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ABSTRACT

Dynamic customer segmentation is one of the important and new issues in the domain of CRM
considering the customer’s dynamic behavior. One of the main problems in this area is to find the
dominant patterns of customers’ movements between different segments via time and predicting these
transmissions. Accordingly, we try to find different groups of customers according to their movements
through segments in this paper. To obtain this objective, a new hybrid technique based on clustering
techniques and sequential pattern mining is proposed and implemented on the data of one of the main
mobile phone operators in Iran. The results show that there are four different groups of customers: “usual
and common customers”, “loyal and valuable customers”, “customers who churned” and “customers who
churned partially”. The sequential rules of each group are also extracted. The results can help the
managers of this operator to propose their marketing strategies more effectively.
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