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Abstract

by

This thesis addresses the challenges in e-commerce by developing a neu-
ral collaborative filtering recommendation system integrated into a Google
Chrome extension. The objective is to provide personalized, real-time prod-
uct suggestions directly within users’ browsing experiences. The study be-
gins with an overview of e-commerce growth and the importance of recom-
mendation systems, followed by a literature review on various types and
algorithms. The methodology details data collection, preprocessing, and al-
gorithm implementation. The integration strategy discusses the benefits of
the Chrome extension, such as enhanced user experience and ease of use.
Comprehensive testing on a dedicated test website showed promising re-
sults. Despite limitations like manual data input and Chrome exclusivity, the
research demonstrates significant potential. Future work will focus on au-
tomating data retrieval, improving scalability, and expanding compatibility.
This study presents a scalable, user-friendly solution to improve e-commerce
through advanced, personalized recommendations.

key words:E-commerce,Recommendation systems ,Collaborative filter-
ing,Neural Collaborative Filtering,Hybrid models,Pattern recognition,User
experience
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Résumé

Cette thèse aborde les défis du commerce électronique en développant un
système de recommandation de filtrage collaboratif neuronal intégré à une
extension Google Chrome. L’objectif est de fournir des suggestions de pro-
duits personnalisées et en temps réel directement dans l’expérience de nav-
igation des utilisateurs. L’étude commence par un aperçu de la croissance
du commerce électronique et de l’importance des systèmes de recommanda-
tion, suivi d’une revue de la littérature sur les différents types et algorithmes.
La méthodologie détaille la collecte de données, le prétraitement et la mise
en œuvre de l’algorithme. La stratégie d’intégration discute des avantages
de l’extension Chrome, tels que l’amélioration de l’expérience utilisateur et
la facilité d’utilisation. Des tests complets sur un site web de test dédié ont
montré des résultats prometteurs. Malgré des limitations comme la saisie
manuelle des données et l’exclusivité à Chrome, la recherche démontre un
potentiel significatif. Les travaux futurs se concentreront sur l’automatisation
de la récupération des données, l’amélioration de l’évolutivité et l’élargissement
de la compatibilité. Cette étude présente une solution évolutive et conviviale
pour améliorer le commerce électronique grâce à des recommandations avancées
et personnalisées.

Mots-clés : Commerce électronique, Systèmes de recommandation, Fil-
trage collaboratif, Filtrage collaboratif neuronal, Modèles hybrides, Recon-
naissance de formes, Expérience utilisateur.
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General Introduction

In the rapidly evolving landscape of e-commerce, recommendation systems
have become a pivotal component for enhancing user experience and driv-
ing sales. These systems employ sophisticated algorithms to analyze user
data and deliver personalized suggestions, thereby streamlining the shop-
ping process and introducing customers to products they are likely to find
appealing. By tailoring recommendations to individual preferences and be-
haviors, e-commerce platforms cannot only increase customer satisfaction
and loyalty but also boost conversion rates and average order values.

At the core of recommendation systems is the objective to predict and
present products that a user might be interested in based on their past in-
teractions and preferences. This involves processing large volumes of data
generated from user activities such as browsing history, purchase history,
product ratings, and reviews. By leveraging this data, recommendation sys-
tems can identify patterns and correlations that inform the personalized rec-
ommendations offered to each user.

Several techniques underpin the functionality of recommendation sys-
tems, with Collaborative Filtering (CF) and Content-Based Filtering being the
most prominent. Collaborative Filtering operates on the principle that users
who have shown similar preferences in the past will continue to do so in the
future. This method utilizes a user-item matrix to find similarities between
users or items, predicting preferences by referencing the behavior of similar
users or items. On the other hand, Content-Based Filtering focuses on the
attributes of items and recommends products that share characteristics with
those the user has previously liked or interacted with.

Despite their effectiveness, traditional recommendation techniques face
challenges such as data sparsity, scalability, and the cold-start problem, where
new users or items with insufficient data hinder the recommendation pro-
cess. To address these issues, recent advancements have incorporated ma-
chine learning approaches, hybrid models combining multiple recommenda-
tion strategies, and clustering methods that group users or items into com-
munities based on shared preferences.

In e-commerce, the implementation of robust recommendation systems
is crucial for creating a competitive edge. By continuously refining these
systems and integrating new methodologies, e-commerce platforms can of-
fer increasingly relevant and diverse product suggestions. This not only en-
hances the overall user experience but also encourages deeper engagement
and higher sales, ultimately contributing to the growth and success of the
e-commerce industry.

In summary, recommendation systems are integral to modern e-commerce,
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transforming how consumers discover and interact with products. By har-
nessing user data and employing advanced algorithms, these systems deliver
personalized shopping experiences that drive customer satisfaction and busi-
ness growth. As the field continues to evolve, ongoing innovations promise
to further refine the precision and impact of recommendation systems in e-
commerce.

Background of e-commerce and its growth
E-commerce, an abbreviation of electronic commerce, denotes the exchange
of goods and services conducted via the Internet. This encompasses vari-
ous transactions, spanning from retail purchases and auctions on online plat-
forms to business-to-business (B2B) sales and digital ticketing systems..(Willing,
n.d.) Electronic commerce leverages information technology to boost sales,
enhance business efficiency, and create new products and services. In its
operations, a company interacts with numerous entities, including private
or corporate clients, business partners, and suppliers. These interactions in-
volve the exchange of various types of information: sharing details about
products and services, negotiating transaction terms, exchanging documents,
placing and receiving orders, addressing service complaints, and distributing
press releases.(Išoraitė and Miniotienė, 2018)

The evolution of e-commerce traces back to its roots in the mid-20th cen-
tury, primarily through the development of Electronic Data Interchange (EDI)
in the 1960s. EDI facilitated electronic document exchange and laid the ground-
work for future digital transactions, albeit with limited functionality.

However, the true revolution of e-commerce commenced with the widespread
adoption of the Internet in the 1990s. This period witnessed the emergence
of secure online payment systems and user-friendly web interfaces, empow-
ering businesses to explore online sales opportunities.

Throughout the late 1990s and early 2000s, e-commerce experienced ex-
ponential growth, driven by increasing Internet accessibility and technologi-
cal advancements. Major online marketplaces like Amazon and eBay emerged,
offering consumers a diverse array of products and services from various
sellers.

The advent of mobile devices further accelerated e-commerce expansion,
enabling consumers to shop conveniently via mobile apps and responsive
websites. Additionally, the integration of social media platforms facilitated
novel ways for businesses to interact with and engage customers (Willing,
n.d.). Recent advancements in artificial intelligence and machine learning
have significantly impacted various fields, from sentiment analysis (Tiber-
macine et al., 2023) to human-machine interaction (Boutarfaia et al., 2023).
Meanwhile, deep learning techniques have been pivotal in imagery classifi-
cation, enhancing human-machine interaction and assistive robotics (Guet-
tala et al., 2022), (Tibermacine and Amine, 2021). This impact also passed on
to the field of e-commerce with the objective of boosting sales and improving
user experience.
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Importance of recommendation systems in e-commerce
The increasing adoption of e-commerce, coupled with advancements in re-
lated technologies, underscores the significance of recommendation systems
(RS). These systems offer a wide array of items such as products, movies,
events, alerts, and articles to diverse user groups, including customers, visi-
tors, system administrators, and content creators. By doing so, recommenda-
tion systems contribute to heightened conversion rates, enhanced customer
loyalty, and increased satisfaction. Furthermore, empirical evidence suggests
that RSs play a crucial role in bolstering key e-commerce metrics, as high-
lighted in recent research(Kwon and Kim, 2007).For example in platforms
like Netflix or Spotify, recommendation algorithms function much like adept
salespeople in physical stores. They analyze user behavior and preferences
to offer tailored content suggestions, mirroring the personalized service of a
skilled salesperson. Researchers also explore leveraging social connections
to improve recommendation accuracy. This approach enhances user satisfac-
tion and platform engagement by providing more relevant suggestions.

Problematic
In the expansive realm of e-commerce, both customers and businesses grap-
ple with formidable challenges hindering the smooth exchange of goods and
services.

On the customer side, navigating through a multitude of products across
various categories presents a daunting task, often resulting in frustration and
time wastage. Moreover, customers frequently struggle to articulate their
preferences accurately, compounding the difficulty of finding suitable prod-
ucts.The inconsistency in product descriptions and categorizations further
muddles the search process, exacerbated by limited filtering options and sub-
par search functionalities.

Conversely, from the e-commerce business standpoint, these challenges
translate into dire consequences, including diminished customer retention,
lower conversion rates, and ultimately, reduced revenue. To alleviate these
issues, the implementation of advanced recommendation systems is imper-
ative. These systems can deliver personalized recommendations, improve
search algorithms, standardize product information, and offer enhanced fil-
tering options, thereby enhancing the overall user experience, streamlining
the path to purchase, and fostering greater customer satisfaction and busi-
ness success.

This thesis aims to delve into the development and deployment of such
advanced recommendation systems, exploring their efficacy in addressing
the identified challenges and their impact on both customer experience and
business outcomes within the e-commerce domain.
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The work’s objective
Our proposed solution takes the form of an extension that serves as a versa-
tile solution designed to seamlessly integrate into any e-commerce platform,
augmenting its capabilities with a robust recommendation system.

By harnessing the power of our extension, users gain access to personal-
ized recommendations tailored to their preferences, irrespective of the web-
site they’re browsing. This innovative tool acts as a valuable asset for both
customers and e-commerce businesses, enhancing the overall shopping ex-
perience while driving sales and engagement. Through sophisticated algo-
rithms and data analysis, our extension ensures that users receive relevant
and timely suggestions, optimizing their journey towards finding desired
products. Whether it’s fashion, electronics, home goods, or beyond, our ex-
tension adapts to diverse product categories and user preferences, offering a
comprehensive solution for improved discovery and satisfaction. With our
extension in place, e-commerce websites can elevate their offering, provid-
ing users with a more intuitive and personalized shopping experience that
fosters loyalty and drives conversion.

Research Requirements
Before we dive into our research, it’s crucial to establish a strong foundation
by exploring the key elements that drive our objectives. Here’s a structured
outline to help shape our understanding and develop a strategic approach:

• Understanding AI:

– Define the core principles and applications of artificial intelligence
(AI).

– Explore various AI techniques, such as machine learning, deep
learning, and natural language processing.

– Investigate the current state-of-the-art advancements in AI research
and their implications for our project.

• Recommendation System Techniques:

– Conduct a comprehensive review of recommendation system method-
ologies.

– Explore collaborative filtering, content-based filtering, and hybrid
recommendation approaches.

– Investigate recent developments and emerging trends in recom-
mendation system research.

• Data Handling:

– Analyze strategies for data collection, preprocessing, and feature
engineering.
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– Explore data storage and management solutions, including databases
and data lakes.

– Investigate techniques for data cleaning, transformation, and aug-
mentation to ensure data quality and usability.

• Planning the Research Strategy:

– Define clear research objectives and goals aligned with our over-
arching mission.

– Develop a roadmap outlining the research methodology and time-
line.

– Identify potential challenges and risks and devise mitigation strate-
gies.

– Establish criteria for evaluating the success of our research efforts.
– Define roles and responsibilities within the research team and es-

tablish effective communication channels.
– Allocate resources, including budget, personnel, and technology,

to support the research endeavor.

Structure of the Dissertation
The dissertation is divided into five chapters, each of which focuses on a
different component of the research. An overview of the chapters is given
below:

• Chapter 2: state of art
This chapter provides a comprehensive review of recommendation sys-
tems, categorizing them into collaborative filtering, content-based, and
hybrid models. It discusses evaluation metrics, previous studies, and
the challenges faced by existing systems.

• Chapter 3: Methodology
This chapter details the research approach, data collection methods,
preprocessing techniques, algorithm selection, evaluation methodol-
ogy, and the tools and technologies used.

• Chapter 4: Results
This chapter presents the dataset description, performance evaluation
metrics, comparative analysis of algorithms, and visualizations of the
results.

• Chapter 5: Integration and Deployment
This chapter covers the integration strategy, development, and imple-
mentation of a Google Chrome extension to enhance recommendation
system functionalities.

• General Conclusion
The final conclusion summarizes key findings, addresses study limita-
tions, and suggests future research directions.
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Chapter 1

State of Art

1.1 Introduction
As the amount of information on the Internet continues to grow, having a
system that can provide users with personalized recommendations becomes
increasingly crucial.

Artificial intelligence (AI) has rapidly permeated various domains, revo-
lutionizing industries and transforming everyday life. In healthcare, AI as-
sists in diagnosing diseases, predicting patient outcomes, and personalizing
treatment plans through advanced data analysis and machine learning algo-
rithms. The automotive industry benefits from AI through the development
of autonomous vehicles and advanced driver-assistance systems, improving
safety and efficiency. In energy sector, AI algorithms enable more efficient
and intelligent management of power grids (Naidji et al., 2018; Naidji. et al.,
2019), optimizing the balance between energy supply and demand in real-
time. In renewable energy, AI enhances the efficiency of solar and wind farms
by predicting weather patterns and adjusting operations accordingly. Energy
storage systems, like batteries, benefit from AI through improved charge and
discharge cycles, maximizing their lifespan and performance (Naidji et al.,
2019). AI also plays a crucial role in energy conservation by analyzing con-
sumption patterns and suggesting ways to reduce waste in residential, com-
mercial, and industrial settings (Naidji et al., 2020; Naidji., Choucha., and
Ramdani., 2023). AI also plays a crucial role in education, offering person-
alized learning experiences and automating administrative tasks. In enter-
tainment, AI curates content, generates music and art, and creates immer-
sive gaming experiences. Additionally, AI enhances customer service with
chatbots and virtual assistants, streamlines manufacturing processes through
predictive maintenance and quality control, and optimizes supply chains.

The widespread adoption of AI across these diverse sectors underscores
its transformative potential and the ongoing shift towards intelligent, data-
driven decision-making.

In this chapter, we’ll cover several key aspects of recommendation sys-
tems. We’ll begin by exploring the history of these systems, tracing their
development over time. Next, we’ll define recommendation systems and in-
troduce some fundamental concepts to provide a solid understanding. Then,
we’ll delve into various classifications of recommendation systems, examin-
ing the different approaches used within each classification. Finally, we’ll
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discuss the advantages and disadvantages of these systems and provide ex-
amples to illustrate their practical application.

