbe marketingovej stratégie je XXXXXXXXX X XXXXXXX XXXXXXXXXXXXXXXX
XXXXXXXKXXXXX XXXXXXKXXXX X XXXXXXXXXXX XXX XXXXXXXK XXXXXXX XXXXXXX XXX X X
XXXX X X X XXXXXXXXXXX XXXXXX XX XX XXXXXXX XXXXXX XX XxxX xx. V Tabulke 1 sme
uviedli faktory odliSnosti, ktoré sii XXXXXXXXX X XXXXXXX XXXXXXXXXXXXXXXX XXX XXXXXXX
XXXXXXX XXX X X XXXX X X X XXXXXXXXXXK XXXXXX XX XX XXXXXXX XXXXXX XX XXXX XX. Tie

dolezitejsie si stru¢ne vysvetlime.

Tabulka 1 Faktory odlisenia

Produkt Sluzby Personal Distribicia | Imidz

Forma Dostupnost’ Kompetentnost' | Pokrytie Symboly

Vlastnosti Dodanie Zdvorilost Odbornost’ | Média

Akost’ Instalacia Déveryhodnost | Uginnost’ Atmosféra

Konzistencia | Skolenie Spolahlivost Udalosti
zéakaznikov

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 sposob akym zakaznici vnimaja firmu a jej produkty; na imidz vplyvaji rdzne

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

Marketingovli  stratégiu  podniku  mdzeme Cerpat’  zZ XXXXXXXXX X XXXXXXX
XXOOKHIXXIXKXXXK . XXXKXXXXKXXXXK XHKHKHXXXXKHXKXX X XXXKXXXXKKX X X X XKXXXXX XXXXXXK
XXXXXXX XXX X X XXXX X X X XXXXXXXKKXXK XXXKKX XX XX XXX XXXXKX XX XXXX XX. VO

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

= Schopnosti a zru¢nosti podniku.
= Hrozby a prileZitosti vonkajsieho prostredia.
= Silné a slabé stranky podniku.

= Potreby zakaznikov.

Proces marketingovej stratégie d’alej delime XXXXXXXXX X XXXXXXX XXXXXXXXXXXXXXXX
XXXXXHXHKXXIIHK XXXXXXXIKEX X XHHXXXKHXHXXK KKK XXXXXXK XXXXXXK XXXXXKK XXX XX XXXX
XXX XXXXXXXX XXX XXXXKX XXXK XXXXXXX XXXXXX XX XXXX XX (Baker, 2007).

XXXXKHXX XHXHXXXXK XHXXXXIXKHK XXX XXKXHXXK XXXXXK XHXXX XXX XXXKXXXXXK
XXXXX XXXHXHXXXXIXKHHXXIIEHXXXK XXXXKXXK XXX XXXXXXK X XHXXXXKKXK XXXXXK XXXXX

XXX XXX XXXXXXX XXXXXX XXXXXXK XXXXXXXXXXXXXXXXX.

Marketingova stratégia moze byt XX XXXX X XXXXXXXXX X XXXXXXX XXXXXXXXXXXXXXXX
$,0,0,0,0,0.9.0.0.9.0.0.9,9.9.0.9.0 0.9.0.0.0.0 @ §0.0.00.0.000009 0.0.0.00.0.00.0.0.00.000.0.0.000000.0.00,0.9.9.00,04
XXX XXXXXXXXXRX XXXXXK XXX XXXXXXX XXXXXX XX XXXX XX X (Kotler, 2003).

Najrozsirenejs$imi stratégiami podl'a A. Krettera et al. (2008) si:

= Stratégia diferenciacie produktu - mozno ju dosiahnut’ XXXXXXXXX X XXXXXXX
XXX XX XXXX X XX XXXXXXXXXXK XXXXXK XXX XXXXXKK XXXXXX XX XXXX XX.

= Stratégia trhovej segmentacie - XXXXXXXXX X XXXXXXX XXXXXXXXXXXXXXXX
XXXXXXX XXX XX XKXX X XK XXHKHXXXIKKX XXXXXK XXKK XKHXXXX XXXKKX XK XXX

XX.

= Stratégia silného vyrobKku- j& XXXXXXXXX X XXXXXXX XXXXXXXXXXXXXXXX

XXXXXXXXXXXXX XXXXXXKXXXKX XXXXXX XX XXXX XX,
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XXXXXXX X XXXX X XXXXXXXXX X XXXXXXX XXXXXXXXXKXXXKXXK  XXXXXXXXXXXXX

XXXXXXXXXXX X XXXXXXXXXKX XXX XXXXXXX.

1.1.3 Spotrebitel’ské spravanie

Velmi doleZitou €astou XXXXXXXXX X XXXXXXX XXXXXXXXXXXXXXXX XXXXXXXXXXXXX
XXXXXXXXXXX X XXXXXXXXXKK XXX XXXXXXX XXXXXXX XXXXXXX XXX XX XXXX X XX
XXXXXXXXXXK XXXXXX XXX XXXXKXK XXXXXX XX XXXX XX.

Ako tvrdi P. Kotler (2007, s. 11) ,,Ludskd XXXXXXXXX X XXXXXXX XXXXXXXXXXXXXXXX
XXXXXXX XXXXXXX XXXXXXK XXX XX XXXK X XK XXKKXXXXXKK XXXXXK XKXX XXXKXXX XXXXXX
XX XXXX XX kupnou silou. XXXX XXXXXXXXXXXXX XXXXXXXXXX XXXKXXXXXXX XXX XXXXXXX
XX XXXXXXXX X XXXXXXXXXXXXK XXXXXXXXXXKK XXXXXXKXXXK XXXXXXXXXXXX X
XXXXXXXXXKXX XXXXK XXXXX XXX XXXXK XXXXXX XXXXXXXXXXHKXXXXK XXXXXXXXXXXX
XXXXXXX  XXXXX XXX XXXXXXXXX  XXXX XXXXXXXXXXXXXX  XXXXXX XXXXXXXXXXXX
XXXXXXXXXX.

Zakladom je, aby sme pochopili, Ze XXXXXXXXX X XXXXXXX XXXXXXXXXXXXXXXX
XXXXXXXXXXHXKK XXXKXXHXKKXK X XXXXKXXHKXK XXX XXXKXXK XXXXXXK XXXXXXK XXX XX XXXX
XXX XXXXXXXXXKX XXX XXX XXXKXXK XXXXKK XX XXXX XX.

Usporiadal ich do pyramidy podla toho aké su dolezité a naliechavé (Obrazok 1). Zo
SPOdKU  XXXXXXXXX X XXXXXXX  XXXXXXXXXKXXXXXK  XXXXXXXXXXXKK  XXXXXXXXXXX X
XXXXXXXXXXK XXX XXXXXKK XXXKXXX XXKXXXK XXX XX XXXX X XX XXXKXXKKXXK 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)

KXXXXXKXX X XXXXXXX XHXXXXXXXXXXXKXK XXXXXXXXXXKXK  XXXXXXXXXXX X

XXXXXXXKXXX XXXXXX XXXX XXXXXXX XXXXXX XX XXXX XX,

K rozhodovaciemu procesu spotrebitel’a

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

$,0,0,0,0,0.0,0,0.0.0.0.9,9.9.0.9.0.0.9.0,0.0.0.9.9.0.0.0,0.0,0.00.0.0.00,0.0.00.0.00,0.0.00.000,09.000000.000,0.09 00,04

X XX,
Obrazok 2 Pitetapovy 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 - ndkupny 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, predavajtci, vystaveny tovar,
= verejné zdroje — masmédia,

= skusenostné zdroje— skiiSanie, pouzivanie produktu.

5. Spravanie po nakupe - po kiipe 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 mdzeme vidiet, XXXXXXXXX X XXXXXXX XXXXXXXXXXXXXXXX

Pi0,0,0,0,0,0,0,0,0,0.0.0,0 .0,0.0.0,0.0.0.0,0.0,0 0.0,0.0.0,0.9.0.0.0.00.0.09.000.0 08
Obrazok 3 Model nakupného sprdvania sa v predajni

Vstup do predajne

!

Crientacia v predajni

RN
il

g
g

Zdroj: Vysekalovd, J.( 2011)

Prvym krokom je XXXXXXXXX X XXXXXXX XXXXXXXXXXXXKXXXX XXXXXXXXXXX.

