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The Application of Data Mining Technology in the Supermarket Marketing System
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Abstract:In view of the challenge for the small and medium-sized supermarkets in the era of big data,and the present

situation of the application of data analysis in small and medium-sized supermarket to auxiliary decision making,proposed

the marketing strategy:timely adjust the shelf location and dynamically predict the tendency of the merchandise

sales,established a model for data management,analysis,decision-making and used the data mining algorithms such as Apriori

and Vague set to solve the model,on this basis,designed and implemented a supermarket marketing system.Then use the

actual sales data of small and medium-sized supermarket for experiments,the results show that the application of this system

not only makes the supermarket daily operation and management more convenient and efficient,its data analysis function

provides decision support for manager,for the supermarket produce about 8% of the profits.
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Fig.2 Data mining models of supermarket marketing system
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Fig.4 Commodity correlation analysis
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Fig.6 Customer management
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