1.2 Recommendation Systems

1.2.1 History of Recommender Systems
In 1992, (Belkin and Croft, 1992). conducted an analysis comparing informa-
tion filtering and information retrieval. They identified information retrieval
as the foundational technology behind search engines, while recommender
systems primarily rely on information filtering techniques. In the same year,
(Goldberg et al., 1992) introduced the Tapestry system, which marked the
inception of collaborative filtering in information filtering, utilizing human
evaluations. This study inspired researchers from Massachusetts Institute of
Technology (MIT) and the University of Minnesota (UMN) to develop Grou-
pLens (Resnick et al., 1994), a news recommendation service leveraging a
user-user collaborative filtering model. Similar recommendation technolo-
gies have been applied in various domains, such as music and video. Exam-
ples include the Ringo system for music (Shardanand and Maes, 1995) and
Video Recommender for video content (Hill et al., 1995). The recognition of
the business value of recommendation systems grew with the emergence of
e-commerce. Net Perceptions, founded in 1996, was among the pioneering
companies focusing on marketing recommender engines, catering to clients
like Amazon and Best Buy (Schafer, Konstan, and Riedl, 1999)elaborated
on how recommender systems contribute to increasing sales on e-commerce
platforms, analyzing aspects like interfaces, recommendation models, and
user inputs across six websites. This marked a significant turning point
where academic studies and industrial applications synergized, propelling
the progress of recommender system technologies.

In 1997, the GroupLens research lab launched the MovieLens project (Harper
and Konstan, 2015), leveraging the EachMovie dataset to train the first ver-
sion of their recommender model. Subsequently, MovieLens datasets were
regularly released between 1998 and 2019, establishing themselves as some
of the most utilized datasets for recommendation studies.

In 2006, Netflix launched the highly-publicized Netflix Prize competition
with the goal of advancing the field of movie recommendation algorithms.
This initiative sought to significantly improve the accuracy and effectiveness
of movie recommendations provided to users. Noteworthy is the vast se-
lection available on Netflix, comprising over 17,000 films(Ekstrand, Riedl,
Konstan, et al., 2011)

Fast forward to the present day, recommendation systems have evolved
into indispensable components of virtually all e-commerce websites, playing
a pivotal role in guiding users towards relevant products and content.(Dong
et al., 2022)
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1.2.2 Definition and Basic Concepts
A recommender system (RS) comprises software designed to suggest the
most appropriate items to individual users by predicting their interest in an
item. This prediction is based on data about the items themselves, the users,
and their interactions with items. RS utilize various information sources to
deliver predictions and recommendations to users. They aim to achieve a
balance between accuracy, novelty, diversity, and stability in their recommen-
dations. (Bobadilla et al., 2013).

There have been multiple interpretations of recommendation systems over
time. However, the most widely accepted and overarching definition, at-
tributed to Robin Burke, is as follows: "A recommendation system is a sub-
class of information filtering system that seeks to predict the ’rating’ or ’pref-
erence’ a user would give to an item."(Burke, 2002)

At the core of these systems lie two fundamental entities: users and items.

Users

Users are the starting point for any recommendation system. Each user has
their own unique tastes, preferences, and behaviors, which serve as the foun-
dation for personalized recommendations. Information about users can come
from various sources, such as:

• Purchase or activity history : Items purchased, movies watched, songs
listened to, or books read reveal users’ preferences and interests.

• Demographic data : Age, gender, location, and other demographic in-
formation can provide contextual clues about potential tastes.

• Interactions with the system : Ratings, reviews, comments, and searches
conducted by users help refine their profiles and identify trends.

Items

Items represent the set of choices that the recommendation system presents
to users. These can be physical products, digital content, services, or any
other entity relevant to the system’s context. The description of items varies
depending on the domain, but typically includes characteristics such as:

• Attributes : Objective characteristics like color, size, genre, price, or
number of pages.

• Metadata : Descriptive information like title, author, director, or asso-
ciated keywords.

• Content: The text, images, videos, or other multimedia elements that
represent the item.
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1.3 Objectives of a Recommendation System
Previously, we defined recommendation systems as tools and methodologies
that offer users suggestions for items they may want to purchase or utilize.
In this section, our aim is to refine this definition by highlighting the various
potential applications of such systems. For example, Amazon’s recommen-
dation system suggests personalized products, driving sales and enhancing
customer satisfaction.

For the User:

• Amazon suggests products based on browsing and purchase history.

• Helps users find items they’re likely to be interested in.

• Offers a tailored shopping experience.

For the Company (Amazon):

• Increases sales by suggesting relevant products.

• Improves customer retention and loyalty.

• Collects and analyzes user data to refine recommendations.

• Provides a competitive advantage in the e-commerce market.

and there are several reasons why service providers implement recommen-
dation engines:

• Enhancing Online Shopping: Recommender systems provide benefits
to both service providers and users. They lower the transaction costs
associated with finding and selecting items in online shopping envi-
ronments. Additionally, these systems have been shown to enhance
the decision-making process and improve the overall quality of recom-
mendations.(Isinkaye, Folajimi, and Ojokoh, 2015)

• Revenue Boost: Essentially, this involves selling more items. In the
realm of recommendation systems (RS), this objective holds paramount
importance. The aim is to increase sales beyond what would occur
without recommendations by suggesting items tailored to user pref-
erences and needs

• Understanding Users: Recommendation systems also help businesses
understand what their users like, which helps them manage their prod-
ucts better.

• Increase User Engagement:By providing relevant and timely recom-
mendations, recommendation systems aim to increase user engagement
and interaction with the platform, leading to longer sessions and repeat
visits.(Jannach et al., 2010)
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• Optimize Inventory Management: Recommendation systems help busi-
nesses better manage their inventory by understanding user prefer-
ences and predicting demand for different products. (Adomavicius and
Tuzhilin, 2005a)

1.4 Types of recommendation systems
In this section, we’ll explore the different types of recommendation systems.
These systems play a vital role in guiding users to relevant content or prod-
ucts based on their preferences. From collaborative filtering to content-based
filtering and hybrid approaches, each type offers unique insights into user
behavior and preferences.

FIGURE 1.1: Types of recommendation systems(Hossain et al.,
2022)

1.4.1 Content-based filtering
The content-based technique is a domain-specific algorithm that focuses on
analyzing the characteristics of items to make predictions. It is particularly
effective for recommending documents such as web pages, publications, and
news articles.(Isinkaye, Folajimi, and Ojokoh, 2015)In content-based filter-
ing, recommendations are generated by analyzing user profiles, which are
constructed using features extracted from the content of items that the user
has previously rated or evaluated.(Burke, 2002)(Bobadilla et al., 2013) and it
works by analyzing the attributes or features of items and building a user
profile based on the items the user has interacted with positively in the past.
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These attributes could include keywords, genres, actors, or authors, depend-
ing on the type of items being recommended. The system then compares the
attributes of items to the user’s profile and recommends items with similar
attributes that the user has not yet interacted with. This approach allows for
personalized recommendations based on the user’s preferences and interests,
without relying on the behavior or preferences of other users.(Jannach et al.,
2010)

FIGURE 1.2: Content-based recommender system

Advantages

• Personalization: Content-based recommendation systems offer person-
alized suggestions by analyzing the user’s preferences derived from
their past interactions with items.

• Independence from User Population: In contrast to collaborative filter-
ing techniques, content-based systems operate independently of other
users’ preferences. Consequently, they can suggest items, including
new or less popular ones, based solely on their attributes.

• Reduced Cold Start Problem: Content-based systems address the cold
start issue encountered in collaborative filtering by recommending items
to new users solely based on the characteristics of those items.
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Disadvantages

• Limited Serendipity: Content-based systems might find it challenging
to suggest items beyond the user’s established preferences, potentially
limiting unexpected discoveries.

• Limited Diversity: Content-based systems may suggest items that closely
resemble each other, resulting in recommendations lacking in diversity.

• Difficulty Handling New Item Types: Content-based systems may en-
counter difficulties when recommending unfamiliar or novel item types
if their attributes are not adequately defined or comprehended.

Examples of content-based filtering systems

• LIBRA(Mooney and Roy, 2000), operates as a content-based book rec-
ommendation system leveraging data sourced from the web. It em-
ploys a Naïve Bayes classifier to analyze web-extracted information
and construct a user profile. This profile is then utilized to generate
a ranked list of titles, drawing from training examples provided by in-
dividual users. Notably, LIBRA offers users insights into the rationale
behind each recommendation by identifying the features that signifi-
cantly influence the highest ratings. This transparency empowers users
to trust the system’s recommendations with confidence.

• ETSY is an e-commerce platform that utilizes a content-based recom-
mendation system to suggest handmade or vintage items to users. It
analyzes the attributes of products (e.g., category, material, style) that a
user has interacted with to recommend similar items.

1.4.2 Collaborative filtering
Collaborative filtering is a prediction method that is applicable across dif-
ferent domains, particularly for content like movies and music that is not
easily described solely by metadata. This technique involves constructing
a database (known as a user-item matrix) that captures user preferences for
items. By calculating similarities between user profiles, collaborative filter-
ing matches users with similar interests and preferences to generate per-
sonalized recommendations.(Herlocker et al., 2004; Isinkaye, Folajimi, and
Ojokoh, 2015). Such users form a group referred to as a neighborhood. An in-
dividual user receives recommendations for items they haven’t rated before
but that have been positively rated by users in their neighborhood. Recom-
mendations generated by collaborative filtering can take the form of either
predictions or recommendations. A prediction is represented by a numerical
value, Rij, indicating the predicted score of item j for user i, while a recom-
mendation is a list of the top N items that the user is most likely to enjoy,
as depicted in Figure 3. Collaborative filtering techniques can be categorized
into two main types: memory-based and model-based (Breese, Heckerman,
and Kadie, 2013; Bobadilla et al., 2013)
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FIGURE 1.3: Collaborative filtering process.(Al-Barznji and
Atanassov, 2017)
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Memory based techniques

The items that a user has rated in the past are crucial for finding neighbors
who have similar preferences. Once neighbors with similar preferences are
identified, various algorithms can be used to combine their preferences to
produce recommendations. These methods have shown significant efficacy
in practical applications.(Zhao and Shang, 2010; Zhu, Ye, and Gong, 2009)
Memory-based collaborative filtering can be implemented in two ways: user-
based and item-based techniques.

User-based collaborative filtering

In user-based collaborative filtering, the similarity among users is assessed
by comparing their ratings on common items. To predict the rating of an item
by a user, the system calculates a weighted average of ratings assigned to the
item by users who are similar to the active user. These weights are based
on how similar these users are to the active user in terms of their ratings on
items.

FIGURE 1.4: User-based collaborative filtering(Roy and Dutta,
2022)
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Item-based collaborative filtering

On the other hand, item-based filtering techniques compute predictions us-
ing item similarities rather than user similarities. It constructs a model of
item similarities by examining all items rated by an active user from the user-
item matrix. The technique determines the similarity between the retrieved
items and the target item, selecting the k most similar items and their corre-
sponding similarities. Predictions are made by computing a weighted aver-
age of the active user’s ratings on the similar items. Various similarity mea-
sures are utilized to compute similarity between items or users. The two pre-
dominant similarity measures are correlation-based and cosine-based.(Isinkaye,
Folajimi, and Ojokoh, 2015)

FIGURE 1.5: Item-based collaborative filtering(Roy and Dutta,
2022)

Model-based techniques

In model-based collaborative recommendation systems (Gong, Ye, and Tan,
2009), various machine learning algorithms are employed to construct rec-
ommendation models. These algorithms include Bayesian networks, clus-
tering, Markov decision processes, sparse factor analysis, dimensionality re-
duction techniques, rule-based approaches, among others. The integration
of these algorithms allows for the creation of sophisticated recommendation
models capable of effectively capturing user preferences and providing ac-
curate suggestions
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Advantages

• Personalized Recommendations: Collaborative filtering offers person-
alized suggestions tailored to individual user preferences by leveraging
collective user behavior.

• Scalability and Flexibility: With the ability to scale to large datasets
and adapt to changing user preferences, collaborative filtering systems
provide versatile recommendation solutions.

• Enhanced Serendipity: By recommending items based on similarities
with other users’ preferences, collaborative filtering algorithms facil-
itate the discovery of new and unexpected items, enriching the user
experience.

Disadvantages

• Cold Start Problem: Collaborative filtering may struggle to provide
accurate recommendations for new users or items with limited data,
leading to suboptimal suggestions until sufficient information is avail-
able.

• Popularity Bias: Collaborative filtering tends to recommend popular
items more frequently, which can result in a lack of diversity and over-
look niche or less-known items that may be of interest to users.

• Sparsity of Data: In systems with a large number of users and items,
the data matrix used in collaborative filtering can become sparse, mak-
ing it challenging to compute accurate similarities and generate reliable
recommendations.

Examples of collaborative systems

• Ringo(Shardanand and Maes, 1995)In Ringo, a user-based collabora-
tive filtering system recommends music albums and artists. When a
user joins the system, they are initially presented with a list of 125 artists
to rate based on their preference for listening to them. This list com-
prises two sections: the first section includes frequently rated artists,
allowing users to rate artists that others have also rated frequently,
thus promoting similarity among user profiles. The second section ran-
domly selects items from the entire user-item matrix, ensuring that all
artists and albums eventually receive ratings during the initial rating
phase.(Isinkaye, Folajimi, and Ojokoh, 2015)

• Amazon.comThis e-commerce recommendation engine employs scal-
able item-to-item collaborative filtering techniques to recommend on-
line products to users, with an algorithm that operates efficiently re-
gardless of the number of users or items(Linden, Smith, and York, 2003)
within the database.
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FIGURE 1.6: Amazone interface.

1.5 Hybrid recommender system
As its name implies, a hybrid recommender system results from integrating
multiple filtering techniques. One of the most widely adopted combinations
involves content-based and collaborative recommendation systems. The ob-
jective behind blending different filtering approaches is to enhance the preci-
sion of recommendations. (Burke, 2007). The concept of hybrid techniques is
based on the notion that combining algorithms can yield recommendations
that are more accurate and effective compared to using a single algorithm.
This approach leverages the strengths of different algorithms to mitigate the
weaknesses of each other. (Schafer et al., 2007)Using multiple recommenda-
tion techniques can address the limitations of a single approach when inte-
grated into a combined model. This can be accomplished through different
methods: applying algorithms independently and merging their outcomes,
blending elements of content-based filtering into a collaborative approach,
integrating aspects of collaborative filtering into a content-based approach,
or developing a unified recommendation system that harmoniously inte-
grates both approaches.

Advantages

• Enhanced Recommendation Accuracy: By combining multiple recom-
mendation techniques, hybrid systems can leverage the strengths of
each approach, leading to more accurate and personalized recommen-
dations.

• Increased Coverage: Hybrid systems can provide recommendations
for a wider range of items by incorporating both collaborative and content-
based filtering methods, addressing the limitations of each approach
individually.
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TABLE 1.1: Hybridization methods

Hybridization method Description

Weighted hybridization
In weighted hybridization, different recommenders’ results are
combined using a linear formula to create a recommendation
list or prediction

Switching hybridization The system switches between different recommendation
techniques based on the recommendation outcome

Cascade hybridization
A recommendation technique is used to produce
an initial ranking of candidate items,with a second technique
then refining the list of recommendations.

