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概	 要	 

本講演では、月間 620 億ページビューを検索、ニュース、知恵袋、コマースなど数多くのサービ

スから生み出す Yahoo!	 JAPAN において、これらのデータがどのように活用されているのかの概

要をまず紹介します。	 

	 

次に、これらを行うデータ活用基盤と考え方について触れた上で、データの持つ価値を多くの方

にわかりやすい形でお伝えするため取り組んでいるヤフービッグデータレポートでの取り組み

について紹介します。	 

	 

ここでは内閣府発表の景気動向一致指数予測や、2013 年 7 月の参議院選挙当落予測を、Yahoo!

のビッグデータを使ってほぼ「的中」させてきた内容、その舞台裏を語ります。また、つぶやき

分析を通じた感情推移の可視化、12 月に行われた衆院選予測と結果についても触れる予定です。	 

	 

Yahoo! JAPAN is a leading Internet player in Japan.  It has more than 62 billion page views per month 

from various services including Search, News, Answers, Auction, and Wallet.  Here I first introduce an 

overview on how we utilize those big data in our service delivery. 

 

After touching on the data infrastructure and our general perspectives on the big data utilization, I will 

discuss our trials on “Yahoo! JAPAN Big Data Report” which is a non-profit, voluntary based effort of 

Yahoo! JAPAN to show the fun and power of the data for general public. 

 

Specifically I will cover our effort in forecasting the economy index from Japanese government (Cabinet 
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Office), and Japan’s first big-data-based forecast of the result of Upper House election in Summer 2013, 

both of which results were quite good*.   

 

I also plan to touch on the trial and result of tweet analyses on mood changes, and our second national 

election (Lower House election) forecast in December 2014. 

 

 

* Regarding the economy index, our prediction matched very nicely with that of the government. 

Regarding the election, our prediction results were surprisingly good—better, in fact, than those of any of 

the major media networks. 


