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While RFM analysis is popular among practioners, ad-hoc rules are often employed to
judge whether customers are alive or not. Because customers do not declare explicitly when
they are dead, a company infers a customer is dead if she did not make any purchase, for
example, for over three months. Even with the same period of nonpurchase, however,
customers with a long interpurchase time need not be worried for death whereas those with a
short interpurchase time could be dead. Hence, it is very important to account for customer
heterogeneity when assessing the survival of customers. In this research, using standard RF
data, I will derive the survival probability of an individual customer based on the common

hypotheses on consumer behavior.
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ID X t T A P
1 4 266 299 001 0 10000 1.0000
2 4 80 130 0.03 0 10000 1.0000
3 19 323 386 005 00004 08460 0.8642
4 20 348 379 0.05 0 10000 1.0000
5 26 332 372 0.07 0 10000 1.0000
6 53 346 381 015 0002 02720 04819
7 33 350 390 0.08 0 10000 1.0000
8 6 295 346 0.02 0 10000 1.0000
9 12 322 373 0.03 0  1.0000 1,0000
10 50 339 389 014 00028  0.0389 0.3599
11 147 353 384 041 00028  0.0004 0.3599
12 11 357 388 0.03 0  1.0000 1,0000
13 43 347 385 012 00016 04304 05577
14 4 310 354 001 0  1.0000 1,0000
15 32 342 387 009 00012 05605 0.6453
16 19 355 386 0.05 0 10000 1.0000
17 93 359 390 026 00026 00286 03871
18 11 339 386 003 0  1.0000 1.0000
19 4 335 389 0.01 0 10000 1.0000
20 7 28 61 021 001 00152 0.0260
21 12 248 287 0.04 0 10000 1.0000
22 21 228 264 0.08 0 10000 1.0000
23 10 190 307 005 00046 00196 0.1866
24 90 274 309 032 00036 00011 0.2687
25 4 192 247 0.02 0 10000 1.0000
26 6 114 149 0.04 0 10000 1,0000
27 42 117 150 035 00084  0.0003 0.0466
28 9 326 379 0.02 0 10000 1.0000
29 6 340 381 0.02 0  1.0000 1,0000
30 41 355 387 011 0 10000 1.0000
31 14 278 318 0.04 0  1.0000 1,0000
32 16 275 337 005 00008 07399 0.7468
3 6 251 363 002 00006 07915 0.8033
34 4 207 322 001 0  1.0000 1.0000
35 19 130 306 014 00074  0.0000 0.0671
36 11 308 365 0.03 0 10000 1.0000
37 4 269 315 001 0  1.0000 1,0000
38 4 82 117 0.03 0  1.0000 1,0000
39 4 167 372 002 00046  0.0336 0.1866
40 5 159 198 0.03 0 10000 1,0000
41 4 336 389 0.01 0 10000 1.0000
42 4 141 314 002 0005 00628 0.1612
43 7 224 276 0.03 0 10000 1.0000
44 43 345 378 0.11 0 10000 1.0000
45 3 231 383 0.01 0 10000 1.0000
46 44 280 315 015 00026 02203 03871
47 32 347 382 0.08 0 10000 1.0000
48 26 347 378 0.07 0 10000 1.0000
49 6 317 354 0.02 0 10000 1,0000
50 11 340 378 0.03 0 10000 1.0000
2212 27088 3275 0.0762 0.00122 0.7412 0.7907
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