1.2 Znalostny manaZment



V dnesnej XX XXXX X XXXXXXXXX X XXXXXXX XXXXXXXXXXXXXXXX  XXXXXXXXXXXXX
XXXXXXX.
Byt XX XXXX X XXXXXXXXX X XXXXXXX  XXXXXXXXXXXXXXXK  XXXXXXXXXXXXX

XXXXXXXXXXX X XXXXXXXXXXX XXX XXXXXXX.

1.2.1 Data, informdcie a znalosti ako zdklad znalostnej ekonomiky

Data, informacie a znalosti byt’ XX XXXX X XXXXXXXXX X XXXXXXX XXXXXXXXXXXXXXXX
XXXXXXXXXXXXX XXXXXXXXXXXK X XXXXXXXXXXX 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) Navrhnut' vnatornu $truktiaru databazy, t.j. rozhodndt’ sa, kol’ko tabuliek bude treba
a ¢o budu obsahovat’;

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

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

hodnoty.

XXX XXXX X XXXXXXHXXK X XXXXXXX XXXXHKXEXXXHXXIXXXKK XXXXXXXHXEXXXK XXXXXXXXKXXK
XXXXXXXXXXXEXXXXX XXXXXXXXXEXXKK XXXXXXXXXXX X XXKXXKIXKKKK XXX XXXXXXX, XXX XXXX
) 9.9,9,0.0.0.0.9.0 9. 9.9,0.9.9.9.0 9.0.0.900.009 09900009 0.00000000000 000000000 00.0.0.00.0.0.000004
XXXXX XXXX XXXXXX XXX XXXXXXXXXXX X XXXXXXXXXXX XXX XXXXXXX. XX XXXX
XXXXXXXKXXXX XXKXXKKXXXXXKX XXXXX XXX XXXXXXXXK XX XXXXXX XXXX XXX XXX XXXX
XXXXXXX XXXXXXXXXXK XXXXXXXXK XXXXXXXXXXXK XXX XXKXK T XXXXXXXXXX XXXXXX
P 0,.0.0,0.0.0.0.0.0.9.9.9.0.9,:0,0.9.0.0.9.0.0.0 0.9,:¢.0.9.0.0,0.0.0.9.0 0,099 0,990,009 0.0.00.00 0.0 090000000 0.9.9,004
D 0,0.0.0.0. 9/ 0.9,0,0.0.0.0.9,0.9.0.0,0,¢,0.0,0,0.0.9,0.0.0.0.0.09.0.9,.9.9.9.09.0,00.000,0080.0.00.0.090,0.00.000000.009 04
XXXXXXXXXX XXXXXXX XXXXXXXXXXXXX XXX XXXXXXXXXXKXK XXXXXXXXXXXXXK XXXXXXXXX
XXXXXXXKXXXXXKXXKXX XXXXXXXXX T XXXXXXXXXX XXXX XX XX XXXXXXXXXXXXX X XX
$,9,0,0,0,0,0,0,0.0,0.0.9,0,0.90.0. 0.0 ©. @9 G0 0.0.0 G 0.0,.0.0.0.00.0.000,0. 0.0 QD 0.0.0.0.0,00,80.9.00.0.000.00.0.000004
XXXXXXXXXXK T XXXXXXXXXXXXXK XXX XXXXXXXXX XXXXXXXXX XX XX XXXX XXXXXXXXX
XXXXXXX XXX X XXXX XXXXX XXXXXXXX XXXXXXX XXXXXX XXHXXXXXXXXXXXK. XX XXXX

XXXXXXXKXXXX XXXX XXXXXX XXXKXKXXXK XXKRXXKKXKKXKK XXXXXXXXXXXXXX XXXXX XXX
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XXXXXXXKX XXXXXXXXXX X XXXX XXXXXX XXXXXXXXX XXX XXX

XXXXXXXXXXXXXK XXXXXXXXXXX.

1.2.2 Ziskavanie znalosti z databadz - délezitda 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
XXXXXXXXXKXXX XXXXKXXXKXX X XXKXXXXXXXK 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 mdze mat’ Siroké uplatnenie v XXX XXXX X
XXXXXXXXX X XXXXXXX XXXXXXKKKKK X XXX XXXXXXX XXX XXXXXXXXXXXXX  XXXXX
XXXOXKXXXXXXKRKKKK XXXXXK XXXRKXXXKXXXX XXXXXXXXRKK XXX
XXXXXXXXXX XXXXXXXXX XXXXXXXXXX . 9,0,0.0,9,¢.0,0,0.9,0,0.9,0.0.QD.0.0.0,0.0.0,0.0.0,0.0 QI .9.¢0,0.0.0,0.
XXXXXXXXK XXXXXXXXX XXXKKXXKXXKXXXXX XRXXXXXXXX XXXXXKXXXK XXXXXXK XXXXXXX

,0,9,0.0,0.0,0.0,0,0,0,0.0.9.0,0,0,0,0,0,0,0,0,0,.0.0,0,0.0,0,0,0 0,0 &

1.2.2.1 Metodika CRISP-DM

Ulohy datamining-u XXX XXXX X XXXXXXXXX X XXXXXXX  XXXXXXXXXXXXXXXX
XXOOKHXXXXKKX XXXXXKXXX X XXXXKXX XIXXIKKIHKXXXIXKXXK XXXKHKXXXIXKKXK XXXXXXXXXKK
X OXOXXXXXXXXXX XXX XXXXXXX.

CRISP-DM predstavuje (pozri Obrazok 4) pomocou XXX XXXX X XXXXXXXXX X XXXXXXX
XOOOKKXXXIXIXXXK XXOKKKXXXKKXX XXXXKXXXXXK X XXXKXXXXXKX XXX XXXXXXX
(Katus¢akova, 2010).

Vsetky fazy XXX XXXX X XXXXX XXXX X X XXXXXXX XXXXXXXXXXXXXKXX XXXXXX XXXXXX

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

Business — Data

e -~ under

Data
preparation

Deployment

Evaluation

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

Zivotny cyklus dataminingového projektu podl'a CRISP-DM sa teda sklada XXX XXXX X
XXXXKKXXX X XXXXXKK XXXXKHKHKIXIXEKKXXKK XHKXXXXKXXXKK XXXXXKXXXXK X XXXXXXXXXXK
XXX XXXXXXX Byt XX XXXX X XXXXXXXXX X XXXXXXX XXXXXXXXXXXHXXXKK XXXXXXXXXKXXXXK
XXXXXXXXXKX X XXXKXXXXXXX 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 kazda fazu osobitne.

1. Faza - Porozumenie problému (Business understanding)

Prva faza projektu XX XXXX X XXXXXXXXX X XXXXXXX  XXXXXXXXXXXXXXXX
XXXXXXXXXKKKK XK XXXX X XXHHKRXXK X XXKHKXX XXKHHXIXXKKKRXXKK XHXXXKKKKXXXX

XXXXXXXKXXX X XXKXXXXXXKXX XXX XXXXXKX.

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

XXXXXXXXXXX XXX XXXXXXX.

3. Faza - Priprava dat (Data preparation)

Faza pripravy dat je XXXX X XXXXXXXXX X XXXXXXX XXXXXXXXKXXXKXXK XXXKXXKXXXKKX

XXXXXXXXXXX X XXXXXXXXXXK XXX XXXXXXX.

4. Faza - Modelovanie (Modeling)

V prvom Kroku XXX XXXX X XXX XXXXXXX.

5. Faza - Vyhodnotenie vysledkov (Evaluation)

Na rozdiel 0d XX XX XXXXXXX.

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

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

Pi0,0,0,0,0.0.0,0.0,0.0.9,0,0.0.9.9.0.0.9.0.0.9.0.00.0.0.0.00, 0,000,008

1.2.3 Metddy vyuzivané v datamining-u

Pozname viacero metod (algoritmov), ktoré sa vyuzivaju v projekte KDD. Podl'a P.
Berku (2003) st to:

= Rozhodovacie stromy;
= Rozhodovacie pravidla;

= Induktivne logické programovanie.

Dalej Sa Vpraci XXX XXXXXXX XXXXXXXXXX XX XXXX X XXXXXXXXX X XXXXXXX
XXXXXXXXXKXXXXKXX XXXXXEXXKXKXXK XXXXXKXXKKX X XXXXXXXXXXX XXX XXX (Parr, 2001).
Preto su asocia¢né pravidlad teoretickym podkladom pre prakticka 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
XXXXXXXXXXXXXRRK XXXXXXXXXXXXX XXXXXXXXXXK X XXXXXXXXXXX XXX XXXXXXX (Parr,
2001).

