Case Study 1 
Web Mining in Retail: ShopEase Online
Background
ShopEase Online is a UK-based mid-size e-commerce retailer selling clothing and accessories.
The company uses web mining to understand how customers move through its website, what content they interact with, and why some visitors buy while others leave.
They collect:
· Clickstream data (pages visited, time spent, path through website)
· Search queries typed on the site
· Product page interactions
· Clicks on promotions and personalised recommendations
· Abandoned cart behaviour
Observation:
ShopEase noticed a high level of “product page views → add to basket → exit”, especially during weekends.
They also found that customers frequently used internal search terms like “sustainable”, “vegan leather”, and “slow fashion”.
ShopEase wants to use web usage mining and web content mining to:
1. Improve product recommendations
2. Reduce abandoned baskets
3. Personalise content for sustainability-minded shoppers

Questions 
1) What insights might ShopEase gain from analysing the sequence of pages that customers navigate before abandoning baskets?
2) How could analysing on-site search queries (“sustainable”, “vegan leather”) influence the retailer’s marketing or product strategy?
3) If ShopEase uses web usage mining to build better recommendations, what ethical considerations arise (e.g., filter bubbles, privacy)?
4) What website elements could ShopEase test (A/B testing) based on web mining insights from weekend traffic spikes?
5) How could combining web content mining (product descriptions, reviews) with usage mining create a competitive advantage?

Case Study 2 
Web Mining in Healthcare: NHS WellCare Portal
Background
The NHS has launched WellCare, a digital self-service portal that allows UK residents to:
· Book GP appointments
· Request repeat prescriptions
· Check symptoms using a digital triage tool
· Access health information articles
· Engage in mental-health support chatbots
The NHS uses web mining not to sell products, but to improve:
· Service efficiency
· Patient experiences
· Health outcomes
· Access to reliable information
Challenge:
Web logs show that many users quit the triage tool halfway, and that some pages (e.g., mental health articles) have long reading times but low follow-up engagement.
They want to use web usage mining and web structure mining to:
1. Identify where users drop off
2. Improve access to reliable information
3. Personalise pathways for mental-health support
4. Reduce pressure on GP surgeries through self-service
Questions 
1) What might cause users to abandon the triage tool halfway, and how could web usage mining help diagnose the issue?
2) If people spend a long time reading mental-health articles but do not click for support, what might this indicate?
3) What ethical considerations must the NHS address when mining user interactions on a health portal?
4) How might the NHS use web mining to personalise patient experiences while still maintaining fairness and equity?
5) How could combining usage data (click paths) and structure data (how pages are linked) help reduce pressure on GP appointments?
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