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Customer Value Modeling Using Complex Network Theory
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ABSTRACT

In today’s dynamic and changeful world, companies are always encountered with new opportunities
and challenges. High competition in businesses’ environment makes the companies to understand their
customers better and more accurate. In this situation, however, measuring the customer’s lifetime value
(CLV) is a method for customers’ evaluation and ranking. Network Potential is one of the most important
parts of CLV that can cause more revenue and impact on customers’ relationships and refers. A new
vision to customer value is discussed here and that is adding two dimensions to CLV which is calculated
based on his/her financial and future revenue _ including Structural value and Influential value. So,
Complex Network Theory is used for analyzing the customer’s influence and role in the network. The
model is implemented on telecommunication dataset and results show that for more real calculation of
customer value, it is necessary to regard to network dimensions.
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