Zakladné charakteristiky pravidiel

Z pravidiel, ktoré boli vytvorené z dat, nas najcastejie zaujima, kol’ko prikladov spiiia
predpoklad aj zaver sugasne, kol’ko spiiia predpoklad a nespiiia zaver, alebo opa¢ne nespliia
predpoklad a spiia zaver a nakoniec, kolko prikladov nespiiia ani predpoklad ani zaver.

Mozeme tu spomenut’ pravidlo:

)

kde Ant znamena predpoklad, Pavii Stranu asociaéného pravidla, t. j. antecedent,

Suc predstavuje zaver, pravu stranu asociacného pravidla, t. j. sukcedent.

Podl'a P. Berku (2003) Z XXX X XXXXXXXXXXX XXX XXXXXXX. Podpora je (absolttny resp.

relativny) pocet objektov, spiiiajiicich predpoklad aj zaver, teda hodnota:

(@)
kde premenné a, b, ¢, d predstavuji XXX XXXX X XXXXXX XXX XXXXXXX.
Kuvalita, t.j. vaZeny stcet spol'ahlivosti a pokrytia:
Kvalita = w; L A 2 (3)

a+b a+c

kde w1 a w2 sa obvykle voli tak, aby w1 + w2 =1 (Berka, 2003).

XXX XXXXXXX DY XX XXXX X XXXXXXKKX X XXXXXHK XXXHHEXXXKHHKEKXXXK XXXXKXXXKKKXKXK
XXXXXXKXXXXX X XXXXXXKKXXXX XXX XXXXXXX ZVYKy (Kelemen, 2007). XXXXX XXXXXXXX XXXX

XXX XXX XXXXXXXXX XX XXXXXXXXXKXK XXXXXXXX XXXXXX.
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1.3 Poditac¢ova podpora

V sGcasnej znalostngj xxx XxxxxxXX byt XX XXXX X XXXXXXXXX X XXXXXXX
XXXXXXXXKXXXHXXXXK XXXXHXXKXXXXKX XXXHXXKXKXKXK X XXXXXXKXXXKX XXX XXXXXXK . KXXXXXX
XXXXXX XXXXXX XXXXXXX XXXKXXXXXK XXXXXXXXXKX XXXX XX XXXXXXXXXXK XXXXX XXX XX

XXXXX XXXXXX XXXXXXXK XXXXXXX XX..

1.3.1 GhostMiner

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

XXX XXX XXXXXK X XXXXKXXXXXK XXX XXXXXXX chemici (G6G, 2013).

XXX XXXX X XXXXXKKKK X XXXXXXK XXXXXXXIXXKKKKKKK XXXXXXXXXXKXK XXXXXXKKXKXKX

X XXXXXXXXXXX XXX XXXXXXX (Williams, 2010).

1.3.2 LISp Miner

Systém LISp Miner je XXX XXXXXXX byt XX XXXX X XXXXXXXXX X XXXXXXX
XXXXXXHXKXEXHXKXHKXK XHXXXHXIXXXXKK XXXXXXXXXXX X XXXXXXXXXXX XXX XXXXXXX sa sklada

z0 §tyroch hlavnych modulov (Sule, 2005):

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

= AftResult — modul uréeny pre analyzu vysledkov.

Systém LISp Miner je tvoreny XXX XXXXXXX byt XX XXXX X XXXXXXXXX X XXXXXXX
XXXXXXXXXXXXKXKK XXXXXKXKXKXKK XXXXXXXKXXK X XXXXXKXXXXX XXX XXXXXXX (VSE,
2012).
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Obrazok 5 Nahlad do LISp Miner
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Zdroj: Pepito,V. (2014)

XXX XXXXXX X XXXXXXXEXKEKKX XXXXHXXXXXXK X XKHXXHXXHXXXK XXX XXXXXKK . XXXXXXX
XXXXXXXX XXXXX XXXX XXXXXXX X XXXXXXXXXXK XXX XXXXXXX,  XXXXXXXX XXXXXXX
,0,0,0,0,0,0,0,0.0,0.0.0,.0,0. 0. QD 0.0 O QD 0,0.0.0,0,0.0,.0. O QD 9,0,0.0,0,0.0,0,0.0,0.0 QD 0.9,0 0.0, QID.0,0.0,0,0.0,0,0,0,0,0,0,0,0,0.4
) 0,:0.0,0.0.0.0.0.9.9.0.0.0. 00,9 0.0.9,0.9.0,0.9.90.9.¢ 0,00 0,00 0.9.00.0.09.9.09.000.0009.90.00 8 .9.000.0009.9000004
XXXX XXXXXXXX XXXXXXXX XXX XXXXXXXXXX XXXXX XXXXXX XX XXX XXXX XXXXXXXX

XXXXXXXKX XXXXX XXXX XX XXXX

1.3.3 Vyber softvéru pre nas projekt

V naSej diplomovej praci sme sa rozhodli pouzivat’ XXX XXXXXXX byt XX XXXX X
XXXXXXXXX X XXXXKXX XXXHXHKHKXXXXXXXXXK XXXXXXXXXXXXK XXXXXXXKKKK X XXXXXXXXXXX
XXX XXXXXXX.

D6vody S XXX XXXXXXX Dyt XX XXXX X XXXXXXXXX X XXXXXXX XXXXXXXXXXXXXXXX

,0,9,0.0,0.0,0.0,0,9,0.0..0,0,0,0,0,0,0,0,0.0. 9 §.0.0.0.0.0.0,0.0,0.0.9.0.0.0,0.9,00.00.8
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2 CIEL A METODIKA PRACE

Téma diplomovej prace , Xxxxx xxxx xxxxx xxxxx“ Vnas evokovala nasledujuce

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 zaklade vyskumnych otazok sme formulovali hlavny ciel’ prace a z neho vyplyvajuce

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

2.1 Ciel prace

Cielom diplomovej prace bolo zistit’ zaujimavé zavislosti v nakupoch medzi réznymi
potravinami, konkrétne X XXXXXXX XXXXXXXXXXXXXXXX XXXXXXXXXXXXX XXXXXXXXXXX X

XXXXXXXXXXX XXX XXXXXXX.

Ciastkovymi ciePmi prace su:

= Priblizit’ tému Citatel'ovi pomocou spracovanej tedrie;

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

= Upozornit’ na vyuZitie vysledkov a uviest’ navrhy na zlep$enie do buducna.

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

hypotézy/predikcie vyskumu.

P1 Ak je kupujica Zena, tak minimalne so spol'ahlivostou 70 % budu v jej ndkupnom
kosiku mliecne vyrobky.

P2 Ked’ zakaznik kupuje tdeniny, potom miniméalne so spolahlivostou 80 % Kupuje aj
pivo.

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

vyrobky z bielej muky.
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2.2 Vyskumné metédy

V praci sme sa venovali exploraénému vyskumu, pri ktorom nevychadzame zo ziadnych
existujucich tedrii. NaSou snahou je, naopak, zistit' a nadobudnut’ nové poznatky a
informacie prostrednictvom tohto vyskumu. Spominany explora¢ny vyskum by mal v naSom
pripade XX XXXXXXX XX XXXX X X XXX XXXXXKK. XX XXXXXX XXXXXXXKXXXXXK XX X XXXXXXX
XXXXX XXXKKXXXXKK X XKXXXK XXXXXKHXXXK XXXXXXKXX XK XXXKXXXXK XXXXXKXX XXX
)0.9.0.9.0.0.0.0.0.0.00 9.9.0.0.0.00.9.6.0.9.0. 8.0 0.0.9.0.00.00.0.9000.080000.00.00000008 0080008900000
XXXXXX XX XXXXXXX XXXXXKXXXK XHKXKXXXKXK XXXXXXXXXX X

PouZili sme XXXXXXX XXXXXXXXX XXXXXXX XXXXXXX XXXXX XXXXXXXXXXX X XXXXXX
XXXXXXXXXX XXXXXXXXXK XX XXXXXXXXX XXXXXXXX XXX XXXXXXXXXXX XXXXXX XXXXXX X
XXXXXXXXX XXXXXX XXXXXXXXXXXXXXK XXX XXX XXXXXXXK XKXXXK XX XXXXXXX XXXXXXXXX
XXXXKXXXXK XXXXXXXXKXK X.