Mixed hybridization
Mixed hybrids simultaneously combine recommendation
results from different techniques rather than providing
just one recommendation per item.

Feature-combination
The features generated by a particular recommendation
technique are inputted into another
recommendation technique.

Feature-augmentation
The technique utilizes the ratings and other data generated
by the previous recommender, along with additional
functionality from the recommender systems.

Meta-level
The internal model produced by one recommendation
technique serves as input for another, leveraging its
enriched information compared to a single rating.

• Robustness to Cold Start Problem: Hybrid systems can mitigate the
cold start problem by using content-based techniques to recommend
items for new users or items with limited data, while also leveraging
collaborative filtering for users with sufficient interaction history.

Disadvantages

• Complexity: Implementing and maintaining a hybrid recommendation
system can be complex and resource-intensive, requiring expertise in
multiple recommendation techniques and integration of diverse data
sources.

• Scalability: As hybrid systems combine multiple algorithms, they may
face scalability challenges, particularly with large datasets, which can
impact performance and responsiveness.

• Difficulty in Interpretation: The combination of different recommen-
dation techniques can make it challenging to interpret and understand
the recommendations provided, reducing transparency and user trust
in the system.
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FIGURE 1.7: Hybrid Recommender System

Examples of Hybrid recommender systems

• DailyLearner(Billsus and Pazzani, 1999)The DailyLearner is an exam-
ple of a recommendation system that employs a hybrid approach, com-
bining both content-based and collaborative filtering techniques. In
DailyLearner, the recommendation process begins with a content-based
approach. However, if the content-based system lacks sufficient evi-
dence to make recommendations, the system then switches to collab-
orative filtering to provide suggestions based on user interactions and
preferences.

• Pipper Pipper exemplifies a feature combination method that integrates
collaborative filter ratings into a content-based recommendation sys-
tem as a feature to suggest movies. This approach offers the advantage
of not solely depending on collaborative data for recommendations.

1.6 Evaluation Metrics for Recommendation Sys-
tems

Evaluation metrics play a crucial role in assessing the performance of rec-
ommendation systems. Here’s a brief overview of some common evaluation
metrics:

• Recall : measures the proportion of relevant items present in the top
K recommendations out of all relevant items, where K is the number
of recommendations generated(Aher, 2023). For instance, Suppose you
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have a music streaming service that recommends 20 songs to each user.
A particular user has listened to 8 songs, and out of those, 6 are in-
cluded in the recommendation list. In this case, the Recall@20 for that
user would be calculated as follows:

Recall@K =
Number of relevant items in recommendation list

Total number of relevant items
=

8
6
= 0.75

(1.1)

• Precision:Precision gives a measure of “out of K” items recommended
to a user and how many are relevant, where K is the number of recom-
mendations generated for a user.For a recommendation system where
we recommend 10 movies for every user. If a user has watched 5 movies
and we are able to predict 3 out of them ( 3 movies are present in our
recommendation list) then our Precision@10 is 3/10.(Aher, 2023)

Precision@K =
Number of relevant items in recommendation list

K
(1.2)

• F1: The F1@K metric serves as a unified measure combining preci-
sion@K and recall@K into a single evaluation metric. It calculates the
harmonic mean of precision@K and recall@K, thereby offering a bal-
anced assessment of the recommendation system’s performance(Deutschman,
2023)

F1@K =
2 ⇥ Precision@K ⇥ Recall@K

Precision@K + Recall@K
(1.3)

• Mean Average Precision (MAP):Mean Average Precision (MAP) at K
is a quality metric used to evaluate the effectiveness of a recommender
or ranking system in returning relevant items within the top-K results.
It measures the system’s ability to place more relevant items at the
top of the recommendation list. MAP at K considers the precision of
the recommendations, focusing on the proportion of relevant items re-
trieved within the top-K recommendations(EvidentlyAI, n.d.). By ag-
gregating the Average Precision (AP) scores across all users, MAP at K
provides a comprehensive assessment of the recommendation system’s
performance, emphasizing the importance of returning relevant items
promptly to users.

MAP@K =
1
N

N

Â
i=1

APi (1.4)

• Mean Reciprocal Rank (MRR):Mean Reciprocal Rank (MRR) assesses
the position of the first relevant item encountered within a recommen-
dation list. Reciprocal Rank (RR) is particularly valuable when prior-
itizing the highest ranked result. In this context, ’rank’ refers to the
position of an item in the recommendation list. The reciprocal nature of
MRR ensures that items with lower ranks (e.g., Rank 20) receive lower
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scores, as the reciprocal of a larger rank yields a smaller score. Con-
sequently, the metric rewards systems that accurately predict relevant
items at the top of the recommendation list.

MRR =
1
N

N

Â
i=1

1
ranki

(1.5)

• Mean squared error (MSE) is a measure used to evaluate the average
square of the differences between predicted values and actual values in
a dataset. It is determined by averaging the squared residuals, which
are the discrepancies between predicted and actual values for each data
point.(GeeksforGeeks, n.d.)

MSE =
1
n

n

Â
i=1

(yi � ŷi)
2 (1.6)

Where:

MSE represents the Mean Squared Error,
n is the number of data points,
yi represents the actual value of the ith data point,
ŷi represents the predicted value of the ith data point.

• Root Mean Squared Error(RMSE) is the square root of the mean squared
error between the predicted and actual values, commonly used as a per-
formance metric in regression analysis.(Allwright, 2022)

RMSE =

s
1
n

n

Â
i=1

(yi � ŷi)2 (1.7)

Where:

RMSE represents the Root Mean Squared Error,
n is the number of data points,
yi represents the actual value of the ith data point,
ŷi represents the predicted value of the ith data point.

1.7 Previous studies and research in recommenda-
tion systems for e-commerce

In this section, I will discuss previous studies and research related to recom-
mendation systems in e-commerce. I will provide a brief overview of their
methodologies and findings, and offer a critique of their approaches and re-
sults



1.7. Previous studies and research in recommendation systems for
e-commerce 23

The authors illustrated in (Koren, Bell, and Volinsky, 2009) how matrix
factorization techniques enhance recommender systems by decomposing the
user-item interaction matrix and capturing latent factors representing user
preferences and item characteristics. These models offered superior recom-
mendations compared to traditional methods. However, the study’s exclu-
sive emphasis on rating prediction accuracy as the primary evaluation metric
is critiqued. This narrow focus may overlook essential aspects of a recom-
mender system’s real-world effectiveness.

This work (Adomavicius and Tuzhilin, 2005b) provides a comprehensive
survey of state-of-the-art recommender systems and discusses potential ex-
tensions for the next generation. However, a critique of this work is its pri-
mary focus on traditional recommendation techniques, which may overlook
newer approaches and advancements, such as deep learning-based methods
that have since gained significant traction in the field.

In this study, (Zhang et al., 2019) it provides a comprehensive overview
of deep learning-based recommender systems, offering novel perspectives
and insights. Their thorough examination advances our understanding of
how deep learning techniques can be effectively applied to recommendation
tasks. However, a potential critique is the broad scope of the study, which
may result in a lack of in-depth analysis of specific deep learning architec-
tures or techniques.

In this study(Zheng, Noroozi, and Yu, 2018), the authors introduce spec-
tral collaborative filtering, a novel approach that leverages spectral graph
theory to enhance traditional collaborative filtering methods. Their study
shows that spectral collaborative filtering effectively captures complex user-
item interactions and improves recommendation accuracy over conventional
techniques. However, a potential critique is the limited exploration of the
scalability and computational efficiency of the spectral collaborative filtering
algorithms.

The authors in this study (Wang, Wang, and Yeung, 2015) showcase how
collaborative deep learning techniques enhance recommender systems, lead-
ing to improved recommendation performance compared to traditional meth-
ods. By employing deep learning architectures, the model adeptly captures
intricate user-item interactions and learns latent representations. However, a
critique lies in the limited exploration of the interpretability of collaborative
deep learning models, which often operate as black boxes, making it chal-
lenging to discern the reasoning behind generated recommendations.

The study (Covington, Adams, and Sargin, 2016) showcases the effec-
tiveness of deep neural networks in enhancing YouTube recommendations.
Leveraging the platform’s rich data, their model significantly improves rec-
ommendation accuracy and user engagement metrics compared to traditional
methods. However, a potential critique is the limited generalizability of the
findings beyond the specific context of YouTube. The unique characteristics
of YouTube’s user behavior and content may not fully represent other recom-
mendation scenarios, such as e-commerce or news platforms.

The study (Hu, Koren, and Volinsky, 2008) showcases the utilization of



24 Chapter 1. State of Art

collaborative filtering techniques on implicit feedback datasets, revealing en-
couraging outcomes in recommendation performance. Nonetheless, a no-
table critique pertains to the limited investigation into the scalability and
robustness of collaborative filtering algorithms when confronted with large-
scale implicit feedback datasets. Furthermore, the study may have inade-
quately addressed the challenges stemming from sparse and noisy implicit
feedback data, potentially undermining the reliability of recommendations
in practical settings.

The study (He et al., 2017) introduces a novel approach called "Neural
Collaborative Filtering" (NCF) for recommendation systems. NCF integrates
neural networks into collaborative filtering, aiming to enhance recommen-
dation accuracy by capturing intricate user-item interactions. The authors
demonstrate the effectiveness of NCF through experiments on real-world
datasets, achieving significant improvements in recommendation performance
compared to traditional methods.However While NCF presents promising
results in recommendation accuracy, a potential limitation lies in its com-
putational complexity and resource requirements. The integration of neu-
ral networks may increase the computational overhead, especially for large-
scale recommendation systems, which could pose challenges in real-time rec-
ommendation scenarios. Additionally, the study primarily focuses on the
enhancement of recommendation accuracy without extensively addressing
potential issues such as interpretability and fairness in recommendations,
which are crucial considerations in practical deployment.

The authors in (Guo, Yao, and Gong, 2017) introduces a deep collabo-
rative filtering approach utilizing a marginalized denoising autoencoder. By
leveraging the power of deep learning, the proposed method aims to enhance
the recommendation performance by capturing complex user-item interac-
tions in collaborative filtering tasks. Through experiments on benchmark
datasets, the authors demonstrate that the deep collaborative filtering model
achieves significant improvements in recommendation accuracy compared
to traditional methods.While the deep collaborative filtering model presents
promising results in recommendation accuracy, a potential limitation is the
increased complexity and computational requirements associated with deep
learning techniques. Training deep models may require substantial compu-
tational resources and time, making it challenging to deploy in real-time rec-
ommendation systems, especially for large-scale datasets.

This study (Wen, Yan, and Zhu, 2017) investigates collaborative filtering
techniques tailored for sparse datasets. The authors compare various similar-
ity measures and implementation techniques to determine their effectiveness
in handling data sparsity in recommendation systems. Their experimental
results demonstrate that certain similarity measures and optimized imple-
mentation strategies significantly enhance the performance of collaborative
filtering in sparse data environments.While the study provides valuable in-
sights into the performance of different similarity measures and implemen-
tation techniques for sparse data, a potential limitation is the scope of the
datasets used in the experiments. The study might benefit from a broader
range of real-world datasets to validate the generalizability of the findings.
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1.8 Conclusion
In this chapter, we provided a comprehensive examination of recommen-
dation systems, covering their various types, including collaborative filter-
ing, content-based approaches, and hybrid models. We have delved into the
metrics used to evaluate their performance. Furthermore, we reviewed pre-
vious research and studies focused on recommendation systems within the
e-commerce sector, highlighting their effectiveness and the challenges they
face. These challenges, including scalability, cold-start problems, and data
sparsity, underscore the need for continued innovation and improvement in
the field.

As we move forward to the next chapter, we will build upon this foun-
dation by detailing our research approach, which may involve qualitative,
quantitative, or mixed methods. We will outline our data collection meth-
ods, focusing on user interaction data and product metadata, and describe
the preprocessing techniques essential for data cleaning and normalization.
Additionally, we will discuss the selection and implementation of algorithms
tailored to our research objectives, and our evaluation methodology, to en-
sure robust and reliable results. Finally, we will explore the tools and tech-
nologies, such as programming languages, libraries, and frameworks, that
will support our research and development efforts.
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Chapter 2

Methodology

2.1 Introduction
In this chapter, we outline the methodology used in our research on recom-
mendation systems. Building on our literature review, we aim to address ex-
isting challenges through a structured approach. We will begin by detailing
our research approach, followed by our data collection methods, focusing
on user interaction data and product metadata. We will then discuss pre-
processing techniques for data cleaning and normalization, and the selection
and implementation of algorithms. Finally, we will describe our evaluation
methodology, and the tools and technologies utilized, such as programming
languages and frameworks. This comprehensive methodology will guide us
in developing an effective and robust recommendation system.

2.2 Research Approach
The research approach adopted for this study is a quantitative approach.
This approach was chosen due to the nature of the data available and the
objectives of evaluating the performance of recommendation systems in e-
commerce using large-scale datasets.

2.2.1 Rational for Choosing Quantitative Methods
The primary reason for selecting a quantitative approach is to objectively
measure and analyze the performance of different recommendation algo-
rithms using extensive datasets. Quantitative methods are suitable for this
study because they allow for:

• Objective Measurement: Quantitative data provides a means to objec-
tively measure the performance of recommendation algorithms through
various metrics such as accuracy, precision, recall, and Mean Absolute
Error (MAE).

• Scalability: The large-scale datasets used in this study require robust
quantitative methods to efficiently process and analyze the data.
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• Reproducibility: Quantitative methods ensure that the findings of this
study can be consistently replicated and verified using the same datasets
and algorithms.

2.3 Data Collection Methods
Data collection is a critical step in developing and evaluating recommenda-
tion systems. The success of these systems heavily relies on the quality and
diversity of the data used. For this study, multiple sources of data were uti-
lized to ensure a comprehensive evaluation of the recommendation models.
The primary data sources include Amazon Product Reviews and the Cloth-
ing Fit Data from UC San Diego. These datasets were selected due to their
relevance and richness in user interaction information.

2.3.1 Data Sources
Amazon Product Reviews

• Description: This dataset contains a vast collection of product reviews
from Amazon, covering a wide range of categories. Each review in-
cludes information such as the product ID, user ID, review text, rating,
and timestamp.

• Relevance: The Amazon Product Reviews dataset provides valuable
insights into user preferences and behaviors, as well as the effectiveness
of different products. This data is instrumental in training and testing
recommendation algorithms that rely on user reviews and ratings to
make predictions.

Clothing Fit Data (UC San Diego)

• Description: This dataset contains detailed information on clothing
fit feedback, including user ratings and reviews specifically related to
clothing items. It includes data points such as user demographics, prod-
uct descriptions, and fit feedback.

