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METHOD OF BUILDING
BIG DATA WITH PARTIAL FILLING

Today's innovation era characterizes the fourth industrial revolu-
tion (Industrie 4.0) as the transition to automated digital production
with real-time management of intelligent systems and their constant
interaction with the external environment on the Internet. The com-
ponents of the fourth industrial revolution are the use of artificial
intelligence systems, Big Data, cloud technologies and more.

Big Data technologies can be useful for solving marketing prob-
lems: forecasting the market situation; marketing and sales optimiza-
tion; effective customer segmentation; research and improvement of
goods and services; developing a marketing strategy based on Big
Data and others.

These studies were undertaken by: Halitsyn V. K. [1], Lysenko Ju. G.
[2], Ivanov S.M. [3], Ivanov M.M. [4] and others.

Studies have shown that collecting, processing, and building mul-
tidimensional databases is an up-to-date task. This leads to the need
to use cloud technologies to build multidimensional databases with
partial fill.

Building alternative methods for finding and aggregating infor-
mation in cloud repositories requires the following work:

— the building a data model and formalizing methods for evaluat-
ing and completing data;

— the research and development of effective methods of access to
information in cloud technologies;

— the development of alternative methods of data aggregation in-
to cloud storage;

— the investigation of possible application of data visualization
techniques.



The cloud data storage management method includes the follow-
ing steps.

Stage 1. The data projection - querying to cloud storage.

Forming a subset of the data cloud storage F,{Z 1 I;’;,-}, where
£Xis a query to the data warehouse.

Step 2: The build your query.

The query is constructed to obtain the required subset of F,, -
vectors of marketing functions and to cut off “unnecessary” values
by sequential estimation. The query is usually a two-dimensional
array.

The intersection M =f1 M{H,.) plane defines the set of data que-
ry components in the cloud storage that is required for marketing
management.

Step 3. The analysis and submission of data for measurement vis-
ualization.

In the process of data analysis and submission, the components
for filling the tables are identified.

Step 4. The collapse and detail.

Collapse and refine are done by having a structured query system.
Query values can be combined into a structure that can consist of
several levels. For example, Time metrics are combined with levels:
year, quarter, month, day. Collapse and detail operations are not fun-
damentally different from a query build operation to a cloud reposi-
tory.

The result of the method is to create a cloud repository for online
data processing and marketing research.

Thus, a method of building a cloud-based data warehouse of a
digital marketing system is proposed. The proposed sequence of ac-
tions is to provide information visualization, enabling online market-
ing research and visual search of information in the cloud data ware-
house.
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BUKOPUCTAHHS METOL4IB TA MOZEJIEWA MALUMHHOIMO
HABYHAHHS1 IMTPU NMPOrHO3YBAHHI LjIHN PEAJII3ALIT
Cl/IbCbKOIrOCIIO4APChKOI nPogyKyii

Jlnst migBumeHHsT eeKTUBHOCTI POOOTH CLIBCHKOTOCIIONAPCHKIX
MAMPUEMCTB, BaXJIMBE 3HAYCHHS Ma€ MPOTHO3YBaHHs I[IHU peatiza-
i ix npoxykuii. Kpim Toro, nporao3yBaHHs LiHU peaiizailii BUKO-
PHUCTOBYEThCS IPU BU3HAUEHHI BapTOCTI MiANPUEMCTBA B IsIoMy. B
OUTHIIIOCTI HAYKOBUX TMpailb UIsl MPOTHO3YBAaHHS I[iIHM 3aCTOCOBY-
IOTBCSI TIPOCTI METOJIM TIPOTHO3YBaHHS, TaKi sIK JiHIIHA perpecis. B
JESIKUX MPaLsiX BUKOPHUCTOBYIOTHCS €KOHOMETPUYHI MOJEI 9aCOBHUX
psniB, 30kpema ARIMA ta GARCH.

BoHovac 3a octaHHEe AeCATHINITTS BiaOyBCS 3HAUHMI PO3BHTOK aria-
paTHOro 3a0e3NeyueHHs], KUl 1aB 3MOI'y BUKOPUCTOBYBAaTH HOBI METOJIN
MaTeMaTUYHOIO MPOTHO3YBaHHS, IO 0a3ylOThCS HAa MAIIMHHOMY HaB-
yaHHi. /[0 TakMx MeETOHIB, MOKHA BITHECTH JEKOMITIO3MIIIO YaCOBUX
paniB (FB Prophet), BukopucTaHHs pi3HMX BHIB HEHPOHHUX MeEpex
(MLP, RNN, LSTM) Ta ancambieBi Mmozerti.

MeTtoro maHoi poOOTH € aHajli3 MOYJIMBOCTI Ta MOIUILHOCTI BH-
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