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ABSTRACT
Sale is an important issue for enterprises continuing conducting, especially in customizing marketing. How do enterprises maintain
regular customers and attract new customers to achieve maximum profits are the main purposes in this study. First, the real world
data is difficult to be collected, as the result, in this study is generating randomly numbers as input for marketing strategy. Second,
the ID3 technique is employed to analyze the customer purchase behavior through the historical data. Third, the multiple objectives
that are containing regular customer, maximizing sales quantity, and maximizing sales profit are adopted. Finally, the target
customers are divided into six targeting markets for the purpose of testing the different between the traditional marketing and
differentiated marketing strategy. It is found that the profit of differentiated marketing strategy is better than that of conventional
marketing strategy. The main contributions in this study are as followingd 1. Summarizing the related researches in the data mining
area. 2. Demonstrating a way of combining ID3 and maximum profits possibility. 3. Getting better marketing effectiveness though
different objectives by multi-objective decision.
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