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Application of RFM Model in Beauty Spa Industry — A Case Study of the
C Company

Student : Yu-Yang Hong Advisors : Dr. Hui-Chung Yeh
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National Kaohsiung University of Applied Sciences

ABSTRACT

If Enterprise can explore the high value and potential customers, which
can apply different marketing strategy and management, it not only establish
the strength of the company, but also can reduce a lot of money. This study
divide customer into three levels of ABC to research the situation of the
customer consumption. As a result, it’s not only can help company to realize
which customer have high value but also apply Cross-Selling. In terms of B
level customer, company can stimulate them to promote their order, it also can
help B level customer up to the A'level customer.

Finally, company can explore which customer has high potential ability
and apply different favorable strategies to attract customer back to the company
according to the RFM analysis. So, company to take customer in our company
for example, except to classify different customers and give them different
definition in the cosmetic and health food. Except customer classification,
company also holds favorable activity to attract people to order more.
According to the statistics, which can find the result has positive effect, hope
this study can be a reference to provide employees in the company.

Keywords : RFM > CRM » SPA » Customer segmentation
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