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SOM-Based Market Segmentation Research

LU Yu CHENG Dai-Jie
(College of Computer Science, Chongqing University ,Chongqing 400044)

Abstract The research in market segmentation includes two main parts. We focus firstly on discussing the market seg-
mentation problem by applying SOM clustering technique in data mining discipline. The second part is focus on displa-
ying market segmentation structure. We apply visualization technique to represent the market structure clearly in a two
dimensional plane so that the marketers can make their market strategies easier. The two main parts are organized as an
integrated approach. Such an approach includes three core steps: preference data collecting step, preference data clus-
tering step by SOM neural networks and visualization step by ideal point model. The experiments show that the ap-

proach yields meaningful results and is comparable and complementary to the most general ones.
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