XXX XKXXX XHXXXXXKXXK X XXXKKK XXKKKXXXKK XXXKKXXXK XX XXXXXXXKXK
XXXXXXXX XXX XXXXXXXXXXXK XXXXXX XXXXXX X XXKXXXXXK XXXKXK XXKXKXXXXXXXXX XXX
)0 0,0.9 9.0.0.0.0.0.0.0.0.0.0.0.0.099.0.9.0.0.0.8.0.0.0.0.9.0.00.80.9.09000000000.00,00.00.00.0.9.90.00.00,.0.00,00¢
XXXXXXXXXXX X XXXXXX XXXXXXXXXX XXXXXXXXX XX XXXXXXXXX XXXXXXXX XXX
), 0.9.0.9.0.0.0.0.0.0.80 9.9.0.0.0.0.90.9.0.90.0. 8.0 0.0.9.0.00.00.0.9000.08 0000000000000 008 00080000004
XXXXKK XK XXKXXXX XXXXKKXXK XXXXXXXXXK XXXXKXXXXXK X,

XXXXKXX XKXXX XHXXXXKKXXX X XXRXKXX XHKHKHKXXXKKK XXKXXXXKK XX XXXXXXKXX
XXXXXXXX XXX XXXXXKXXXKXXK XXXXXK XXXXXX X XXKXKXXXXK XXXXKK XXXXXXXXXXXXXK XXX
XXXX XXXXXXX XXXXXX XX XXXXXXXK XXXXXXKXK XXXKXXXXXXK XXKXKXKXXXX X XXXXXXX XXXXX
XOOOKKXXXXK X XXRKXX XOKKXXXXKKX XXXKKXXXXK XX XXRXXXXXK XXXXXXXX XXX
XXXKHKXXXXK. XKXXXX XXXXXK X XXXKKXXXK XXXKKX XXXXXKHKXXXXKKX XKK XXXK XXXXXXX

XXXXXX XX XXXXXXX XXXXXKKXK XKXXKKXXKX XXXXXXXXXX X,

V}'/hodou je XXXXX XXXXXXXXXXX X XXXXXX XXXXXXXXXX XXXXXXXXX XX XXXXXXXXX
$,0,0,0,0,0.0.0.@.9.0 GEED.0.0.0,0.0.0,0.0.0,.0,0.0,0.0,0,0.0.0,0.0,0.00.9.00.0,00.0.00,0 0,00 0.0,00.0.00.0.00,0.00000,0004

),0.0,0.9/0,0.0,0.0,0.9.0.0.0.0 9, 9.0.9.0.0,0.0.0.0.0.0.0,00.00,00,.9.9.00.00.00000.00.00000000 &

2.3 Vyskumny subor
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Vyskum bol zamerany na XX XXXXXXX XX XXXX X XXXXXXXXX X XXXXXXX XXXXXXXXXXXXX
X XXX XXXXXXK. XXXXXKK XXXXX XXXXXXXXXXX X XXXXXK XXXXXXXXKK XXXXXXXKK XX
XXXXKHXHXXK XHHXXXXKHKHKIXXXEHXHXXK XXXXXK XXXXXK X XXXXKHHXXK XHHKKK XXXXXXXXXXKXXX
XXX XXXX XXXXXXK XXXXKK XK XXXXXXX XXXKKXXXK XXXKKXXXXK XXXXXXXXKK X,

XXXXKXX XKXXX XHXXXXKKXXX X XXRXKXX XHKHKHKXXXKKK XXXXXXXKK XX XXXXXXKXX
XXXXXXXX XXX XXXXXXXXXXK XXX XXXXXK X XHXXXKKHK XXXXKK XXXXXXXXXKXKXXXX XXX

P00 0.0/ 0.0.0.0.0.0.9.0,0.0,.0.0.0.0.0.0.0.0,0.00.9/0.0.00.0.0 00,0 0.0.00,0.00.00 900000000008

XXXXXXX XXXXX XXHXXXXXXXX X XXHXXXX XXHXXXXXXK XXXXXHXXXX XX XXXXXXXXX
$,0,0,0,0,0.0.0.@.9,.0 GEED.9.0.0,0.0.0,0.0.0,0.0.0,0.0,0,0.9.0,0.0,0,00.9.00.0,00.0.00,0 000000 0.0.00.0.00.0.00000,0004
XXXX XXXXXXX XXXXXX XX XXXXXXX XXXXXXXXK XXXKXXKXXK XXXXXXXXXXK X XXXXXXX XXXXX
XXXXXXXXXXX X XXXXXX XXXXXXXXXX XXXXXXXXX XX XXXXXXXXX T XXXXXXXX XXX
XXXXXXXXXXX XXXXXX XXXXXX X XXXXXKXXK XXX XXXXXXXXXXXKXX XXX XXX XXXXXXX
XXXXXX XX XXXXXXX XXXXXXXXX XXXXXKXXXXK XXXXXXXXXX X,

KXXXXXX XXXXX XXXXXXXXXXX X XXXXXX XXHXXXXKXXKX XXXXXXXXK XX XXXXXXXXX
$,0,0.0,0.0.0.0.@.9,.0 QI .9.0.9,0.0.9,0.0.0,.0.0.0,0.0,0.0.9.0.0.0,0.00.9.00.0.00.0.00,0 0,00 0,00 90.0.00.9.00.0.0000 00004
P 0.0.0.9.0.9,0.0.0,.0.9.0,0.0.0.0. @09 0.0,0.0.0.0 9 .9,.0,0.9.00.0.00.9.000.000,00.0.00.000.0000.0 8000000000004
XXXXXXXXXXX X XXXXXX XXXXXXXXXX XXXXXXXXX XX XXXXXXXXX T XXXXXXXX XXX
XXXXXXXXXXX XXXXXX XXXXXX X XXXXXXXXK XXXXXX XXXXXXXXXXXXXX XXX XXX XXXXXXX
)00 0.0.0. 909 9.9.0.9.00.9.9.00.900.00 99009000009 0000000000.00000009 000 0.9.900.900000004
XXXXXX XXXXXXXXXX XXXXXXXXX XX XXXXXXXXK XXXXXXXX XXX XXXXXXXXXXX XXXXXX
XXXXXX X XXXXXXXXK XXXXXX XXXXKXXXXXXXXK XXX XXX XXXXXXX XXXXXX XX XXXXXXX

XXXXXXXKXX XXXXXXXXXK XXXXXXXXXX X,

XXXXXXK XXXXX XXXXXXXXKXK X XXXXXK XXXXXKXXXX  XXXXXXXXK XX XXXXXXXXX
$,9,0,0,0,0.0.0.@.9,.0 GEED.9.0.0,0.0.9,0.0.0,0.0.0,0.0,0,0.9.0,0.0,0.00.9.00.0.00.0.00,0 0,00 0.0,00.0.00.9.00.0.00000,0 004
XXXX XXXXXXX XXXXXX XX XXXXXXXK XXXKXXXXK XXXKXXXXXK XXXXXXXXXK X XXXXXXX XXXXX
XXXXXXXXXXX X XXXXXX XXXXXXXXXX XXXXXXXXX XX XXXXXXXXX T XXXXXXXX XXX
XXXXXXXXXXK XXXXXX XXXXXX X XXXXXXXXK XXXXXX XXKXXXXXXXXXXK XXX XXXX XXXXXXX

XXXXXX XX XXXXXXX XXXXXXXKX XKXXXXXXXK 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
X XXXXXXXKX X XXXXXXK XXXKXXKXXKKXXK X XXX XKXXKXK ., XXXXXKX XKXXK XXXXXXKXXXXK X
XXXXXX XXXXXXKKXXX XXXXXXXKX XK XXXXXXKXX XXXXKXXX XXX XXXXXXKXXXXX XXXXXX
XXXXXX X XXXXXXXKX XXXXKX XXXXXXXKXXXKXK XXX XXKKX XKXXKXX XXXKXX XX XXXXXXX