• Relevance: The Clothing Fit Data is particularly useful for testing rec-
ommendation models in the fashion and apparel sector. It provides a
focused view on how users interact with clothing items, their fit prefer-
ences, and satisfaction levels. This dataset helps in understanding the
nuances of recommending fashion products, which often have higher
subjective variability compared to other categories.

2.3.2 Data Collection Process
The data was sourced through extensive searches on the internet, focusing
on publicly available datasets that are relevant and comprehensive. The fol-
lowing steps were taken to collect and prepare the data for analysis:
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Identification of Relevant Datasets

• Conducted a thorough search for datasets related to e-commerce and
recommendation systems.

• Evaluated the datasets based on criteria such as data richness, user in-
teraction details, and category relevance.

Data Acquisition

• Amazon Product Reviews: Acquired from public repositories that host
Amazon’s review data.

• Clothing Fit Data: Downloaded from the UC San Diego website, specif-
ically from the dataset repository maintained by Julian McAuley.

Data Preprocessing

• Data Cleaning: Removed any duplicates and handled missing values
to ensure data integrity. This involved filling in missing values where
appropriate or excluding incomplete entries to maintain the quality of
the dataset.

• Normalization: Standardized numerical features, such as ratings and
timestamps, to a consistent scale. This step is crucial for ensuring that
the data is suitable for machine learning algorithms.

• Categorization: Converted categorical data, such as user demograph-
ics and product categories, into numerical formats using techniques
like one-hot encoding. This process helps in making the data usable
for algorithmic processing.

Data Analysis

The data analysis process involves applying machine learning algorithms
and statistical methods to evaluate the performance of the recommendation
systems:

• Algorithm Implementation: Implemented various recommendation
algorithms, including collaborative filtering, content-based filtering,Reinforcement
Learning-based Approach, and hybrid methods, to generate recom-
mendations based on the prepared datasets.

• Performance Evaluation: Assessed the performance of each algorithm
using quantitative metrics such as precision, recall, F1-Score, Mean Squared
Error (MSE) and Root Mean Squared Error (RMSE). These metrics pro-
vide a comprehensive view of the effectiveness and accuracy of the rec-
ommendation systems.
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• Comparative Analysis: Conducted a comparative analysis of the dif-
ferent algorithms to identify strengths and weaknesses, and determine
the most effective approach for the e-commerce context so we can work
with and improve.

By using these diverse and rich datasets, the study aims to develop a robust
recommendation system that can perform well across various e-commerce
contexts. The integration of multiple data sources not only enhances the sys-
tem’s accuracy but also provides a more comprehensive understanding of
user behaviors and preferences, leading to better recommendation quality.

2.4 Algorithm Selection and Implementation
In this section, we outline the process of selecting and implementing the rec-
ommendation system. The approach taken leverages Neural Collaborative
Filtering (NCF) to predict user preferences based on historical interaction
data.

2.4.1 Data Preprocessing
The raw dataset contains various features, including user IDs, item IDs, cat-
egories, ages, and ratings. Preprocessing steps include:

• Encoding Categorical Features: Categorical variables such as user_id,
item_id, and category are encoded into numerical values using LabelEncoder.
This step is crucial for transforming non-numeric data into a format
suitable for machine learning models.

• Handling Missing Values: Numerical columns like age and rating
may contain missing values. These are imputed with the mean value of
the respective columns to ensure no data points are lost due to missing
information.

• Normalizing Numerical Features: Features such as age and rating are
normalized using MinMaxScaler to scale the values between 0 and 1.
This step helps in speeding up the convergence of the neural network.

2.4.2 Model Architecture
The model architecture is based on Neural Collaborative Filtering, which
combines the strengths of matrix factorization and neural networks. The key
components of the model include:

• Embedding Layers: These layers convert user IDs, item IDs, and cate-
gories into dense vectors of fixed size. Each embedding layer learns a
unique representation for users, items, and categories.
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• Flatten Layers: The embeddings are flattened to convert them from a
2D array to a 1D array, making them suitable for concatenation and
further processing in dense layers.

• Dense Layers: Multiple dense (fully connected) layers are used to learn
complex interactions between the features. These layers are equipped
with ReLU activation functions to introduce non-linearity into the model.

• Dropout and Batch Normalization: Dropout layers are added to pre-
vent overfitting by randomly setting a fraction of input units to zero
during training. Batch normalization layers are included to stabilize
and speed up the training process.

• Output Layer: The final dense layer with a sigmoid activation function
outputs the probability of a user liking an item.

The model is compiled using the Adam optimizer and binary cross-entropy
loss function, suitable for binary classification tasks.

2.5 Evaluation Methodology
Evaluating the performance of the recommendation system involves vari-
ous metrics that provide insights into different aspects of the model’s perfor-
mance.

2.5.1 Evaluation Metrics
The evaluation metrics used for this recommendation system are:

• Accuracy: Measures the proportion of correct predictions (both true
positives and true negatives) out of all predictions. It provides a general
sense of how well the model performs across all classes.

• Precision: Indicates the proportion of true positive predictions among
all positive predictions. High precision means that the model returns
more relevant results than irrelevant ones.

• Recall: Measures the proportion of true positive predictions out of all
actual positives. High recall indicates that the model captures most of
the relevant results.

• F1-Score: The harmonic mean of precision and recall. It provides a
balance between precision and recall, especially useful when the class
distribution is imbalanced.

• ROC AUC: The Area Under the Receiver Operating Characteristic curve.
It measures the model’s ability to distinguish between positive and neg-
ative classes, with higher values indicating better performance.
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• Mean Squared Error (MSE): The average of the squared differences
between the predicted and actual values. It provides a measure of the
model’s prediction error.

• Root Mean Squared Error (RMSE): The square root of the mean squared
error. It is more interpretable as it is in the same units as the target vari-
able.

2.5.2 Training and Evaluation Process
The dataset is divided into training and test sets, with 80% used for training
and 20% for testing. The training process involves:

• Training the Model: The model is trained using the training dataset.
The features (user IDs, item IDs, categories, ages, and ratings) are fed
into the model, and the target variable is the binary representation of
the rating (like/dislike).

• Making Predictions: The trained model is used to make predictions
on the test set. These predictions are compared to the actual values to
evaluate performance.

• Calculating Metrics: The evaluation metrics mentioned above are cal-
culated using the predictions and actual values from the test set. This
provides a comprehensive understanding of the model’s performance
across different dimensions.

2.6 Recommendation Function
The recommendation function takes a user ID and suggests top items that
the user is likely to prefer. The process includes:

• Generating Input Data: For a given user, the function generates input
data for all potential items, including user ID, item ID, category, age,
and a placeholder rating.

• Making Predictions: The model predicts the likelihood of the user lik-
ing each item.

• Sorting Predictions: The items are sorted based on the predicted scores,
and the top N items are recommended.

• Decoding Item IDs: The recommended item IDs are decoded back to
their original form using the saved mapping.

This recommendation function can be used in real-time to provide per-
sonalized suggestions to users.

The implemented recommendation system utilizes Neural Collaborative
Filtering to provide personalized recommendations. The system is evaluated
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using a variety of metrics to ensure robust performance. Future work could
explore more advanced models and additional features to further enhance
recommendation accuracy.

2.7 Conclusion
In this chapter, we presented our methodology to design our recommanda-
tion system model. First we start by giving the rational for Choosing Quanti-
tative Methods, then we presented the steps of our model development, such
as data collection, preprocessing and model training and testing.
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Chapter 3

Implementation and Results

In this chapter, we present our implementation tools and the results of our
recommandation system model.

3.1 Implementation tools and technologies used
In this section, we will discuss the tools and technologies employed in our
research and development of recommendation systems.

3.1.1 Programming Languages
• Python Python is a general-purpose, high-level programming language

known for its English-like syntax and powerful built-in functions and
libraries for data analysis and data science. It was developed by Dutch
programmer Guido van Rossum in 1991, following his frustration with
the limitations of the ABC programming language.(Munro, 2024)

FIGURE 3.1: Python Logo

• Html HTML, or HyperText Markup Language, is the standard markup
language used for creating web pages. It enables the structuring of sec-
tions, paragraphs, and links through the use of HTML elements, which
include tags and attributes. These elements serve as the building blocks
of a web page.(S., 2023)

• Css CSS, or Cascading Style Sheets, is a language used to style elements
written in markup languages like HTML. It separates content from the
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FIGURE 3.2: Html Logo

visual presentation of a website, allowing HTML to serve as the struc-
tural foundation while CSS handles the site’s aesthetics. The relation-
ship between HTML and CSS is integral, with HTML providing the
basic structure and CSS defining the visual design.(G., 2023)

FIGURE 3.3: Css Logo

• Java script JavaScript is a programming language that enhances web
pages by adding dynamic functionality, interactivity, and animations.
Alongside HTML and CSS, it forms the core of web development. While
JavaScript is extensively used in web pages, various platforms now en-
able its execution on servers without a browser. Additionally, JavaScript
is utilized in developing mobile apps for both Android and iOS plat-
forms.(Codecademy, 2024)

FIGURE 3.4: JavaScript Logo
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3.1.2 Frameworks
• Google Colab Google Colab, a cloud-based service, provides a plat-

form for coding within a Jupyter Notebook environment. This setup
is favored by data scientists and developers alike for its interactive
coding experience. By leveraging Google Colab, users can tap into
robust CPUs and GPUs without the need for hardware investment.
This free online coding environment facilitates code writing, execution,
model development, and collaboration among developers on various
projects.(EdXD, 2022)

FIGURE 3.5: Google Colab Logo

• Visual Studio Code Visual Studio Code is a free, lightweight yet pow-
erful source code editor that works on both desktop and web plat-
forms. It is compatible with Windows, macOS, Linux, and Raspberry Pi
OS. The editor includes built-in support for JavaScript, TypeScript, and
Node.js, and features a vast array of extensions for additional program-
ming languages (such as C++, C, Java, Python, PHP, and Go), runtimes
(like .NET and Unity), environments (such as Docker and Kubernetes),
and cloud services (including Amazon Web Services, Microsoft Azure,
and Google Cloud Platform).(Heller, 2022)

FIGURE 3.6: Visual Studio Code Logo
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• Kaggle Kaggle is an online platform for data scientists and machine
learning enthusiasts, offering a space for collaboration, dataset sharing,
GPU-integrated notebooks, and participation in data science competi-
tions. Founded in 2010 by Anthony Goldbloom and Jeremy Howard
and acquired by Google in 2017, Kaggle provides powerful tools and
resources to help professionals and learners achieve their data science
goals. By 2021, it had amassed over 8 million registered users.(DataCamp,
2022)

FIGURE 3.7: Kaggle Logo

3.1.3 Libraries
Here are the libraries with their descriptions and import statements:

• NumPy: A core package for scientific computing with Python, it offers
support for arrays, matrices, and numerous mathematical functions.

– Library name: numpy

– Import statement:

import numpy as np

• pandas: A robust library for data manipulation and analysis, offering
data structures such as DataFrame and Series.

– Library name: pandas

– Import statement:

import pandas as pd

• TensorFlow: An open-source platform for machine learning, it pro-
vides extensive tools, libraries, and community resources for develop-
ing ML models.

– Library name: tensorflow

– Import statement:

import tensorflow as tf
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• scikit-learn (sklearn): A Python-based machine learning library that
provides straightforward and efficient tools for data mining and analy-
sis.

– Library name: scikit-learn
– Import statements:

from sklearn.model_selection import train_test_split
from sklearn.preprocessing import LabelEncoder, MinMaxScaler
from sklearn.metrics import accuracy_score, precision_score, recall_score, f1_score, roc_auc_score
from sklearn.metrics import mean_squared_error

• TensorFlow Keras: A Python-based high-level neural networks API
designed to run on TensorFlow.

– Library name: tensorflow.keras
– Import statements:

from tensorflow.keras.models import Model
from tensorflow.keras.layers import Input, Embedding, Flatten, Concatenate, Dense, Dropout, BatchNormalization
from tensorflow.keras.optimizers import Adam
from tensorflow.keras.layers import TextVectorization

FIGURE 3.8: Necessary packages for machine learning model

3.2 Dataset Overview
The dataset consists of customer reviews for rented clothing items from an
online rental service. Each review includes detailed information about the
customer’s experience with a specific item. The dataset contains the follow-
ing fields:

• Fit: Describes how the item fit the customer (e.g., "fit").

• User ID: A unique identifier for each user (e.g., "420272").
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• Bust Size: The bust measurement or bra size of the user (e.g., "34d").

• Item ID: A unique identifier for the rented item (e.g., "2260466").

• Weight: The weight of the user in pounds (e.g., "137lbs").

• Rating: The user’s rating of the item, typically on a scale of 1 to 10 (e.g.,
"10").

• Rented For: The occasion for which the item was rented (e.g., "vaca-
tion", "photo shoot", "party", "formal affair", "wedding", "everyday").

• Review Text: The main body of the review, detailing the user’s experi-
ence and feedback (e.g., "An adorable romper!...").

• Body Type: The user’s body type description (e.g., "hourglass", "straight
& narrow", "pear", "athletic", "full bust").

• Review Summary: A brief summary or highlight of the review (e.g.,
"So many compliments!").

• Category: The type of clothing item (e.g., "romper", "gown", "sheath",
"dress").

• Height: The height of the user in feet and inches (e.g., "5’ 8"̈).

• Size: The size of the rented item (e.g., "14").

• Age: The age of the user (e.g., "28").

• Review Date: The date when the review was submitted (e.g., "April 20,
2016").

Example Entries
To illustrate the dataset, here are a few example entries:

• Example 1:

– Fit: fit
– User ID: 420272
– Bust Size: 34d
– Item ID: 2260466
– Weight: 137lbs
– Rating: 10
– Rented For: vacation
– Review Text: An adorable romper! Belt and zipper were a little

hard to navigate in a full day of wear/bathroom use, but that’s to
be expected. Wish it had pockets, but other than that– absolutely
perfect! I got a million compliments.
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– Body Type: hourglass

– Review Summary: So many compliments!

– Category: romper

– Height: 5’ 8"

– Size: 14

– Age: 28

– Review Date: April 20, 2016

• Example 2:

– Fit: fit

– User ID: 273551

– Bust Size: 34b

– Item ID: 153475

– Weight: 132lbs

– Rating: 10

– Rented For: other

– Review Text: I rented this dress for a photo shoot. The theme was
"Hollywood Glam and Big Beautiful Hats". The dress was very
comfortable and easy to move around in. It is definitely on my list
to rent again for another formal event.

– Body Type: straight & narrow

– Review Summary: I felt so glamorous!!!

– Category: gown

– Height: 5’ 6"

– Size: 12

– Age: 36

– Review Date: June 18, 2013

3.2.1 Summary Statistics
The dataset used in this study contains:

• Number of Users: 105,571 unique users.

