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ABSTRACT

Internet changed the traditional business strategies. How to build up a good relationship with customers and business partners is the

determinant between winner and loser. By using "Customer Relationship Management," companies can easily distinguish out

valuable customers and no-valuable customers. Companies’ goal is to make profits, so how to apply the customers' profit margins

and customer's profit to provide for market segmenting and resources locating is vital operation strategies. The purpose of this study

is using the association rule technique in Data Mining to determine the criteria for distinguishing valuable customers and no-valuable

customers. According to those criteria, company can set up properly sale strategies to meet the requirements of valuable customers,

as well as to create loyalty, and so to increase turnover rate and reduce sale cost.
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