XXXXXXXXX XXXXKXXXXX XXXXXXXXXX X,

Postupne sme data zapisovali do XX XXXXXXX XX XXXX X XXXXXXXXX X XXXXXXX
XXXXXXXXXXXXX X XXX XXXXXXX. Z demografickych idajov sme zaznamenavali XX XXXXXXX
XX XXXX X XXXXXXXXX X XXXXXXX XXXXXXXXXXXXX X XXX XXXXXXXK. XXXXXXX  XXXXX
XXXXXXXXXXX X XXXXXX XXXXXXXXXX  XXXXXXXXX XX XXXXXXXXX  XXXXXXXX XXX
XXXXXXXXXXK XXXXXK XXXKXX X XXXXXXXXK XXXXXX XXXXXXXXXXXXXK XXX XXX XXXXXXX

XXXXXX XX XXXXXXX XXXKXXXXX XXXXXKXXXX XXXXXXXXXX X,

Ziskani vzorku dat sme analyzovali a skimali pomocou kvantitativnych metéd xX
XXXXKKX XX XKXX X XXXXXKKXK X XXXXXXK XXXKKHKXXXXKKX X XXK XXXKXXK . XXXXKXX XXXXX
XXXXKXXXXXK X XXXXXX XXXXXXXKXX XXXXXXXXX XX XXXXXXXXX XXXXXXXX XXX
XXXXXXXXXXK XXXXXK XXXXXK X XXXXXXXXK XXXXXK XXXXXXXXXKXXXK XXX XXXX XXXXXXKX

XXXXXX XX XXXXXXX XXXXXXXXX XXXXXKXXXX XXXXXXXXXX X,

Metody KDD pouzijeme na riesenie uloh deskripcie pre ziskanie XX XXXXXXX XX XXXX X
XXXXKKXXK X XXXKKKX XXXKHKXXXXKKXXKX X XXX XXXXXXK XXXXKKX XXKKX XXXXXXXXXKK X
XXXXXX XXXXXXXXXXK XXXXXXXXXK XX XXKXXXKXK XXXXXXKXK XXXXXXXXKXXK XXXXXK XXXXXX X
XXXXXXXXX XXXXXX XXXXXXXXXXXXXXK XXX XXX XXXXXXXK XXXXXXK XK XXXXXXXK XXXXXXXXX
XXXXKKXXXK XXXXXXXKKK X XXXXXKK XXXXXK XXX X XXXXKK XXXXXXXXXX
XXXXXXXXX XX XXXXXXXXX XXXXXXXX XXX XXXXXXXXXXX XXXXXX XXXXXX X XXXXXXXXX

Da0,0,0.0,0.9.0.0,0,0.0,0,0.0.0.0.0.0.0. 9.0 0.9.00.0.0.9,0.0.0.0 0.9 .0.0,0.0 0.0 0.9 .0.0.0.00,0.0.9.00.0.000.09.000.000000.8

3 INTERPRETACIA VYSLEDKOV A DISKUSIA
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XXX XXXXXXX XX XXXX X XXXXXXXXX X XXXXXXX XXXKXXXXKXXXEXXKK XXXXXXXXXXXXX
XOOXXXXXXXK X XXXHXXK . XXX XXXXKXK XX XXX X XXXKXKHXK X XHXXXXK XHXXXXXXXXXXKXXXX
XXXXXXEXXXXXKX XXXXXXXXXKX X XXXXXK, KKK XXXXKXK XX XXXX X XXXXXKXXKK X XXXXXXX
)9,:0.9.9.0.0.0.0.9.9.0.0.0.0.9.9.9.90.0.0.909.900.00 9900000000009 9.00 008

XXX XXXXXXX XX XXXX X XXXXXXXXX X XXXXXKK XHXXXKEXXHXXHXHXXKXK XXXXXXXXXXXXX
XXXXXXXXXXX X XXXXXX.

XXX XXXXXXK XX XXXX X XXXXXXXXX X XXXXXXX.

3.1 O spolo¢nosti

Histdria spolocnosti XXX XXXXXXXXX X XXX XXXXXXX XXXX XX XXXX XXXXXXXXX XXX XX
XXXXXXX XX XXXX XX XXXXXXXX XXXXX XXXXXXXXXX (BureSova, Voracova, 2013).

Spolocnost” XXX X XXXXXXXXXXX XXX XXXXXXX. XXX XXXXXXX XX XXXX X XXXXXXXXX X
XXXXXXXK. XXXXXXK XXXXX XXXXXXXKXKX X XXHXXXK XXXKXXHXXXK XXXXXKXXKK XX XXXXXXXXX
XXXXXXXX XXX XHXXXXXXEXK XXXXXK XXXXXK X XXXXXHXXXK XXXXXK XXXXXKXXXXXXKXK XXX
XXXX XXXXXKX XXXXXK XX XXXKXXK XXXKXXXKX XXXXXKXXXKK XXXXXKXXKK XXKXXXKX XXXXXK
XXXXXXXXXXX X XXXXXK XXXXXXXXKX XXXXXXXXX XX XXXXXXXXX  XXXXXXXX XXX
XXXXXXXXXXK XXXXXX XXXXXX X XXXXXXKXK XXXXXK XXXKXXHXXKXXXKK XXX XXX XXXXXXX
XXXXXX XX XXXXXXX XXXXKXXXK XXKXXXXKXK XXXXXXXXXX X.

XXXXXKX XXXXX XXXXXXXXHXXX X XXXKXX XXXXXXKXXXK  XXXXXXXXK XX XXXXXXXXX
XXXXXXXX XXX XHXXKXXXKXK XXHXXXK XXXXXX X XXXXXKXXK XXXXKK XXXXXXXXXKXXXKX XXX

P00, 0.9/ 0.0,0.0.0.0.9.0,0.0,.0.0.0.0.§.0.0.0,00.0. 0.0.00.0.00.0,0.9.0.00,0.00,009.00,0000000.08

XXXXXXX XXXXX XXHXXXXXXXX X XXHXXX XXHXXXXXXK XXXXXXXXX XX XXXXXXXXX
$9,0.0,0.0.0.0.9.9.0 GEED.9,0.0,0,0,9,.0.0.0,.0.0.0.0.0.0.0.9.0.09,0.00.9.00.0.00.000,9 000000 90.0.00.0.00.00000 00004
XXXX XXXXXXX XXXXXX XX XXXXXXX XXXXXXXXXK XXXXXXXXXK XXXXXKXXXXX X XXXXXXX XXXXX
XXXXXXXXXXX X XXXXXX XXXXXXXXXX XXXXXXXXX XX XXXXXXXXX T XXXXXXXX XXX
XXXXXXXXXXX XXXXXX XXXXXX X XXXXXXXXK XXXXXX XXX XXXXKXX XXX XXX XXXXXXX
XXXXXX XX XXXXXXX XXXXXXXXK XXKXXKXXXXXK XXXXXXXXXX X,

XXXXXXX XXXXX XXHXXXXXXXX X XXXXXX XXHXXXXXXK XXXXXHXXXX XX XXXXXXXXX
$,0,0,0,0,0.0.0.@.0.0 GEEN.0.0.0,0.0.9,0.0.0,0.0.0,0.0,0,0.9.0,0.0,0.00.9.00.0,00.0.00,0 0,00 0.0,00.0.000.00.0.00000.0 004

P00, 0.0/ 0,0,0.0.0,0.9.0,0.0,.0.0.0.0.9.0.0.0,00.0. 0.0.00.0.00,0,0.0.0.00,0.00,009.00,0000000.08
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KXXXXXK XXXXX XXXXXXXXXXXK X XXXXXX XXXXXXXXXK  XXXXXXXXXK XX XXXXXXXXX
)9,:0.0,0.0.0.0.9 9.0 QI .$.0.9.9.0.9.0.0.0.0.0.9.00.0.0.9.9.09.000.9.00.000.000.9 0,00 0,009,000 00000009004

XXXX XXXXXXX XXXXXX XX XXXXXXX XXXXXXXXX XXXXXXXXKX XXXXXXXXXX X,

3.2 Projekt KDD - analyza nakupného kosika

XXX XXXXXXX XX XXXX X XXXXXXXXX X XXXXXXK XHXXXXXKEXXHXXKXKX XXXXXXXXXXXXXK
) 9,0.0.0.0.0.0.0.0.0.0/ 9 0.0.0.0.9,.0.0.0.0.0.00.9.9.09.0.9.09.9.00.00000 00 9.000,0.0.0900000000 00000000004
XXXXXXXXX XXXXXXXX XXX XXXXXXXXXXX XXXXXX XXXXXX X XXXXXXXXX XXXXXX
XXXXXXXXXXXXXK XXX XXX XXXXXXX XXXXXX XX XXXXXXX XXXXXXXXXK XXXXXXXXXX
XXXXXXXXXX X,