• Number of Items: 5,850 unique items.

• Number of Interactions (Reviews): 192,544 reviews.

• Time Period Covered: Reviews span from April 1, 2011, to September
9, 2017.
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3.2.2 Distribution of Key Features
• Age:

– Mean Age: Approximately 33.87 years.

– Age Range: 15 to 72 years.

• Height:

– Mean Height: 165.93 cm.

– Height Range: 137 cm to 198 cm.

• Weight:

– Mean Weight: 137.39 lbs.

– Weight Range: 90 lbs to 300 lbs.

• Bust Size:

– The dataset includes a variety of bust sizes such as 34d, 34b, 34c,
and others, reflecting a diverse range of body types.

• Body Type:

– Hourglass: 55,349 users.

– Athletic: 43,667 users.

– Pear: 22,135 users.

– Petite: 22,131 users.

– Full Bust: 15,006 users.

– Straight & Narrow: 14,742 users.

– Apple: 4,877 users.

• Category:

– Dress: 92,884 items.

– Gown: 44,381 items.

– Sheath: 19,316 items.

– Shift: 5,365 items.

– Jumpsuit: 5,184 items.

– Other categories include smaller counts such as caftan, overcoat,
sweatpants, etc.

• Ratings:

– Mean Rating: 9.09.

– Ratings Range: 2.0 to 10.0.
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• Rented For:

– Wedding: 57,784 reviews.
– Formal Affair: 40,408 reviews.
– Party: 35,626 reviews.
– Everyday: 16,822 reviews.
– Other: 15,388 reviews.
– Work: 15,042 reviews.
– Date: 7,388 reviews.
– Vacation: 4,075 reviews.

3.3 Performance Evaluation Metrics
In this study, we evaluate the results of our recommandation system models
using different metrics such as accuracy, precision, F1 score and recall.

FIGURE 3.9: Performance Evaluation Metrics

FIGURE 3.10: Model preformence result
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FIGURE 3.11: accuracy graph

FIGURE 3.12: loss graph

3.3.1 Classification Metrics
Accuracy

Accuracy = 0.9989

Accuracy measures the proportion of correctly classified instances among all
instances.

Precision

Precision = 0.9990

Precision measures the proportion of true positive instances among all pre-
dicted positive instances.
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Recall (Sensitivity)

Recall = 0.9998

Recall measures the proportion of true positive instances among all actual
positive instances.

F1-Score

F1 = 0.9994

The F1-Score is the harmonic mean of precision and recall, providing a bal-
ance between the two metrics.

ROC AUC (Area Under the Receiver Operating Characteristic Curve)

ROC AUC = 1.0000

ROC AUC measures the area under the receiver operating characteristic curve,
indicating the model’s ability to distinguish between classes.

FIGURE 3.13: Classification Metrics
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3.3.2 Regression Metrics
Mean Squared Error (MSE)

MSE = 0.0318

MSE measures the average squared difference between predicted and actual
values.

Root Mean Squared Error (RMSE)

RMSE = 0.1782

RMSE is the square root of the mean squared error, providing a measure of
the model’s average prediction error.

FIGURE 3.14: Regression Metrics

3.4 Comparative analysis of different recommen-
dation algorithms

3.4.1 Reinforcement Learning-based Approach

FIGURE 3.15: Reinforcement learning-based approaches result

• Mean Squared Error (MSE): 0.8414

• Root Mean Squared Error (RMSE): 0.9173
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The reinforcement learning-based approach utilizes Q-learning updates
within a neural network architecture to predict user-item interactions. De-
spite its innovative methodology, this approach yields relatively higher MSE
and RMSE compared to other methods, indicating a less precise fit to the
data.

3.4.2 Collaborative Filtering, Matrix Factorization Approach

FIGURE 3.16: Collaborative filtering result

• Mean Squared Error (MSE): 0.3310

• Root Mean Squared Error (RMSE): 0.5753

Collaborative filtering, employing matrix factorization techniques, demon-
strates improved predictive accuracy over the reinforcement learning ap-
proach. By decomposing the user-item interaction matrix, this method cap-
tures latent features and effectively predicts user preferences. However, while
achieving lower MSE and RMSE than reinforcement learning, it falls short of
the performance achieved by the Neural Collaborative Filtering (NCF) ap-
proach.

3.4.3 Neural Collaborative Filtering (NCF) Approach

FIGURE 3.17: Neural Collaborative Filtering

Before Improvement:

• MSE: 0.1215

• RMSE: 0.3486

The initial iteration of the Neural Collaborative Filtering (NCF) approach
achieved respectable metrics, but there was room for improvement. Recog-
nizing its potential, further refinement and tuning were undertaken to en-
hance its performance.
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FIGURE 3.18: Comparative result

After Improvement:

• Accuracy: 0.9989

• Precision: 0.9990

• Recall: 0.9998

• F1-Score: 0.9994

• ROC AUC: 1.0000

• MSE: 0.0318

• RMSE: 0.1782

The refined Neural Collaborative Filtering (NCF) approach demonstrates
a remarkable improvement in predictive accuracy across all metrics. By fine-
tuning model parameters and optimizing architecture, the NCF algorithm
achieved near-perfect accuracy metrics, significantly surpassing its initial per-
formance. The reduced MSE and RMSE indicate a tighter fit to the data, re-
flecting the enhanced predictive power of the refined NCF model.

3.4.4 Why Neural Collaborative Filtering (NCF)?
• The decision to focus on improving the NCF approach was driven by

its initial promising results and potential for further enhancement.

• By refining the model architecture and tuning hyperparameters, signifi-
cant performance gains were achieved, leading to near-perfect accuracy
metrics.
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• The substantial improvement in accuracy metrics, particularly in pre-
cision, recall, and F1-score, underscores the effectiveness of the NCF
approach in capturing complex user-item interactions and delivering
precise recommendations.

3.5 Conclusion
In conclusion, this chapter provided a thorough examination of recommen-
dation algorithms using a dataset comprising customer reviews for rented
clothing items. The dataset was described in detail, outlining key features
such as user demographics, item characteristics, and review sentiments. Per-
formance evaluation metrics were then applied to assess the efficacy of differ-
ent recommendation algorithms, including Reinforcement Learning-based
Approaches, Collaborative Filtering using Matrix Factorization, and Neural
Collaborative Filtering (NCF). Through comparative analysis, the strengths
and weaknesses of each algorithm were elucidated, aiding in the selection
and optimization of algorithms for recommendation systems. Visualization
techniques were employed to present the results effectively. Ultimately, this
chapter underscored the importance of rigorous evaluation and comparison
in developing robust recommendation systems that enhance user experience
and satisfaction.





51

Chapter 4

Integration and Deployment

4.1 Introduction
In the fast-paced realm of online retail, it is crucial to offer tailored sugges-
tions to customers in order to improve their shopping journey and boost their
overall satisfaction. While conventional recommendation systems are useful,
they can be resource-intensive and may struggle to provide timely, contextu-
ally relevant advice. To tackle these obstacles, this section introduces a fresh
strategy: embedding a neural collaborative filtering recommendation frame-
work into a custom Google Chrome extension tailored for online stores. This
integration empowers e-commerce sites to furnish personalized, up-to-the-
minute recommendations seamlessly during the user’s browsing session, ul-
timately enhancing user interaction and contentment.

4.2 Overview of Integration Strategy

4.2.1 Purpose and Significance
The reason for incorporating the neural collaborative filtering recommenda-
tion model into a Google Chrome extension is to equip e-commerce websites
with a potent tool for improving user satisfaction and engagement. Through
the implementation of the recommendation system via a browser extension,
e-commerce platforms can furnish personalized recommendations, enhanc-
ing the browsing experience for users.

This approach is significant because it allows e-commerce websites to de-
liver targeted recommendations without requiring extensive changes to their
existing infrastructure. The extension can seamlessly interact with the web-
site, analyzing user behavior and preferences in real-time to provide highly
relevant product suggestions. This enhances the overall user experience by
ensuring that users receive timely and personalized recommendations as
they browse, increasing the likelihood of conversions and customer satisfac-
tion.
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4.2.2 Benefits
The integration of the recommendation model into a Google Chrome exten-
sion for e-commerce websites offers several key benefits:

• Real-Time Recommendations: The extension provides immediate, context-
aware recommendations based on the user’s current browsing activity.
This ensures that users receive relevant product suggestions at the right
moment, enhancing their shopping experience.

• Ease of Integration: E-commerce websites can easily integrate the ex-
tension without significant modifications to their existing systems. The
extension can be deployed quickly and efficiently, allowing businesses
to leverage advanced recommendation capabilities with minimal dis-
ruption.

• Enhanced User Experience: Users benefit from a seamless shopping
experience where personalized recommendations are embedded directly
within their browsing journey. This reduces the need for users to search
extensively for products, making their shopping experience more en-
joyable and efficient.

• Increased Accessibility: The extension operates within the web browser,
making personalized recommendations accessible to users across dif-
ferent e-commerce websites. This ensures a consistent and engaging
user experience, regardless of the specific platform they are using.

• Improved Conversion Rates: By delivering highly relevant product
suggestions, the extension can significantly increase the likelihood of
purchases. Users are more likely to engage with and buy products
that match their preferences, leading to higher conversion rates for e-
commerce websites.

• User Satisfaction and Retention: Personalized and timely recommen-
dations enhance user satisfaction by making shopping easier and more
enjoyable. Satisfied users are more likely to return to the e-commerce
platform, improving customer retention rates.

4.3 Development of the Google Chrome Extension

4.3.1 Definition of Google Chrome Extensions
Google Chrome extensions are programs that can be installed to enhance the
browser’s functionality. They can introduce new features or modify existing
behaviors to improve user convenience. Examples of what Google Chrome
extensions can do include blocking advertisements, optimizing memory us-
age for better performance, adding to-do lists or note-taking capabilities,
managing passwords securely, simplifying text copying from websites, and
enhancing privacy and security while browsing the web.(Abrams, 2017)
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4.3.2 Integration and Operation of the Model within the Ex-
tension

The integration of the deep learning model into the google extension in-
volved several key steps. Initially, Python scripts were developed to prepro-
cess and encode categorical and numerical data from a JSON dataset contain-
ing user and item information. Using TensorFlow and Scikit-learn libraries,
the model was trained to predict personalized product recommendations
based on user profiles and item attributes. Upon training completion, the
model was saved and integrated into the Chrome extension using JavaScript.
This integration allowed for seamless communication between the extension
and webpages, where upon detecting a specified website URL, the extension
dynamically fetched precomputed recommendations stored in a JSON file.
These recommendations were then displayed in a visually appealing format
on the webpage using HTML and CSS, enhancing user experience by pro-
viding tailored product suggestions directly within the browsing context.

To ensure broad accessibility, the extension was configured with permis-
sions granting access to any website, specified in the manifest file through
wildcard URL matches ("http:///" and "https:///"). This capability allowed
the extension to dynamically interact with and retrieve content from diverse
web environments. Upon detecting a designated website URL during user
browsing sessions, the extension employed a service worker to initiate back-
ground processes, enabling efficient fetching of precomputed recommenda-
tions stored in a JSON format. These recommendations were intelligently
presented to users directly within the browsing interface, enhancing user in-
teraction and satisfaction by delivering tailored product suggestions aligned
with individual preferences. This innovative integration not only exempli-
fied the synergy between machine learning and browser technologies but
also underscored its practical application in augmenting user experience through
personalized content delivery.
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4.3.3 Steps of Using the Extension
Step 1: Install the Extension

FIGURE 4.1: Step 1: Install the Extension

Navigate to the Chrome Web Store and search for "ProductRecommender."
Once our extension appears, click on the "Install" button to add it to your
browser.
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Step 2: Open Your Website Store

FIGURE 4.2: Step 2: Open Your Website Store

Launch your website store. In this example, we are using a test website
to demonstrate the extension’s functionality.

Step 3: Activate the Extension

FIGURE 4.3: Step 3: Activate the Extension



56 Chapter 4. Integration and Deployment

Click on the extensions icon in the toolbar. A dropdown menu will ap-
pear, displaying all your installed extensions. Locate and select "ProductRec-
ommender" to activate it.

Step 4: Configure the Extension

FIGURE 4.4: Step 4: Configure the Extension

After selecting the "ProductRecommender" extension, a window will ap-
pear prompting you to enter your website URL. Additionally, specify the
location on your webpage where you want the product recommendations to
be displayed.
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Step 5: Save Configuration

FIGURE 4.5: Step 5: Save Configuration

Once you have filled in the required information and saved it, a confirma-
tion message will appear indicating that your details have been successfully
saved.
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Step 6: View Recommendations

FIGURE 4.6: Step 6: View Recommendations

The product recommendations will now appear in the specified location
on your webpage, providing personalized suggestions to enhance user en-
gagement and boost sales.
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Recommended Item Description

FIGURE 4.7: Recommended Item Description

• 1 –> Product Name: The name of the recommended product.

• 2 –> Category: The category to which the product belongs.

• 3 –> Date Added: The date when the product was listed on the website.

• 4 –> Description: A brief overview of the product, highlighting its key
features and benefits.

• 5 –> Rating: The average rating of the product based on customer re-
views.

• 6 –> Image: A visual representation of the product.
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-

4.4 Testing and Validation
To ensure the Google Chrome extension integrating the Neural Collaborative
Filtering (NCF) model works as expected, we conducted comprehensive test-
ing across various scenarios and use cases. The primary focus was to validate
the functionality, performance, and user experience of the extension on dif-
ferent e-commerce platforms. Additionally, we built a dedicated test website
to perform controlled tests, which showed promising results.
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General Conclusion

This thesis explores the critical role of recommendation systems in the evolv-
ing landscape of e-commerce, addressing significant challenges faced by both
customers and businesses in the seamless exchange of goods and services.
The central focus is on the development and deployment of an advanced
recommendation system, specifically integrating a neural collaborative fil-
tering model into a Google Chrome extension for e-commerce websites. This
innovative approach aims to enhance user experience by providing person-
alized, real-time recommendations directly within the user’s browsing envi-
ronment.

The introductory chapter lays the foundation by discussing the background
and growth of e-commerce, highlighting the importance of recommendation
systems in this domain and the background of e-commerce and its growth.
It presents the problem statement, objectives of the study,research require-
ments and outlines the structure of the thesis. The literature review provides
an overview of recommendation systems, detailing their types, such as col-
laborative filtering, content-based, and hybrid methods. The chapter also
covers evaluation metrics, previous studies in e-commerce recommendation
systems, and the challenges and limitations of existing systems.

