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Abstract

With the rapid development of the online market, online trading platforms such as Amazon ac-
commodate more and more customer feedback, which includes users’ multidimensional evalua-
tion of products. Under such background, we build some models to evaluate the products and an-
alyze the significance of these online data for the future development of products. We conduct
multivariate analysis on three commodities data which are hair dryer, microwave and pacifier
provided by Sunshine, and establish a commodity index evaluation model based on reviews, star
ratings, helpfulness ratings and time measurements and patterns. Sunshine Company can develop
a reasonable and scientific product strategy based on our modelling process and analysis conclu-
sions so as to achieve the success of their three online products.
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Table 1. p (world/topic) under the LDA-Gibbs model
F 1 LDAREITH p &

WAL e Wi
Price 0.378 Great/Good 0.379 Love/Like 0.479
Great/Good 0.262 Price 0.358 Price 0.284
Quality 0.147 Quality 0.056 Great/Good 0.107
Power 0.115 Worklife 0.113 Work well 0.105
Work well 0.045 Size 0.103 Cute 0.055
Size 0.044 Function 0.067 Quality 0.052
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Table 2. Attribute description of product reputation index
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Table 3. Quantitative evaluation of indicators
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Figure 1. The reputation of the three products based on time measurements and pattern change diagrams
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Figure 2. The expected output versus the actual output
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