ale

bl o pe

YA e -V F oled L

Ll g ae ety

G ool L SLEST jl soliiwl L 845 (6,lasSl (b i Oluoguas gls

AMAZAR I IY 4N IYF il o

R

SIS Sl 5y 059, 8«5 )USSL slas3eleiSS jo Lol Allu g 9l 5 55iS (ML Caio o (gl pogas wig, b
Sa3logm 85 Sl aiady | GHll S pliyiie 6y Ssdee 0393l waz (lite iz g GeS olie
Slp Gl o 95 (Joe 95 ools laSuST 5l oolasnl b canlllas () 10 .aiS o e |y baplojls Coddge g Do aily
wiass S ) e aloe 5 el oS e Kb Bte obisS 03 ol yiie Giike (slaos,S (sla g Lol
Slaas K-mean o ;s> .ol oo 48,5 0,00 oyl (6 59105mw (e sl 5 b yide sloog S olulis cg> K-mean
Oere oalios gy olass TWOSEED (susadiss v ,65) &,k 5l cplply @)l ol o)00 aliue 4y Sy loadigs aig
Soslainl b pgs al> e 50 o« SOL sl Loyl (ghglogm lime Blad 5l b it alises sboog S s 5l G 00,5 o0
S b0, walyd S eSOL a4 o y3lS cpl 5l ol bt 00 )5 o gluctul alss o  SKiwsly aclsd Apriori 55!

Ol Olidos g pole axly odlul of5T olKsils ole Sl gac Lokl

Ol Slidzs g pole sy oMl ol5T olKitils cole Sln guiae ¢ bobiwl s

Ol Sliiss g pale 9y oMol ol;T olKitils cleMbol (5 ,5lid e dis ) ol )I5” 4 gal il st

(EmailToHashemi@gmail.com) ol dal> a5 Byl b Jgtans oo 55




WAl IVF ol [ ol 3k Su ot ala Yy

5 ) 5 i sl il elois sl 2995 ok ol 3l 5 il 4zl bt ST g e Wl 5l e
335 o Jetes Loy (659109 sl 2 0L i

oS (5519

(& yinn )1 LS)““'QS (S o 6)5“5*" RFM J.J:m (8 yiin L Jal.u)l Co pow ‘6515 oalo



Yy

6olS o0ls oSS 5l asliul b 05 (6 MSIL (b it Sliogas iolS

golo plasl ioe b baplojle Ll o oS> ol S
3 eeS weye 5l lesle vgu 3l ool deys @S el
sgdle (Niraj & et al. 2001) &l o caws 4 )b e
FECCOWN; )57.39..» (b i oL 51 Gloves isw pl
SN 2 hadd baglosl a5 058 e Slesiny 5, cn!
P wzF HB e S Ngd Srele Jbde
(Ganesh & et al. 2000) «,ls ;ylojle (5, 5109m
Ol don b Cae wily dhl, o 6l 8 uizen
,» (Hoekstra & Huizingh, 1999) cus »d ol
Sl 53] i slp dadx (g) il g
MCL} ).A‘ U"‘ aS el o..).id)f Aj‘)| 604.9} Ul))'“‘“‘o
IS lageS ange 95,1 5 b ie SSS
s (Gl e (Jlo G551 s 0l Bl Gl e
Sl Gy o yglogm canmp 1) SbL mlie
Glow Lo & aandd ol le oo Joped olojle
Gl (g e b LS )| C oo

(Boulding & et al. 2005; Payne & Frow, 2005)
5 LSSt ax @S opl jackas gly ool ol asb
S5l i Wlgiee l2b ik 0sdll lacs ]yl
Sl 55U Gyl oy 5 bl alily oljen 4 |y oy
ab aalgs (5 pSoilail LB sl il g bSast ol
(Rust & et al. 2004)

3 e g 85 @lelid sl Jlo cato 0
b Je jsliate & (CLV) ' (g e yae 0y95 (35,1 Jos
Cewl 00l ool

(Helgesen 2007; van Raaij et al. 2003; Kaplan &
Anderson 2007; Farajian & Mohammadi 2010)

Joe 5l s gbeo ous 4 mlbio plo o 65 oI 1>
oot 43S oy (CPA) "(site sy5logm Jobos
Joe 5l pol> rags ,o (Holm & et al. 2011)
G glp elul (CPA) (g it (5 5logm Jelos
Sl Golss3n s g, cnl a5 ead eslitul ()l i
LSSk 4 (CLV) i yae 090 52,) sbilie soles