The methodology chapter outlines the research approach, including data
collection methods, preprocessing techniques for data cleaning and normal-
ization, algorithm selection and implementation, evaluation methodology,
and the tools and technologies used (programming languages, libraries, frame-
works). The integration strategy chapter provides an overview of the pur-
pose and significance of integrating the recommendation model into a Google
Chrome extension. It highlights the benefits of this approach, including real-
time recommendations, ease of integration, enhanced user experience, in-
creased accessibility, improved conversion rates, comprehensive user insights,
and user satisfaction and retention. This section also defines Google Chrome
extensions and explains the implementation of the extension integrating the
neural collaborative filtering model. Comprehensive testing across various
scenarios and use cases, including functionality, performance, user experi-
ence, and security, was conducted. A dedicated test website was built for
controlled tests, yielding promising results.

The results chapter describes the dataset used, performance evaluation
metrics, comparative analysis of different recommendation algorithms, and
visualization of results through charts and graphs. The conclusion and per-
spective chapter summarizes the major findings and contributions of the the-
sis. The integration of the neural collaborative filtering model into a Google
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Chrome extension demonstrated significant potential in enhancing the e-
commerce user experience by providing real-time, personalized recommen-
dations. The testing and validation results confirmed the extension’s func-
tionality, performance, and user-friendly interface.

Despite these promising results, there are limitations to this work. The
prototype extension does not yet include automated data retrieval from ac-
tual user interactions or from cookies, relying instead on manually inputted
data for testing purposes. This approach limits the scalability and real-world
applicability of the current implementation. Additionally, the extension’s
compatibility is limited to the Google Chrome browser, and there is a need
to expand its functionality to other browsers to reach a broader user base.
Furthermore, the recommendation model could be enhanced with more ad-
vanced features such as user behavior prediction and multi-language sup-
port to cater to a diverse global audience.

Looking ahead, future work will focus on implementing automated data
retrieval from cookies and e-commerce website inputs to dynamically update
user interaction data. Enhancements will also target scalability to handle
larger datasets and higher user loads efficiently. Extending the extension’s
compatibility to other web browsers beyond Google Chrome, incorporating
more advanced features such as user behavior prediction, multi-language
support, and integration with additional e-commerce platforms, and con-
ducting extensive user studies to gather more feedback and further refine the
recommendation algorithms and user interface are planned. In conclusion,
this thesis presents a significant step forward in leveraging advanced recom-
mendation systems to improve the e-commerce experience for both users and
businesses. The proposed solution offers a scalable, user-friendly approach
that holds great promise for future enhancements and broader application
across the e-commerce industry.
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 مـقـــدمـــة :

 ىعلععععع العثععععع   بععععع   المتسععععع  ي   أمععععع   الخيععععع  ا  ووفعععععر  الإلكترونيععععع  التجععععع    نطععععع   اتسععععع   مععععع 

 تسععععتخ   تقنيعععع   وهعععع  الذكيعععع   الت صععععي  أنظمعععع  دو   عععع ت  هنعععع . حقيقيعععع  تحعععع     المن سعععع   المنتجعععع  

 لتعععع ا والمنتجعععع   السعععع بق  الشععععرا  عمليعععع   مثعععع  المتسعععع  ي  سععععل كي   لتحليعععع  الاصععععطن ع  الععععذك  

ععع   ظهعععرو   رجح ععع أخعععر  منتجععع   الت صعععي  أنظمععع  تععععر  المعل مععع    هعععذ  علعععى بنععع  ً . بهععع  اهتم م 

   لمنتجععع اكتشععع ف  فععع  و سععع ه  ال حععع   فععع  والجهععع  ال  ععع  عليععع   ععع فر مععع  بهععع   المتسععع   إعجععع  

 لمتععععع جروا المتسععععع  ي  علعععععى ب لف ئععععع   الأنظمععععع  هعععععذ  تعععععع د وب لتععععع ل  . لاحتي ج تععععع  وملائمععععع  ج  ععععع  

 س ا  ح  على الإلكتروني 

 (( فكـــرة المشـــروع ) الحـــل المقتـــرح 1

 التع وني  التصفي  تقني  ب ستخ ا  الإلكتروني  للتج    مخصص ت صي   نظ   تط  ر إلى المشرو   ه ف

 Google)كرو  ج ج  إض ف  ف  الم مج  (neural collaborative filtering)العص ي 

extension)  المستخ مي  تفضيلا  تحلي  على النظ   هذا  عتم  .الإلكتروني  التج    لم ا   مخصص 

 خلال م  ذلك تحقيق  ت  .واحتي ج ته  اهتم م ته  م  تت افق منتج   ت صي   لتق    تع ملاته  وسجلا 

 المنتج   بي  والعلا    الأنم ط وتح    الضخم  ال ي ن   مع لج  على   د  عميق تعل  نم ذج بن  

 لم ا   مخصص  تك   والت  كرو   ج ج  إض ف  ف  النم ذج هذا دمج  ت  ذلك  بع  .والمستخ مي 

 هذ  ستعم  .الم ا   هذ  على التصفح جلس   أثن   م  شر  الت صي   لت فير الإلكتروني   التج   

 م    لأي المستخ   تصفح عن  .المختلف  الإلكتروني  التج    وم ا   المستخ   بي  ك سيط الإض ف 

 واجه  على م  شر  ومخصص  ف     ت صي   بعر  الإض ف  ستق    من مستعملي المشروع تج  ي

 .وسه ل  تف علي  أكثر تس   تجرب    فر مم  الم    

 ( القيـــم المقتــرحـــة :2

 نظ   ي فع ل وز  د  المستخ   تجرب  تحسي  إلى ته ف ج انب ع   تشم  المشرو   ق مه  الت  القي    

 :وتشم  الإلكتروني   التج   

 تحسين تجربة المستخدم: 
 ىعل بسه ل  العث   م   تمكن   حي  للمستخ مي   مث لي  تس   تجرب  ت فير إلى المشرو   ه ف- 

 تعتم  تكر وم  د يق  ت صي   المقترح الشخص  النظ    تيح. وتفضيلاته  احتي ج ته  تل   الت  المنتج  
  بشرا القرا  اتخ ذ عملي   جع  مم  العميق   ال ي ن   وتحليلا  المستخ مي  سل ك سجلا  على

 .وسلاس  ف علي  أكثر المنتج  
  
 والإيرادات المبيعات زيادة: 
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 ج  المنت شرا  احتم لي  وز  د  الت صي   د   تحسي  خلال م  الم يع   تحفيز على النظ    عم - 

 نج ح وتعز ز الإ رادا  ز  د  م  الاستف د  للشرك    مك  ب لت ل  . المستخ مي      م  المقترح 
 .الإنترن  ع ر التج     أعم له 

  
 الأمد الطويلة والعلاقات العملاء ولاء تعزيز:  

 فرص وز  د  العملا  ولا  تعز ز للمشرو   مك  وملهم   مميز  تس   تجرب  تق    خلال م -

 في  م ت صي   على  حص  ب ن  المستخ    شعر عن م . التج     الشرك   م  الأم  الط  ل  العلا   

ا الم ا   هذ  ف  للتس   الع د  إلى  مي  فإن  وملائم   ا مرا    .وتكرا  

 

 والكفاءة الأداء تحسين: 

 ت صي   تق    خلال م  كف  ته  وز  د  الإلكتروني  التج    عملي   أدا  تحسي  إلى المشرو   ه ف -

 وفع ل  د يق 

 الإيجابية السمعة وتعزيز الثقة بناء: 

. تروني الإلك التج    س   ف  ومص ا يته  الشرك  سمع  وم ث    د يق  ت صي   تق     عكس أ   مك  -

 أكثر ح   ص  فإنه  ممت ز   تجرب  وتق    احتي ج ته  بتل ي  تهت  الشرك  أ  المستخ م    عرف عن م 

 .ودعمه  معه  للتف ع  عرض 

 

 لكتروني  الإ التج    مج ل ف  وم تكر  فع ل  حل ل بتق    التزامن  تعكس للمشرو  المقترح  القي  هذ 

 .س ا  ح  على ومستخ مين  لشرك ئن  والنج ح التميز لتحقيق والسع 

  

 

 ( فــريــق العمـــل: 3

 يتكون فريق العمل من الأعضاء التالية: 
  :تخصص ذكاء اصطناعي   ي، إعلام ال محمد وائل زرارقة الطالب. 

  :تخصص ذكاء اصطناعي   ي، إعلام ال هزماني الياسالطالب. 

  

 وإشراف:  

  دكتور في الإعلام الالي  الياس نعيجيالأستاذ. 

 اهـــداف المشـــروع  (4
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  صي  ت تق    خلال م  كف  ته  وز  د  الإلكتروني  التج    عملي   أدا  تحسي  إلى المشرو   ه ف
 احتي ج ته  تل   وملائم  شخصي  ت صي   ت فير ع ر المستخ   تجرب  وتعز ز وفع ل   د يق 

 ف علي  وز  د  الت صي   د   تحسي  ع ر والم يع   التح    مع لا  ز  د  إلى  سعى كم . وتفضيلاته 
 ت   ان تجذ  وجذاب  م تكر  ت صي   تق    خلال م  المنتج   تس  ق وتحسي  التس  ق  استراتيجي  

 تجرب  تق    ع ر العملا  م  الأم  ط  ل  علا    بن   إلى المشرو   ه ف ذلك  إلى إض ف . العملا 
 مج ل  ف التكن ل ج  والتط  ر الابتك   وتعز ز دائ   بشك  وتفضيلاته  احتي ج ته  تل   مميز  تس  

 مستخ م   مشروعن   ك   أ  إلى نطمح. الت صي   نظ   ف  متق م  تقني   ب ستخ ا  الإلكتروني  التج   
 ج     فكر   مث  مشروعن  ب   ونفخر الإلكتروني   التج    م ا   م  الع        م  دول  نط   على
 .المج ل هذا ف  تم م  
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 ( جـــدول زمنــي لتحقيــق المشـــروع5

 

 

 شرو الم    أ .شه   خمس  م   على ecommerce ل  الذكي  الت صي  نظ   تنفيذ خط ا  الس بق الزمن  الج ول   ضح

 أنم ط ع  للكشف ال ي ن   هذ  تحلي    ت  ث  .المنتج   وبي ن   للعملا  الشرا  سل كي   مث  المهم  ال ي ن   جم  بمرحل 

  ل  .التقني  يكلت ه وبن   المن س   الت صي  خ ا زمي   ب ختي   النظ   تصمي   ت  ذلك بع  .المنتج   بي  والعلا    الشرا 

 لنظ  ا اخت     ت  أخيرا  .كرو  ج ج  إض ف  ف   ودمجه  الت صي  خ ا زمي   برمج  تشم  الت  التط  ر مرحل  ذلك

 لمرا    المستمر  المت بع  الأخير  المرحل  تتطلب ب  هن   المشرو   نته  لا . سمي   إطلا       وفع ليت  د ت  م  للت ك 

 .دائ  بشك  وتحسين  النظ   أدا 
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ا
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  ال ي ن   تحلي   

 النظ   تصمي      

 

 

 

 

  ودمج تط  ر   

 

 

 وإطلا  اخت       
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 ( طبيعـــة الابتكـــارات 1

 

 

 

 

 

 

 

 

 

 

 تلبية خدمة جديدة مستحدثة لم تلبى قبل في الاسواق ابتكارات السوق : 

 ا الجمع بين عدة مكونات من اجل منتوج مستحدث يوفر العديد من المزاي:الابتكارات المتزايدة 

  ة ــاريـــالات الابتكـــ( المج2

ً  ًالك يععععر  عتمعععع ًعلععععىًاسععععتخ ا ًتقنيعععع  ًالععععتعل ًالعميععععقًوتحليعععع ًال ي نععععأولًامتعععع ادًفعععع ًالععععع ل ً -

      .عن طريق اضافة جوجل لتق   ًت صي  ًمخصص ًللمستخ مي 

لًتسعععهي ًعمليععع ًالشعععرا ًمععع ًخعععلالًتقععع   ًت صعععي  ًفععع ًال  ععع ًالحقيقععع  ًممععع ً ز ععع ًمععع ًمعععع  -

  التح   ًوالم يع  

وتععععع فيرًتجربععععع ًمتسعععععق ًع عععععرًجميععععع ًًإمك نيععععع ًالتكيعععععفًمععععع ًمختلعععععفًالمنصععععع  ًالإلكترونيععععع  -

 .الأجهز 

دععععع ًمتععععع دًالليعععع  ًلتل يعععع ًاحتي جعععع  ًالمسععععتخ مي ًفعععع ًالأسعععع ا ًالمختلفعععع ًوتعز ععععزًال صعععع لً -

  .الع لم 

Innovations 

Incrémentielles    

 الابتكارات المتزايدة

 

Innovations de 

Marché 

 ابتكارات السوق

Incertitude de 

marché 

عدم التأكد في 

 السوق

Incertitude technologique 

 عدم التأكد التكنولوجي

100 % 

100 % 
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 وق :ـــاع الســرض قطــ( ع1

.   عععع بشعععك  الإلكترونيععع  التجععع    سععع   هععع  لمشعععروع  المحتمععع  السععع  (   السووووق المحتملوووة :1-1

   المنتجعععع وبيعععع  لشععععرا  الإنترنعععع   سععععتخ م   الععععذ   والشععععرك   الأفععععراد جميعععع  السعععع   هععععذا  شععععم 

  شععععم  ممعععع  متن ع عععع   المحتمعععع  السعععع    كعععع   أ   مكعععع . الإلكترونيعععع  المنصعععع   ع ععععر والخعععع م  

 والسعععفر  جزئععع  ب لت ال يععع  مثععع  الإلكترونيععع  للتجععع    المختلفععع  والمجععع لا  المختلفععع   العمر ععع  الفئععع  

 ي تحسعععع علععععى مشععععروع   ركععععز. وغيرهعععع  الإنترنعععع   ع ععععر والتعلععععي  الم ليعععع   والخعععع م   والترفيعععع  

 أس س  بشك  المحتم  الس    سته ف وب لت ل  المستخ مي   لهؤلا  التس   تجرب 

ً

 مكعععع   والععععذ   الإنترنعععع  ع ععععر ب لتسعععع   المهتمععععي  الإنترنعععع  مسععععتخ م  السوووووق المسووووتهدفة :( 1-2

  ارلتج     ا تجععععع   إلعععععى ب لإضععععع ف  الإنترنععععع   ع عععععر وسعععععل كي ته  اهتم مععععع ته  علعععععى بنععععع  ً  اسعععععته افه 

  و مكعععع واسععععع  المسععععتخ مي  فئعععع . جعععع د عمععععلا  وجععععذ  الم يععععع   بتحسععععي  الععععراغ ي  الإلكترونيعععع 

 وتحسعععي   يعععع  الم ز ععع د  مععع  التجععع    سعععتفي  بينمععع  ود مععع غرافيته   اهتم مععع ته  علعععى بنععع  ً  اسعععته افه 

ً.التح    مع لا 

    