KXXXXXK XXXXX XXXXXXXXKXK X XXXXXK XXXXXKXXXX  XXXXXXXXK XX XXXXXXXXX
$,0,0,0,0,0.0.0.@.0,.0 GEEN.0.0.0,0.0.0,0.0.0,0.0.0,0.0,0,0.0.0,0.0,0.00.9.00,0,00.0.00,0 0,00 0.0,00.0.00.0.00,0.00000,0004

),0.0,0.9/0,0.0,0,0,0.9.0.0.0.0.0,.9.9.0.0.0,0.0.00,0.0.0,00,00,00,.0.0.0.00,00.00,08 00000000006

Zakladné charakteristiky pre vyskum

Cely projekt sa realizoval podl'a postupnosti a bodov metodiky CRISP-DM. Xxx
XXXXXXX XK XX XXXXK X XXXXXXXXKX X XXXXXXK XXKHKKKKKXKXXXXK XXXXXKKKKKKKK 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 podl'a Narodnej banky Slovenska (NBS), XXX XXXXXXX XX XXXX X XXXXXXXXX X
XXXXXXX XXXXIKHXHXXIIHHXHXK XXXXXXXIXEKHXXXK XXXXXHXXXKK X XXXXXXXKKKK XXX XXXKXXX.

XXX XXXXXXK XX XXXX X XHXXXXHXXK X XXXXXXK XXHXXXXXXXEXXXXKKK XXXXXXXXXXXXX X XXX
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XXXXXXX XXXXXXX XXXXX XXXXXKXXKXX X XXXKXX XXX XXXXXXXXK XX XXXXXXXXX
XXXXXXXX XXXXXXXXKXXKXX XXXXXX XXXXXX X XXXXXXXXX XXXXXK XXXXXXXXXXXXXX XXX
XXX XXXXXXX XXXXXX XX XXXXXXK XXXXKXXKX XXXKXXXXXK XXXXXXXXXK X XXXXXXX XXXXX
XXXXXXXXXXX X XXXXXX XXXXXXXXXX XXXXXXXXX XX XXXXXXXXX XXXXXXXX XXX
XXXXXXXXXXX XXXXXX XXXXXX X XXXXXXXXK XXXXXX XXXXXXXXXXXXXK XXX XXX XXXXXXX

XXXXXX XX XXXXXXX XXXKXXKXK XXXXXKXXXKX XXXXXXXXXX X,

3.2.1 Porozumenie problematike

V diplomovej praci sme sa venovali analyze nakupného kosika v predajni Xxx
XXXXXXX XX XXXX X XXXXXXXXX X XXXXXXX XXX XXX
XXXXXXXXXXX X XHXXKXXXXXX X XXX XXXXXXK XXXXXKK XKXXX XXXXXXXXXXX X XXXXXX
XXXXXXXXXK XXXXHXXKK XK XXXXXXXXK XXXXXKKK KKK XHXXXXKKIXK XXXXXKX XXXXXX X
XXXXXXXKX XXXXXX XXXXXXXKKXXXXK XXX XXX XXXXXXX XXXXXX XX XXXXXXXK XXXXXXXXX
XXXXXXXKXX XXXXXXXXXX X,

XXXXXXX XXXXX XXHXXXXXXXX X XXXXXXK XXHXXXXXXK XXXXXXXXX XX XXXXXXXXX
)0,0.0.0.0.0.0.@ 0.0 QEED0.0.0,0,0.0.9.0 0.0, .9.0.0.0,0.0.9.0,0.0.0.§.9.9.0.0,00.0.00.9.00,0.00.9.00.000.0.00.00 0009004

XXXX XXXXXXX XXXXXX XX XXXXXXK XXXXXXXXK XKXKXKXXXXK XXXXXXXXXX X,

3.2.2 Porozumenie datam

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

XXXX X XXXXXXKXX X XXXXXKK XXXXKKXXEXXXKXXXK XXKXXXKXXKKXXK X XXX XXXXKXKX XXXXKXX

XXXXX XXXXXXKXXXXK X XXXXXK XXXXXKXXXK XXXXKXXXXK XK XXXXKXXXK XXXXKXXX XXX

XXXXXXXXXKX XXKXXK XXKXXK X XXXXKXXKK XKXXKKX XXKXXKKXXKXXKK XXX XXX XXKXXXXXK
XXXXXX XX XXXXKXX XXXXXXKXX XKXXXKXXKK XKXXXKXXXKX X,

XXXXXKK XXXXK XXXXKXXXKXX X XXXKXX  XXXKXXKXXK  XXXXXKXXK XX XXXXXKXXX

XXXXXXKX XXX XXXXKXXXKXX XXXXXK XKXXKK X XKXXKKXKK XKXXKKX XXXKXXXXXXKXXK XXX

XXXX XXXXXXX XXXXXX XX XKXXXXX XXXXXXXXX XXXXXXXXKXX XXXXXXXXXX X,

3.2.3 Priprava dat
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Tretia faza metodiky CRISP-DM je XXX XXXXXXX XX XXXX X XXXXXXXXX X XXXXXXX
XXXOOKXXXXXXXKKK XXXKX X XXXXXXKX XXXXKXKKKKKKKKKK XXXXXXXXXKKKK X XXX XXKXXXX
XXXXXXX XXXXK XXXXXKKKKKK X XKXXXX XHXXXXXXXXK XXXXKKKKK XK XXXKXKKKXX XXXXXXXX
XXX XXXXXXXXXXX XXXXXX XXXXKK X XXXXXKKKK XXKKKX XXXXXXXXXXXXXK XXX XKKX

,0,9,0.9,: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,.8.0,0.0,0,0.00.0.0.0.0.0.000000008

KXXXXXK XXXXX XXXXXXXXKXXK X XXXXXK XXXXXKXXXX  XXXXXXXXK XX XXXXXXXXX
XXXXXXXX XXX XXXXXXXXXXK XXX XXXXXX X XXXXXXXXK XXXXXK XXXXXXXXXXXXXX XXX
XXX XXXXXXX XXXXXX XX XKXXXXX XXXXXXXXK XXXXXXXXXXK XXXXXXXXXX X,

XXXXXXX XXXXX XXXXXXXXXXK X XXXXXX XXXKXXXXXK T XXXXXXXKXX XX XXXXXXXXX
)9,:0.9.0.0.0.0.0.0.0 QD .$0.9.9.0.9.900.90.0.9.00.0009.900.00 09000000009 000000 .9.000900.00 00009094

XXXX XXXXXXX XXXXXX XX XKXXXXX XXXXXXXXX XXXKXXKXXK XXXXXXXXXX X,

3.2.4 Modelovanie

Potom ako sme si pripravili data pre ich d’al$ie spracovanie, mohli sme zacat’ d’alSiu
fazu vybranej metodiky CRISP-DM, ktorou je modelovanie. XXX XXXXXXX XX XXXX X
XXXXXXXXX X XXXXXXX XXXXXXX XXXKKKX XXXXX XXXXXXXKXXX X XXXXXX XXXXXXXXXX
)0.9,:0.9.0.0.0.0.0.0.9.0.9.9.9.0.0.0.0.0.9.0.00.0 0090000000000 0000000000000 9.0.00000000.000004
XXXXXXXXXXXXXX XXX XXXX XXXXXXX XXXXXX XX XXXXXXX XXXXXXXXX XXXXXXXXXX

XXXXXXXXXX X,

1. Model

V prvom modeli sme sledovali sustred’ovat’ na asociacie spojené § XX XXXXXXX XX XXXX

X XXXXXXXXX.

2. Model

Druhy model sa zameriaval na XX XXXXXXX XX XXXX X XXXXXXXXX X XXXXXXX
XXXXXXXXXXXXXXXKX.
3. Model
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V tretom modeli sme skiimali 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 zdkaznik kipi polozku A a zaroven polozku B, tak s xy %-ou
spol’ahlivostou kupi aj polozku C. lde o polozky, ktoré sa nachadzajii v jednom nakupnom
kosiku. Hodnotu spol'ahlivosti - confidence pre lepSiu zrozumitelnost uvadzame

Vv percentach.

