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Prediction and Dynamic Management in Customer
Relationship of E — commerce Enterprises

Duan Nannan
( School of Information Engineering East China Jiaotong University Nanchang 330013 China)

Abstract: A new customer relationship phasing method is improved and innovated based on the traditional

one RFM. Meanwhile Markov Chains is employed to set up a customer relationship model in order to predict
and manage the customers in the enterprises. Correctness of the model is demonstrated using real sales data of E
— commerce enterprises.
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