 ( مبـــررات اختيـــار الســوق المستـهــدف : 1-2-1

 :النمو وفرص السوق حجم. 1

 :الإنترنت عبر بالتسوق المهتمين الإنترنت مستخدمو

 .الع ل  ح ل الأشخ ص ملي  ا  تض  واسع  فئ 

 .الإنترن  ع ر المتس  ي  ع د ف  ز  د   عن  مم  الإلكتروني   للتج    سر   نم 

 :الإلكترونية ةلتجارا تجار

ا تشه  ضخم  صن ع  ا نم    .مستمر 

 .ج د عملا  وجذ  الم يع   تحسي  ف  التج    غ  
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 :السوق احتياجات. 2

 :الإنترنت عبر بالتسوق المهتمين الإنترنت مستخدمو

 .مخصص  وت صي   مميز  وعرو  ج     منتج   ع    حث  

 .احتي ج ته  تن سب الت  المنتج   على العث   ف  صع ب    اجه  

 :الإلكترونية التجزئة تجار

 .ج د عملا  واكتس   التح    مع لا  وتحسي  الم يع   ز  د  إلى بح ج 

 .زب ئ  إلى وتح  له  المسته في  العملا  إلى ال ص ل ف  صع ب    اجه  

 :التوصية نظام إمكانيات. 3

 :للمستخ مي  مض ف   يم  الت صي  نظ    ق  

 .واهتم م ته  احتي ج ته  تن سب مخصص  ت صي     فر

 .عنه    حث   الت  المنتج   على العث   عليه   سه 

 :للتجار فوائد التوصية نظام يقدم

 .التح    مع لا  وتحسي  الم يع   م   ز  

ًالعملا  تجرب  م  و حس  ج د عملا   جذ 

 ( قيـــاس شــدة المنــــافســة 2

ان اه   م المنافس   ين ف   ي الاس   واق الجزائري   ة يعمل   ون عل   ى انت   اج م   واد بن   اء لات   وفر الراح   ة الجراري   ة  

 وغير صديقة للبيئة  وينقسم هؤلاء المنافسين الي :

 

 

- 

ن ين غير مباشريمنافس  نين مباشريمنافس  

 (Amazon Personalize)أم زو ً -

-Algolia Recommend 

  (Googleمث ًج ج ً)محرك  ًال ح ً -

مث ً)منص  ًالت اص ًالاجتم ع ً -

وإنستيرا ً Facebookفيس  كً

Instagram)   
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 ( نقــاط القـــوة و نقــاط الضعــف لهــؤلاء المنــافسيـــن 2-1

 :المباشرون المنافسون

Amazon Personalize 

 :القوة نقاط

 .متق م  عميق تعل  تقني    ستخ  

 .الأخر  AWS خ م   م  بسه ل   تك م 

 .المستخ   وسل ك الشرا  سج  على بن  ً  مخصص  ت صي     فر

 :الضعف نقاط

 .الصيير  للشرك   مكلف    ك     

 .والإدا   للتنفيذ      تقني  معرف   تطلب

Algolia Recommend 

 :القوة نقاط

 .وسر ع  مخصص  بحثي  ت صي     فر

 .الاستخ ا  ف  وسه ل  ممت ز  مستخ   تجرب 

 :الضعف نقاط

 .مكلف    ك      مم  الاستخ ا   على الق ئ  التسعير نم ذج على  عتم 

 .الشرك   ل عض ب لنس   مح ود ا التخصيص  ك   أ   مك 

 المباشرين غير المنافسون

  (Google )جوجل مثل البحث محركات

 :القوة نقاط

 .ك ير  مستخ مي  و  ع   ع لم  وص ل

 .المسته ف  الإعلان   وتق    ال ي ن   تحلي  ف  متق م  تقني  

 :الضعف نقاط
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 .مستخ   لك  د يق بشك  مخصص  وغير ع م  ت صي  

 .الم ف ع  الإعلان   على ك ير بشك  تعتم  الت صي  

 (Instagram وإنستغرام Facebook فيسبوك(  مثل الاجتماعي التواصل منصات

 :القوة نقاط

 .الاجتم عي  الش ك   ع ر وتفضيلاته  المستخ مي  تف علا  تحلي  على     

 .الاجتم ع  والتف ع  التس   تشم  متك مل  مستخ   تجرب 

 :الضعف نقاط

 .الم ف ع  الإعلان   نح  متحيز  تك      ت صي  

 .الشخصي  ب ل ي ن   المستخ مي  واهتم   الخص صي   ل 
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 للمشـــروع : SWOT( تحليــل 3

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

    s t o w 

 استخدام تقنية -

التصفية التعاونية 

العصبية المتقدمة 

يعزز دقة 

 .التوصيات

 دمج النظام في 

إضافة جوجل 

كروم يسهل 

 .استخدامه

 تقديم توصيات 

فورية ومخصصة 

يعزز تجربة 

 .المستخدم

 قابلية الاستخدام 

على نطاق دولي 

 .تتيح فرص النمو

 المشروع يمثل 

 .فكرة جديدة تمامًا

 

  تكلفة التطوير

 .والصيانة كبيرة

  معالجة البيانات

الشخصية تثير 

مخاوف حول 

الخصوصية 

 .والأمان

 

 -   لقرار الوزاري

1275 

  نمو التجارة

الإلكترونية يوفر 

طلبًا متزايدًا على 

 .حلول التوصيات

  إمكانية التعاون مع

مواقع التجارة 

الإلكترونية 

 .الكبرى

  دعم المتصفحات

الأخرى يوسع 

قاعدة 

 .المستخدمين

  التطورات في

الذكاء 

الاصطناعي توفر 

فرصًا لتحسين 

 .النظام

  

 

  المنافسة الشديدة

من الشركات 

 .الأخرى

  التطور السريع في

التقنيات قد يجعل 

الحلول الحالية 

 .غير ملائمة

  القوانين المتعلقة

البيانات بحماية 

قد تؤثر على جمع 

واستخدام 

 .البيانات

  نجاح المشروع

يعتمد على قبول 

المستخدمين 

 .للإضافة الجديدة
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 التســويقيـــة: ( الاستــراتيجيــات4

الرقمي التسويق   

:الإنترنت عبر المدفوعة الإعلانات -  

ج ج  إعلان   ستخ ا ا  

 (Google Ads )  فيس  ك  مث ) الاجتم ع  الت اص  وس ئ  ع ر والإعلان 

.ب لمنتج ال ع  وز  د  أوس  جمه   إلى لل ص ل( وت  تر إنستجرا    

 ذا  والاهتم م   الجيرافي  والم ا   العمر   الفئ   لاسته اف الإعلان   تخصيص

.الصل   

(:SEO) البحث محركات تحسين -  

 على الأولى ال ح  نت ئج ف  ليظهر للمشرو  الإلكترون  الم    محت   تحسي 

.ج ج  مث  ال ح  محرك    

.فع ل بشك  ب لمشرو  الصل  ذا  المفت حي  الكلم   استخ ا   

الإلكتروني البريد عبر التسويق. 2  

 التح  ث   ع  معل م   على تحت ي دو    نشرا  وإ س ل مسته ف  بر       ائ  إنش  

.الشخصي  والت صي   والخص م    

.المستخ مي  وتفضيلا  سل ك على بن  ً  الإلكترون  ال ر    س ئ  تخصيص  

الاجتماعي التواصل وسائل عبر التسويق. 3  

 محت   لنشر المختلف  الاجتم ع  الت اص  وس ئ  على نشط  وحس ب   صفح   إنش  

.المشرو  ح ل ومفي  جذا   

.الرأي واستطلاع   الخ ص  والرس ئ  التعليق   خلال م  المستخ مي  م  التف ع   

الترويجية والعروض الشراكات. 4  

 الخ ص  كرو  ج ج  إض ف  ل مج الشهير  الإلكتروني  التج    م ا   م  التع و 

.للت صي   مفض  كخي   ب لمشرو   
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.الإض ف  تجرب  على لتحفيزه  الج د للمستخ مي  وخص م   ترو جي  عرو  تق     

التسويقي المحتوى. 5  

 التس   وتج    الإلكتروني  التج    ح ل ونص ئح مق لا  على تحت ي م ون  إنش  

.المشرو  استخ ا  ف ائ  على الض   تسليط م  الشخصي    

 أ صى لتحقيق الإض ف  استخ ا  كيفي  ح ل وتثقيفي  ت ضيحي  في    مق ط  إنت ج

.استف د   

وتحسينها المستخدم تجربة. 6  

 بشك  احتي ج ته  وتل ي  الإض ف  لتحسي  المستخ مي  م  والا تراح   الملاحظ   جم 

.أفض   

.ت اجهه     مشكلا  أي ح  ف  المستخ مي  لمس ع   وسر   متميز فن  دع  تق     

والمؤتمرات الفعاليات. 7  

 الإلكتروني  والتج    ب لتكن ل جي  المتعلق  التج     والمع    الفع لي   ف  المش  ك 

.التج   ي  والشرك   المحتملي  العملا  م  والت اص  المشرو  لتق     
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 التسويقـــي ( المزيـــج5 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 المنتوج

 سعرال
 ترويجال

 كانالم

  5 ps 

  

  

  

  

  

  

  
  

  

  

    

  ProductRecommender:  اسم المنتج

ًمخصصً: المنتج ًت صي   ًنظ   تق   

ًالعص ي  ً ًالتع وني  ًالتصفي  ًتقني  ب ستخ ا 

ً ًج ج  ًإض ف  ًف  ًخ ص ًم مج كرو 

 .بم ا  ًالتج   ًالإلكتروني 

تحسي ًتجرب ًالتس   ًوت فيرً: فوائده

ال   ًللمستخ   ًوز  د ًفرصًالعث  ًعلىً

 الم يع   ز  د ,المنتج  ًالمن س  

تنظيم حملات عبر مواقع التواصل  

 الاجتماعي 

 التسويق الالكتروني 

 الدعاية و الاعلان 

المنتجًمت فرًكإض ف ًلمتصفحًج ج ً

كرو  ًمم ً جع ًالعث  ًعلي ًواستخ ام ً

ًللمستخ مي   .سهلا 

 995.(: $سعر المنتج ) - 

 مجانية لمدة ثلاثة ايام تجربة -
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 :(PORTERتحليل القوى التنافسية)

 

 التن فسي   الق  ع ام  وفه  معين  صن ع  داخ  المن فس  مست   لتح    تستخ   أدا  ه  ل   تر التن فسي  الق   تحلي 

 نظ   رتط   مشرو  على التن فسي  الق   لتحلي  ب  تر نم ذج تط يق  مك . المشرو   بحي  على تؤثر الت  الرئيسي 

 على  كرو ج ج  إض ف  ف  الم مج  العص ي  التع وني  التصفي  تقني  ب ستخ ا  الإلكتروني  للتج    مخصص ت صي  

 :الت ل  النح 

 

 (:Threat of New Entrants) الجدد المنافسين تهديد. 1

 :الدخول حواجز

 .مخصص ت صي   ونظ   عميق تعل  نم ذج لتط  ر الع لي  التكلف 

 .الآل  والتعل  الاصطن ع  الذك   مج لا  ف  متق م  تقني  خ ر  إلى الح ج 

 :التمييز

 .المستخ مي  جذ  الج د ال اف    على الصعب م  تجع     ب لفع  م ج د  ت صي   أنظم  وج د

 :والسمعة التجارية العلامة

 .الس   ف  جي   وسمع       تج     علام   ل  ه  الق ئم  الشرك  

 (:Threat of Substitutes) البديلة الخدمات أو المنتجات تهديد. 2

 :التكنولوجية البدائل

 .لمحت  ا على بن  ً  ت صي   أو التقلي    التع وني  الفلاتر مث  مختلف  خ ا زمي   على تعتم  أخر  ت صي   أنظم 

 :المصدر المفتوحة التكنولوجيا

 .به  الخ ص  الت صي   أنظم  لتط  ر استخ امه  للشرك    مك  الت  المص   المفت ح  والمنص   الأدوا 

 :الابتكار

 .فع لي  أكثر ج     تقني   ظه   إلى تؤدي    الاصطن ع  الذك   تكن ل جي  ف  المستمر  التط  ا 

 (:Bargaining Power of Suppliers) الموردين قوة. 3

 :السحابية الحوسبة خدمات مقدمو

 .الخ م   تك ليف ا تفع  إذا تف وضي       منحه  Azureو  AWS  GCP مث  السح ب  خ م   مزودي على الاعتم د

 :البيانات مقدمو

 .والت افر التكلف  ف   تحكم ا أ   مك  ال ي ن   م  دو فإ  ث لث   أطراف م  بي ن   على للحص ل ح ج  هن ك ك ن  إذا

 :والبرمجيات التكنولوجيا
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 .ال  ائ  ف   ل  هن ك ك ن  إذا     الم  د    منح    الأنظم  لتط  ر معين  وأدوا  برمجي   على الاعتم د

 (:Bargaining Power of Customers) العملاء قوة. 4

 :العملاء خيارات

 .المختلف  الت صي   لأنظم  بينه  م  للاختي   الخي  ا  م  الع    ل  ه  المستخ م  

 :العملاء توقعات

 من فسي  إلى  لالانتق  مكنه  الت  ع    هذ  تل ي   ت  ل  إذا. الاستخ ا  وسهل  وم ث    د يق  ت صي    ت  ع   العملا 

 .آخر  

 :التفاوض على القدرة

 .لأعم لا حج  بس ب أفض  شروط على للحص ل التف و   مكنه  الك ر  الإلكتروني  التج    م ا   مث  الك    العملا 

 (:Rivalry Among Existing Competitors) القائمة الشركات بين المنافسة حدة. 5

 :المنافسين عدد

 .المن فس  ح   م   ز   مش به  حل ل تق   الت  الشرك   م  الع    وج د

 :والتكنولوجيا الابتكار

 .وفع ل  د يق  ت صي   لتق    التكن ل جي  الحل ل وأفض  أح ث تق    على المن فس 

 :التسويق استراتيجيات

.خ ص  وعرو  م تكر  تس  قي  استراتيجي   خلال م  العملا  جذ  على المن فس 
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 : (PESTELة )تحليل المتغيرات الكلي

 

 

 

 العوامل السياسية

 سياسة دعم المشاريع الناشئة. -

السياسة الضريبية . -  

سياسة تطوير المؤسسات. -  

التجارة الالكترونية -  
الاستقرا ًالسي س -  

التشر ع  ًالحك مي -    

 العوامل الاقتصادية

 النم ًالا تص دي-

 تقلبات الأسعار. -

 سعرًالصرف -

 القوة الشرائية للمستهلكين.  -

 .ال ط ل   -

 التضخ   -

 

 ةالعوامل الاجتماعي

المستهلك تفضيلا -  
ال  م غرافي -  
والتكن ل جي  التعلي -  
الحي   نمط-  
الثق ف  ال ع -  

