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ABSTRACT
ABSTRACT Many enterprises nowadays invest more on developing new customers than maintaining long term relationship with
current customers. However, according to Regarding Kalakota & Robinson(2001) acknowledged, if the rate of maintenance for
customer in an enterprise can be grown to 5% each year, the margin profit can be thus raised by 85%. The importance of exploring
the effects of loss of current customers to the enterprises is thus recognized. This research applies data mining techniques such as
C4.5 decision tree, back propagation neural network, which match up the Bagging and Adaboost heuristics to do tabulated statistics,
and process to forecast the classified mode of customer lose from the customer information of this case. In addition, the association
rules are used asl well to explore useful information hidden in the database containg all the purchasing records from customers.
Three kinds of analyses are performed in this study. First of all, who in the current customers are predicted to be lost in the next few
months? What kind of pattern do they reveal? Secondly, would the introduction of new pizza influence the purchasing behavior of
current customers? Would it attract new customers? Thirdly, would the distribution of $200 NTD coupon influence the purchasing
behavior of current customers? Would it attract more purchases or more profit? The results from this study can assist the decision
maker of the case enterprise to more effectively allocate limited resource to various customers and to provide strategies in dealing
with customer relationship managementng.
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