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Abstract:

Clickstream data refers to the sequence of World Wide Web (WWW) pages
accessed by a user, and provides a rich resource for understanding information search
by individual users. However, this data is also unstructured, both in the lack of
knowledge about why a user is browsing and the lack of information about a category.
In this paper we propose a technique for classifying the content viewed by a web user.
We merge two sources of information to classify page viewings. The first is based upon
a Markov model of user browsing behavior. The second is based upon the text that
occurs on the page. Previous researchers have primarily focused on approaching these
problems separately. When these approaches are applied separately they generally
result in fair to good accuracy. We show that when these information sources are
combined together we have a high degree of accuracy in predicting the category of a
web page. Our technique has applications both in improving search engines, web
design, and understanding browsing behavior. Methodologically, this research shows
how to extract value from clickstream data and textual information. Both of these
sources of data are underutilized in marketing research today.
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