 العوامل التكنولوجية

التطورات في مجال رؤية  -

 الكمبيوتر والذكاء الاصطناعي

البنية التحتية للتكنولوجيا-  

  الأمان السيبراني -

الاعتماد على البرمجيات  -  

مع المنصات التوافق -  

 العوامل البيئية
 محدود تأثير لها البيئية العوامل - 

 لدينا التوصيات نظام مشروع على
 عبر رئيسي بشكل نعمل لأننا نظرًا

 .الإنترنت

 

 .العوامل القانونية

 قانون العمل. -

 قوانين الخصوصية وحماية البيانات-

 .القوانين التجارية -

 حماية الملكية. -

  الفكريةحقوق الملكية -
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 اج:ــنتلاا ( عمليـــة1

 

 

 

 

 ( احتيــاجـــات المشــروع 2

  احتياجات ٪النسبة 

 لبنية التحتيةا 30%

 البرمجيات تطوير 35%

 البيانات تحليل 15%

 التسويق %20

  التــمـويــن :( 3

 : عتمد في عملية الشراء علىي شروعالم      

  شعععععععععرا ًالسعععععععععيرفرا ًوال نيععععععععع ًالتحتيععععععععع ًالسعععععععععح بي(Cloud services like 

AWS,Google Cloud, or Azure) 

  شرا ًال رمجي  ًوالأدوا  

 في كلتا الحالتين  الكترونيةبالنسبة للدفع يكون بطريقة :  ( عمليــة الشـــراء 3-1

   اللازمة الادواتاثناء شراء 

 اثناء تقديم الخدمة للعميل  

 ( اليــد العـــاملـــة4

  :صب عمل مباشر امن 10يخلق مشروعنا حوالي

 

 

2 

3 

4 
 

مرحل ً
  التخطيط

شرا ًوإع ادً
 ال ني ًالتحتي 

النم ذجًًتطوير
  الأول 

خت   ًالنم ذجًا
  الأول 

 

 

 

 

 

 

 لتس  قا

 

5 

6 

 التط  رًالمستمر  إطلا ًالمشرو  7

 
 

1 
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 العدد اليد العاملة

20 مدير مشروع  

 01 مصمم

 01 مدير دعم العملاء

 01 علم البيانات /متخصص في تحليل البيانات 

 01 مهندس برمجيات

 02 عالم بيانات /مطور برمجيات 

 01 مختص تسويق رقمي

 01ًذكاء اصطناعي مهندس

 

 (  الشـــركات الرئيسيــة : 5         

 من اهم الشركات لمشروعنا :        

 مزودو خدمات الحوسبة السحابية : 

 ًAmazon Web Services (AWS)ً Google Cloud Platform (GCP) :مثاااااال

Microsoft Azure 

هعععععذ ًالشعععععراك ًاسعععععتخ ا ًال نيععععع ًالتحتيععععع ًالسعععععح بي ًلتخعععععز  ًومع لجععععع ًال ي نععععع  ًالك يعععععر ًًلن     اتتعععععيحً لماااااا ا 

 .خ م  ًالسح ب ًت فرًالمرون ًوالق   ًعلىًالت س ًبم ً تن سبًم ًنم ًالمشرو  .بكف   

 منصات التواصل الاجتماعي والشبكات الإعلانية : 

 Google Adsً Facebook Ads : لمث 

هعععععذ ًالشععععععراك ًضعععععرو   ًلتسعععععع  قًإضعععععع ف ًج جععععع ًكععععععرو ًالخ صعععععع ًبعععععكًوجععععععذ ًالمسععععععتخ مي ً لماااااا ا 

الحمععععععلا ًالإعلانيعععععع ًالمسععععععته ف ًعلععععععىًهععععععذ ًالمنصعععععع  ًتسعععععع ع ًفعععععع ًال صعععععع لًإلععععععىًالجمهعععععع  ً .إليهعععععع 

 .المن سبًوز  د ً  ع  ًالمستخ مي 

 دعم حاضنة الاعمال للمحافظة على نشاط المشروع 

 مالشركات تحليل البيانات و كاء الأع 

 Tableau ,Lookerً:مثال

ًالت صي   لما ا  ًالشراك ًتس ع ًف ًتحلي ًال ي ن  ًوتق   ً ؤ ً يم ًلتحسي ًأدا ًنظ   التع و ًم ًخ را ًف ً .هذ 

 .تحلي ًال ي ن  ً مك ًأ ً عززًم ًد  ًوفع لي ًالت صي  ًالمق م ًللمستخ مي 
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  : المخطط المالي (1

 ( التكــاليـــف و الايــرادات 1-1

 المبلغ )دج( العدد التكاليف

 التكاليف الثابتة ) سنويا (

 السنة الاولى 

 900.000,00 05 اجهزة الحاسوب 

 100.000,00 / خوادم واستضافة

 130.000,00 / دوات تحليل البياناتا

 350.000,00 / حملات إعلانية وتسويقية

 600.000,00 / تكاليف المكاتب والمستلزمات الإدارية

 4.800.000,00 / اجور العمال

 6,880,000.00 /  01المجموع الاولي 

 التكاليف المتغيرة ) شهريا (

 السنة الاولى 

 40.000,00 /  رسوم ترخيص البرمجيات والأدوات

 2000,00 /  الدعم الفني و خدمة العملاء تكاليف

 42.000,00 / )الشهري(02المجموع الاولي 

 504,000.00 / )السنوي ( 03المجموع الاولي 

 

أ بعععع ًوثلاثم ئععع ًوسععع ع ًملا عععي ًح   دد مبل   ا التك   اليف الاجمالي   ة الس   نوية ) الثابت   ة و المت ي   رة( بــ   ـ : 

 دينار جزائري. وثم ن  ًألف  

 

 

 

 

 

 

 

 

 7,384,000.00 / المتغيرة(السنويةالثابتة + )الكلي  المجموع
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 حسابات النتائج المتوقع للسنة الاولى

 7,384,000.00 التكاليف الكلية خلال السنة الاولى )دج(

 5.436.000,00 رقم الاعمال خلال السنة الاولى )دج(

 1,948,000.00- الفرق بين التكاليف و رقم الاعمال )دج(

 

   أ بع  ًألف ًملي  ًوتسعم ئ ًوثم ني ًونلخص انتهاء السنة الاولى برصيد سلبي ) خسارة(  بمبلا  قدره : 

 دينار جزائري

 

 

 

 

 

 

 

 المبلغ)دج( السعر )دج( المبيعات الاشتراك

 الايرادات شهريا 

 السنة الاولى 

 -حالة ركود  –( اشهر الاولى 03خلال ثلاثة )
 00,00 1200,00 مشترك 0 الاشتراك اليومي  

 12.000,00 1200,00 مشترك 10 المجموع الشهري 

المجموع خلال ثلاثة 

 اشهر الاولى 

 60.000,00 1200,00 مشترك 50

 ( اشهر الثانية 03خلال ثلاثة )
 2400,00 1200,00 مشترك 2 الاشتراك اليومي  

 72.000,00 1200,00 مشترك 60 المجموع الشهري 

المجموع خلال ثلاثة 

 اشهر الثانية 

 432.000,00 1200,00 مشترك  180

 ( اشهر التالية  06خلال ستة  )
 30.000,00 1200,00 مشترك 3 الاشتراك اليومي  

 120.000,00 1200,00 مشترك 100 المجموع الشهري 

المجموع خلال ستة 

 اشهر التالية

 2.304.000,00 1200,00 مشترك  600
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 المبلغ )دج( العدد التكاليف

 التكاليف الثابتة ) سنويا (

 السنة الاولى 
 100.000,00 / خوادم واستضافة

 350.000,00 / حملات إعلانية وتسويقية

 400.000,00 / تكاليف المكاتب والمستلزمات الإدارية

 4.800.000,00 / اجور العمال

 1,948,000.00 /  الرصيد السلبي للسنة السابقة )دين(

 7,598,000.00 01المجموع الاولي 

 التكاليف المتغيرة ) شهريا ( 

 السنة الاولى

 40.000,00 /  رسوم ترخيص البرمجيات والأدوات

 2000,00 / الدعم الفني و خدمة العملاء تكاليف

 42.000,00 / )الشهري(02المجموع الاولي 

 504,000.00 / )السنوي ( 03المجموع الاولي 

 

 

 

دينار   ثم ني ًملا ي ًوم ئ ًوألف  ًوألف  حدد مبلا التكاليف الاجمالية السنوية ) الثابتة و المت يرة( بـــ : 

 جزائري

 

 

 

 

 

 

 جدول حسابات النتائج المتوقعة للسنة الثانية

 8,102,000.00 التكاليف الكلية خلال السنة الثانية )دج(

 14.040.000,00 رقم الاعمال خلال السنة الثانية )دج(

 5,938,000.00 الفرق بين التكاليف و رقم الاعمال )دج(

 

 8,102,000.00 / الثابتة + المتغيرة(السنوية)الكلي  المجموع

 المبلغ)دج( السعر )دج( المبيعات الاشتراك

 الايرادات شهريا 

 السنة الثانية  

 خلال سنة كاملة 
 6000,00 1200,00 مشترك 5 الاشتراك اليومي  

 180.000,00 1200,00 مشترك  150 المجموع الشهري 

 14.040.000,00 1200,00 مشترك  1800 المجموع خلال سنة 
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خمس ًملا ي ًوتسعم ئ ًوثم ني ًوثلاث  ًنلخص انتهاء السنة الثانية برصيد ايجابي ) ربح(  بمبلا  قدره : 

 دينار جزائري  ألف  

 المبلغ )دج( العدد التكاليف

 التكاليف الثابتة ) سنويا (

  الثالثةالسنة 
 100.000,00 / خوادم واستضافة

 350.000,00 / حملات إعلانية وتسويقية

 400.000,00 / تكاليف المكاتب والمستلزمات الإدارية

 4.800.000,00 / اجور العمال

 7,598,000.00 01المجموع الاولي 

 التكاليف المتغيرة ) شهريا ( 

 السنة الثالثة

 40.000,00 /  رسوم ترخيص البرمجيات والأدوات

 4000,00 / الدعم الفني و خدمة العملاء تكاليف

 44.000,00 / )الشهري(02الاولي المجموع 

 528,000.00 / )السنوي ( 03المجموع الاولي 

 

 

 و ًألف  وست ًوعشرًثم ني ًملا ي ًوم ئ حدد مبلا التكاليف الاجمالية السنوية ) الثابتة و المت يرة( بـــ : 

 دينار جزائري

 

 

 

 

 

 

 

 

 8,126,000.00 / الثابتة + المتغيرة(السنوية)الكلي  المجموع

 المبلغ)دج( السعر )دج( المبيعات الاشتراك

 الايرادات شهريا 

 السنة الثالثة  

 خلال سنة كاملة 
 9600,00 1200,00 مشترك 8 الاشتراك اليومي  

 288.000,00 1200,00 مشترك  240 المجموع الشهري 

 22.464.000,00 1200,00 مشترك  2880 المجموع خلال سنة 
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 حسابات النتائج المتوقع للسنة الثالثةجدول 

 8,126,000.00 التكاليف الكلية خلال السنة الثالثة  )دج(

 22.464.000,00 رقم الاعمال خلال السنة الثالثة )دج(

 14,338,000.00 الفرق بين التكاليف و رقم الاعمال )دج(

 5,938,000.00 الرصيد الايجابي للسنة السابقة )ربح( 

 20,276,000.00 الكلي للرصيد الجديد )السنة الثالثة(المجموع  

 

ًست ًوس ع  عشرو ًملي ن  ًوم ئت  ًونلخص انتهاء السنة الثالثة برصيد ايجابي ) ربح(  بمبلا  قدره : 

 دينار جزائري    ألف  
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 27 
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 الشركات الرئيسية

KeyPartners 

 الانشطة الرئيسية

KeyActivities 

 القيم المقترحة

Value Proposition 

 العلاقة مع العملاء

Customer Relationships 

 شرائح العملاء

Customer Segments 

 والخص صي  الأم   مستش  ي -

 الر م  التس  ق شرك   -

 الإلكتروني  التج    م ا   -

 السح ب  خ م   مزودي -
 والتخز  

 نظ   وصي ن  تط  ر  -

  كرو  ج ج  وإض ف  الت صي  

 بي ن   وتحلي  جم  -

 المستخ مي 

  والشرك   العملا  دع  -

  للنظ   والترو ج التس  ق -

 التن ؤ   النم ذج تحسي -

   والت صي  

 منتج   ت صي   تق    -
 تجرب  لتحسي  وف     مخصص 

 .الإنترن  ع ر التس  

 وتحسي  العملا   ض  ز  د -
 التج    م ا   ف  التح    مع ل

 .الإلكتروني 

 م  والاستخ ا  التك م  سه ل -
  كرو  ج ج  إض ف 

 الأس ا  ف  الت س    بلي  -
 الع لمي 

 والإ رادا  الم يع   ز  د -

ًالس ع  م ا  على فن  دع  -

 بن  ً  للميزا  مستمر  تح  ث  -

ًالعملا  ملاحظ   على

 بر  ) متع د  ت اص   ن ا -

 وس ئ  م  شر   د دش  إلكترون  

ً(الاجتم ع  الت اص 

 الإلكتروني  التج    م ا  -

 التج    م ا   مستخ م  -
 الإلكتروني 

 الصيير  الإلكتروني  المت جر-
 والمت سط 

 الرئيسيةالموارد 

KeyRessou 

 القنوات

Channels 

 و البرامج الحواسيب -

 ال رمجي   تط  ر فر ق  -

   اع  خ اد  ) تقني  تحتي  بني  -
 (تحلي  أدوا  بي ن   

 .والتس  ق الفن  ال ع  فر ق-

 ال ي ن   تحلي  فر ق- 

 والتعل  الاصطن ع  الذك   فر ق  -
 الآل 

 الر م  التس  ق حملا  -
 الت اص  وس ئ  على والإعلان  

ًالاجتم ع 

 والاعلان الدعاية-

   كرو  ج ج  إض ف -

 التج    م ا   م  الشراك   -
 الإلكتروني 

 والمؤتمرات المعارض-
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BMC 

 Streams Revenue الايرادات مصادر Structure Cost التكاليف هيكل

 ال رمجي   وصي ن  تط  ر تك ليف-

 (سح بي  خ م   تخز    خ اد  ) التقني  التحتي  ال ني  تك ليف-

ًالمختلف  للفر  والأج   الرواتب تك ليف-

ًوالترو ج التس  ق تك ليف-

ًالعملا  وخ م  الفن  ال ع  تك ليف-

ًالإلكتروني  التج    لم ا   سن    أو شهر   اشتراك  س  -

  الإلكتروني  التج    م ا   م  الشراك   م  إ رادا -

 المنتج   ت صي   على بن  ً  مسته ف  إعلان  -
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