3.2.5 Vyhodnotenie vysledkov

V tejto predposlednej faze metodiky CRISP-DM  XXXXXXX XXXXX XXXXXXXXXXX X
XXXXXX XXXXXXXXXK XXXXXXXKK XX XXXXXKKKK XXXKKKKK XXX XXXXXXXXXXX XXXXXX
XXXXXX X XXXXXKKXXK XXXXXKX XXXXKXKKKKKKXX XXX XXXK XKXXXXX XXXXXX XX XXXXXXX
XXXXXXXXX XXXXXXXXXK XXXXXXXXXX X.

XX XXXXXXK XX XXX X XXXXXKKKX X XXXK XXXXKXXKXXKXXXXKX.

Vystupmi boli najmé informécie o ndkupnom spravani klienta. Najskor interpretujeme
pravidla na zaklade kvantitativneho hodnotenia, v ktorom sa zameriame na confidence od
0.6 XXXXXXX XXXXX  XXXXXXXXXXX X XXXXXX  XXXXXXXXXX  XXXXXXXXX XX XXXXXXXXX
$,0,0,0,0,0.0.0. Q0.0 0,00/ 9,0,0.0,0,0.0,0,0. 0,40 9,0,0.0,0.0.0,0.0,0. 0.0 §.9,0,0.0,0.0.0,0. 8.0, 0,0,0.0.8D $,0,0.0,0,0.0,0,0.0,0,0 0. 49.0,0.¢
D000 0.0.00.0.0.9.9.00.00.0.0 99000009 0.0.00.000.0.0.9.000.000.009.00.0000000.08

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

nové a zaujimavé.

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 mlie¢ne vyrobky a zaroven zeleninu, tak s84 9%-nou

spol’ahlivost'ou kupi 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 moézeme 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'ahlivostou mézeme povedat’, ze ked’ nakupovala Zena a kipila domace

potreby, tak kupila aj mliecne vyrobky.

Interpretacia pravidiel , MODEL 2%- Nakupny ko$ik

XX XXXXXXX XX XXX X XXXXXXKXK X XXXXXHXX XHXXXXXXXXXXXKXX.

Interpretacia pravidiel ,, MODEL 3“- Zaujimavosti

XX XXXXXXX XX XXXK X XXXXXKXXXK X XXXXKXXK XHXXXXXKIXXXKKKXK . KX XXXXXXX XX XXXX
X XXXXXXXXX X XXXXXXX XXXXXXXXXXXXXXXX.

Podrl'a experta nové zaujimavé znalosti, ktoré by mohli byt vyuZzité st XX XXXXXXX XX
XXXX X XXXXXXXXX X XXXXXXK XXXKIXXXXXIXXXHXXKK. KX XXXXXXX XX XXXX X XXXXXXXXX X
XXXXXXX XHXXXXXXXXXXXXXXKX XXXKKKK XXXXK XXXXXXXXXXX X XXXXXX  XXXXXXXXXX
XXXXXXXXX XX XXXXXXXXX XXXXXXXX XXX XXXXXXXXXXX XXXXXX XXXXXX X XXXXXXXXX
D 0,0.0,0.0.89.9.9,0.0,0,0.9,9,0,9,0.0.9,.00.9 0. 0.0.0 0. 0.9.0.0.0,0 0.0.0.0 0.9,0. @ $.8.0.¢.0,0.0.9,.0.0,0.9,.0.0.0,0.0 8.9,0,0.9,0,0,6,0,0.4

XXXXXXXXXX.

36


conf:(0.84)
conf:(0.73)
conf:(0.6)

ZAVER

V praci sme ukdzali, Ze XX XXXXXXX XX XXXX X XXXXXXXXX X XXXXXXX
XXXXXXXXXXXXKXKK XXXXXXK XXXXK XXXXXXXXXXX X XXXXXK XXXXXXXXXX XXXXXXXXX XX
XXXXXXXXX  XXXXXXXX XXX XXXXXXXXXXX  XXXXXX  XXXXXX X XXXXXXXXX  XXXXXX
XXXXXXXXXXXXXX XXX XXXX XXXXXXX XXXXXX XX XXXXXXX  XXXXXXXXX  XXXXXXXXXX
XXXXXXXXXX X.

XXXXXXX XXXXX  XXXXXXXXXXX X XXXXXX XXXXXXXXXX  XXXXXXXXX XX XXXXXXXXX
XXXXXXXX XXX XXXXXXXXXXK XXXXXX XXX X XXXXXXKXK XXXXKXK XXXXXXXXXXXXXXK XXX

),0.0,0.9/9,0.0,0,0,0.9.0.0.0.0 9,.9.9.9.0.0,0.0.00,.0.0.0,00,.00,00.0.0.0.00.0000,08 00000000006

Vyuzitie vysledkov, prinosy, navrhy pre prax

XX XXXXXXX XX XXXX X XXXXXXXXX X XXXXXXK XHXXXXXXXKEXXKXXK XXXXXXXK XXXXX
XXXXXXXXXXX X XXXXXX XXXXXXXXXX XXXXXXXXX XX XXXXXXXXX XXXXXXXX XXX
XXXXXXXKXXX XXXXXX XXXXXX X XXXXXKXXK XXXXXX XXX XXXXKXXK XXX XXX XXXXXXX
$%,0.0.0.0. 9.0 9.0.0.0,0,0.0, 0.0.0.0.0.00.0.0.9,0.0.0,0.0.0.00.0.00,0.00,0000. 0.6

XXXXXXX XXXXX XXHXXXXXXXX X XXXXXX XXHXXXXHXXKK XXXXXXXXX XX XXXXXXXXX
$,9,:0.0,0.0.0.0.9.9.0 GEED$.0.9.9,0.9,.0.0.0,.0.0.9.00.0.0.9.9.09.00.0.9.00.0.00.000.9 000000900000 0.00000 0.0 004
XXXX XXXXXXX XXXXXX XX XXXXXXK XXXXXXXXK XXXXXXXXKXX XXXXXXXXXX X,

XXXXXXX XXXXX XXHXXXXXXXXX X XXXXXX XXXXXXXXXK XXXXXXXXX XX XXXXXXXXX
$,0,0.0,0.0.0.0.@.9.0 QI .9.0.0,0.0.9.0.0.0,.0.0.0.0.0.0.0.9.0.00,0.00.9.00.0.00.0.00,0 0,00 0.0.090.0.00.9.0 00000000004

XXXX XXXXXXX XXXXXX XX XKXXXXK XXXXXKXXK XXXXXXXXKX XXXXXXXXXX X,

Vysledky analyzy je vhodné vyuzit’ pre:
XX XXXXXXK XX XXXK X XHXXXXXKK X XXXXKXXX XXXXXXXKXXKXXXKKX . KX XXXXXXX XX XKXXX

XXXXXXXXXX X XXXXKXX XXXXXXXXXXXXXXXX.

BOXXOXXX XXXX XX XXX XX XXXXXKXXKX X XXXXXXK XXXXXXXXXXXX.
XXX XXXXXXX XX XXX X XXXXXXKXK X XXXXXXX XXX XXX XXXXX XXXXX.

OO XXXXXXXXXX XX XXXX XXXXKXXK XXXXXXX XXXX.
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XX XXXXXXX XX XXXX X XXXXXKXXXK X XXXXKKX XXKXHXXKXXXXXXKK . KX XXXXXXX XX XXXX
X XXXXXXXXX X XXXXXXK XXXXXXXXXXXXXXKX.

XX XXXKXXK XX XXXK X XXKXKXXKX X XXXXXKX XXXXXXXXXXKXK XX XXXXXXK XX XXXX X
XXXXXXXXX X XXXXXKX XXXXKXXXXXXXXRXK XX XXXXXXX XX XXXX X XXXXXXXXX X XXXXXXXK.

XXX XXXXXXX XX XXXK X XHXXXXKKK X XXXXKXK XXXXXXXHXXXXXKXKX.