1- Customer Lifetime Value
2- Customer Profitability Analysis

doddo

9 S )0 (538 5l ekl 5 (55l yu 2 uld) 059l
ool 00ls Cans Ty 05 359, 9 o0, gLl e 4y S
Sloss oy 5 Sledlol aid iy gl 3l oalital
L sy BB () Cujpe Wlgiial sl 5 s
S e |y glojle sl g by auled ol
a5 Wlodgw, 4zl 4 bl Se8 ylys
SIS g iz 0 e W Cembios
ol o (Chu & et al. 2007) sl Bro b yiice
s sl (el Olyide S L2l (06, L
Qé).bo JO 039y B LQL)] as ‘):> .(HU, 2005) Sl
o 3l e Sl Sl i (o by pln plasleiin
5 SEBPn Fheal lew gy il 5y wnibee L3,
(Kotler & Keller, 2008) ailoass arids 51 5wl
ol 5 bobasl L ol &5 Se5 Lld s
dox ol ie colal wites g, 4 g, oo Sleas
Sl paiyso g oo gan b

.(Van den Poel & Lariviere, 2004)

623109m (33955 (Shits B 5| (s yen 8, po Dl i
Sl L 5 See blik s asby 65 4 poe g
2 U slp gt 18, Dl i 4y (2STy 5 S5 )0 05 (o0
ojopl el pAL Slial (B, 5 ek bl L
Sle p 595 )l e o0l oKLy 4 Wlodegd oS 15
(Athanassopoulos, 2000; ool axed),l  lew
.Thomas, 2001; Jones & et al. 2000)

Slp Gt W el oo s & a5 wiladl yo Loy
Sash wasS ol e a4 ol e 0,5 oeldie
Olas Slidiz ogd clablre Wb 5 S35 Ol i
o)l ol IS s Y Rl A aes e
ans oo @170 Jawgie job as |y lojlu

(Lemmens & Croux 2006)

Sl wiadsy ) g5lyl S ol itie )l Gl el
e | laplejle Codibge 9 Sae ail (5 glogm o5
S e



IR o IV oles £l lib o e dlone

Y¥

sl TELSE e 5 gl sladly Lo 8 4
sload il (caxd bk 4 9 a4 0 L)L
Mg 9 o5 Solae (o L oaS o)l gl
) sl Gl (g ytie JL8) )0 Casl (Sas a5 (lymess
(Chen & et al. 2005) Wl oo s 9 RS

bl s Sl el bigy Ygane wiadt )| 6500 Sy
G eorlply G b iite ey Job 0 ol L
Ly, ol Sy (CRM) (s yein b Ll 2y e kel
> o)l S G,k 5l Sl &5 il e
iz Jolpe 4 a5 gt jos Job b s iie Ol
30,5 o0 Jeol oy gl 5 g S g (g b ala
(Olafsson & et al. 2008)

& 395 (P 95 5l syt b Bl Zo e &y o
Sl 2oz 05, @ s il 009, ' S
Sl syt alf cul ol SO a4 SO L g el
iyl el ol aleye ¥ Lol g5 g5 5l s
)50 )0 S el G § S obe 4 (0 (0
@lal>yo Y anlp ol ol @zl g doe o fclie
Sbbil 5 x50k Jsl 32 &5 wilbie 2 oA )b
sloools ool 51 1, o5 sty A oyl ol (5
ety ohyde G WS o0 Smitn SR
1y bl ooyl J3, 5 s | o Sl 5 03,5 alolis
P e
Gt b BL3 | slacdles onsyl 4y sl oS5 i
welsd o 5 Qbbb ae) o &5 (2l g S
ol sbedld S eeeal Gln L cnl csls
@z & Mo Gl anr pew 2 Sl 6950
Eyme (5 e b bl o e lacodld o ax LS,
sanie o Jobs obnl slne 4y (g5l aige 05d 50
ehadld o 0 a5 Sae 30 dgw g Dae oS
ol 058 0 Olm] (g yuie b bLS |

(Sun & et al. 2006)

4- One-to-one Marketing

5- Loyalty Programs

6- Complaints Management
7- Mass Marketing

8- Forward Looking
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1- Customer Relationship Management
2- Information Technology
3- Customer Retention
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2- Recency

3- Frequency

4- Monetary

5- Ha &etal.

6- Activity-Based Costing
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Value
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5- Inter purchase Times
6- Monetary Indicator

7- Frequency

8- Length of Relationship
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2- Customer Demographics

3- Customer Perceptions

4- Macro Environment Variable
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Mining the retail banking customers characteristics using data
mining techniques
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Abstract

Deregulation within the banking industry's and unprecedented growth competition in new
technologies, every day the importance of keeping current customers and attract new customers are
added. This study presents a two-step model to identify characteristics of different groups of bank
customers, based on their profitability. The new criteria introduced to analyze the profitability of each
customer. And then, this criterion has been used for clustering customers based on their profitability.
Because in k-mean algorithm there is not a general rule for the optimal number of clusters and the
number of clusters depend on the problem, therefore firstly with applied by Two-step clustering
algorithm determine the optimal number of clusters. In this study, Customers clustering to 3 groups as
golden, silver, and bronze customers. Then, by using K-mean algorithm different groups of customers
are identified. And with help of Apriori algorithm association rules of each cluster is inference. The
result of this exploration, help to banks have better understanding of current and future customer
expectations. And through this may be facilitated develop of marketing strategies to attract and retain
profitable customers.
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