Prinosy pre cieleny marketing

XX XXXXXXK XX XXXK X XXXXXKXXXK X XXXXHXXK XHXEXXXKKIXXXXXKXK . KX XXXXXXX XX XXXX
XXXXXXXXXX X XKXXXXX XXXXXXXXXKXXXXXX.
XX XXXXXXX XX XXX X XXXXHXXKXXK X XXHXXXK XXXXKXKXXHXKX XK XXXXXXK XX XXXX X

$i0,0,0.0.0.0.0.0. 9. @.9,0,0.0,0.0.9.¢.0.9.0.0.0.00.0.0 0000000090000 00000009 0.000,0000.0.9.00000,08

B OXXXXXXXXXX XX XXX X XXXXXXKXK X XXHXXHXK XXXXXHXXHXKXKXXXKX

EOXXOXXXXXXX XX XXXX X XXXXXXXXK X XXXXXXK XXXXXXXXXXXXXXKX., KX XXXXXXX XX
XXXX X XXXXXXXXX X XXXXXXK XXXXKXXKXXKXXKXKXK .

BOXXOXXXXXXX XX XXXX X XXXXXXXKX X XXXKXXKK XXXXKXXXXKXXKK XX XXXXXXX XX
XXXX X XXXXXXXXX X XXXKXXXK XXXXKXKKXKKXXKXX XX XXXXXXX XX XXXX X
XXXXXXXXX X XXXXXXX,

B OXAXXXXXXXXX XX XXX X XXXKXXHXK X XXHXXHXXK XXXXXXXXXKXKXXXKX

XX XXXXXXX XX XXXX X XXXKXKXXXK X XXKXXKK XHKXXXXKIXKXXXIXK . XX XXXXXXX XX XXXX

X XXXXXXXXX X XXXXXXXK XXXXXXXXXKXKXXXX.

DalSie skiimanie o nakupnom spravani klienta a navrhy na zlepSenie

XX XXXXKXX XX XXX X XXXXXXKXK X XXXXXKX XHXXXXXXKXXXKXXKXX.
Navrhujeme X XXXXXXXXX X XXXXXXX XXXXXXXXXXXXXXXX, XX XXXXXXX XX XXXX X

,8.9,0.0,:0.0,0.0. 0. 9.0,0,0,.0,0.0,9.0,.0.0.0.0.0.0,0,0,0,0.0,00,0 &

O XXXXXXX XX XXXX X XXXXXKXXKX X XXXKXXKX XXXXHXXHXXXXXXXKKXK . KX XXXXXXX XX
) 00,0 @ 9,0.9,0.9,0.0.0.0. 9.9.0.0,0.0,0.0,.0.9,0,00,00,00,00000008
BOXXXXXXXXX XX XXXX X XXXXXXXXX X XXXKXXXK XXXXXXXXXKXXXK XX XXXXXXX XX

XXXX X XXXXXXXKX X XXKKXXK XXX KKXKKXKKXKKXXK XX XXXXXXX XX XXXX X

XX XXXKXXK XX XXXK X XXXXXKXKK X XKXXHXXK XHXXXXKXEXXXHKXKXK . KX XXXXKXXX XX XXXX

XXXXXXXXXX X XXXXXXX XXXKXXKXXKXXKXXX.
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Zhrnutie vlastného vkladu

Do vlastnej tvorby prace zarad’'ujeme nasledovné témy:

B OXXXXXXXXXXX X XXXXXXX XXX XXX
XXX XXXXXX XX XX XXXXXXX XX XXXX X XXXXXXXXX X XXXXXXX.

KX XXXXXXX XXXXXXX XXXXXXXXXXXKXXXXXK .

Tymito jednotlivymi bodmi sa ndm podarilo naplnit’ hlavny a ¢iastkové ciele prace,

ktorymi boli:

BOXXXXXXXXXXX X XXXXKXXX XXXXXXXXXXXXXXXKX.
B OXXOXXXXXXX XX XX XXXXXXX XX XXXX X XXXXXXXXX X XXXXXXKX.

XXX XXXXXXX XXXXXXX XXXXXXXXXXXXXXXXK .

Nase vysledky a odporucania budeme konzultovat' aj so skiimanou spolo¢nost'ou x
XXXXXXXXX X XXXXXKK XXXXXXXXXKXXXXXK. XK X KKK, XKKKKXX XXXKK XXXXXXXXXXX X
XXXXXX XXXXXXXXXK XXXXXXKKK XK XKKXKKKKX XXXXXXXX XXX XXXXXXXXXXX XXXXXX
XXXXXX X XXXXXKKXXX XXXXXX XXXXXXKKXXKXXX XXX XXXK XKXXXXX XXXXXX XX XXXXXXX
XXXXXXXXX XXXXXXXXXK XXXXXXXXXX X,

XXXXXXX XXXKK XHXXKKXXXXX X XRRKKK XXXXXXXXXK  XXXRXKKXK XX XXXXXXKKK
XXXXXXXX XXX XXXXXXXXXKK XXXXKK XXXXXX X XXXXXXXXKX XXXXKXK XXXXXXXXKKKKXK XXX

XXXX XXXXXXX XXXXXX XX XXXXXXK XXXXXXXXK XKXKXKXXXK XXXXXXXXXX X,

XXXXXXK XXXXX XXXXXXXXKXK X XXXXXK XXXXXKXXXXX XXXKXXXXK XX XXXXXXXXX
XXXXXXXX XXX XXXXXXXXXXK XXXXXXK XXXXXX X XXXXXXXXK XXXXXX XXX XXXXXXX XXX
XXXX XXXXXXX XXXXXX XX XXXXXXK XXXXXXXXK XXXXXXXXXX XXXXXXXXXX X,

KXXXXXK XXXXX XXXXXXXXKXK X XXXXXK XXXXXHXXXXX  XXXXXXXXK XX XXXXXXXXX
$,9,0,0,0,0.0.0.@.0,.0 QI .9.0.0,0.0.9,.0.0.0,0,.0,.0,0. 0,0, @ 0,0,0.0.0.0 9.0.0.0,0.00.0.0.0.00.0.00.9.00.9.000.000000,0 0,004
XXXX XXXXXXX XXXXXX XX XXXXXXXK XXXKXXXXK XXXXXXXXXK XXXXXXXXXK X XXXXXXX XXXXX
XXXXXXXXXXX X XXXXXX XXXXXXXXXX XXXXXXXXX XX XXXXXXXXX T XXXXXXXX XXX
XXXXXXXXXXK XXXXXX XXXXXK X XXXXXXXXK XXXXKX XXXXKXXXXXXKXK XXX XXXX XXXXXXX
XXXXXX XX XXXXXXX XXXXXXXXX XXXXXKXXKXK XXXXXXXXXX X,

KXXXXXK XXXXX XXXXXXXXKXK X XXXXXK XXXXXKXXXX  XXXXXXXXK XX XXXXXXKXX
$,9,0.0,0.0.0.0.@.9,.0 GEED.9.0.9,0.0.9,0.0.0,.0.0.9,0.0,0.0.9.0.00,0.00.9.00.0.00.0.00,0 0,00 0.0.090.0.00.9.00.00000 00004

) 0.0,0.9.0.0.0.0.0.0.9.0.0.0.0.0.0.0.89.0.0.0.0.0.90.00,.09.00.0.09.00,00.00.00.0.000000 0000900000 0,000,004
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XXXXXXXKXXX X XXXXXX XXXXXXXXXX XXXXXXXXX S XX XXXXXXXXX S XXXXXXXX XXX
XXXXXXXXXXK XXXXXX XXXXXX X XXXXXXXXK XXX XXXXXXXXXXXXXX XXX XXX XXXXXXX
XXXXXX XX XXXXXXX XXXXXXKXX XXXXXKXXXKX XXXXXXXXXX X,

XXXXXXK XXXXX XXXXXXXXXXX X XXXXXX XXXXXXXXXK XXXXXKXXXX XX XXXXKXXXXX
XXXXXXXX XXX XXXXXXXXXXK XXXXXXK XXXXXXK X XXXXXXXXK XXXXXX XXX XXXXXXX XXX

P00 0.0/ 0.0.0.0.0.0.9.0,.0.0.0.0.0.0 99000009 0.0.00.0.00.0.0.9.0.00,000,009.00.0000000.08
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PRILOHY

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

Priloha C Fotodokumentacia



=== Run information ===

Scheme: weka.associations.Apriori -N 150 -T 0 -C
0.05 -U 1.0 -M 0.1 -8 -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
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 napoije
Alko napoje
Sladidla
Slane pochutky
Sladke pochutky
Potraviny nerastneho povodu
Potraviny zmiesane
Domace potreby
Kozmetika
Oblecenie
=== Associator model (full training set)

Priloha A

0.6 -D

nich



Priloha B

Apriori

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




