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OZET

Teknolojinin artan bir ivme ile gelismekte oldugu giinlimiiz diinyasinda, gilinlik isleyisler
devam ederken bir¢ok dijital iz(kayit) olusmaktadir. Sosyal medya platformlari, cep telefonu
uygulamalari, internet tarayicilari, navigasyonlar, aligveris platformlari, oyun platformlari,
magazalarin ERP sistemleri ve arama motorlar1 gibi bir¢cok kaynakta dijital izler iiretilmekte
ve bir¢ok farkli veri barindirma ortaminda saklanmaktadir. Giiniimiizde bir¢ok igletme, satis,
pazarlama, tedarik zinciri ve miisteri iliskileri yonetimi (customer relationship management)
gibi is siire¢lerinde bu dijital izlerden faydalanmak i¢in tanimlayici (descriptive) ve dngoriicii
(predictive) analizler yapmakta ve i¢gdriiler (insight) elde etmeye calismaktadir. Bir¢ok farkl
kaynakta bir¢ok farkli veri iiretilebiliyor olmasinin yan sira, her isletme i¢in kendi miisterisi
ile arasinda gergeklesen direk temaslar, aligverisler, sikayetler gibi islemlerin aciklayicilig
oldukea fazladir. Bu islemlerin kaydinin tutulmasi ve iligkisel olarak saklanmasi da nispeten
kolaydir. Ancak mobilya, dayanikli tiikketim mallari, otomotiv gibi bazi sektorlerde uzun
Omiirlii Uriinler satilmakta oldugu i¢in miisteriler ile olan direk etkilesimler de ¢ok uzun
yillara varan araliklarla gerceklesecek kadar seyrek olabilmektedir. Bu sekilde seyrek alisveris
iliskisinin oldugu sektorlerde, miisteri memnuniyeti, miisteri devamlilii(customer retention)
ve miisteri kayb1 (customer churn) gibi miisteri iliskileri yonetimine ait metrikleri hesaplamak
oldukga zor bir hale gelmektedir. Kayip miisteri analizinin 6zellikle, kredi kart1, cep telefonu
sebekesi, dijital eglence ve oyun platformlar1 gibi abonelik modeli ile ¢alismakta olan
isletmelerde yogun sekilde uygulandigi goriilmektedir. Bu sektorlerde kayip miisteri analizi
yapilabilmesinin 6nemli bir nedeni miisterinin aboneligini sonlandirma kaydinin net bir
bigimde tutulabiliyor ve takip edilebiliyor olmasidir. Literatiirde abonelik modeli ile
caligmayan sektorler i¢in de bir¢ok kayip miisteri analizi yaklagimi bulunmaktadir. Ancak
seyrek aligveris sikligi olan isletmeler icin bu calismalari yapmak olduk¢a zordur. Bu
caligmada, seyrek aligveris sikligima sahip bir isletmenin, miisterileri iizerinde
ongoriicti(predictive) kayip miisteri analizi yapilmasi lizerine ¢alisiimis ve kayip miisteri
etiketi yapistirma izerine alternatif yaklagimlar denenmistir.
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ABSTRACT

In today's world where technology is developing with an increasing momentum, many digital
traces (records) are formed while daily operations continue. Digital traces are produced in
many sources such as social media platforms, mobile phone applications, internet browsers,
navigations, shopping platforms, game platforms, ERP systems of stores and search engines
are stored in many different data hosting environments. Today, many businesses make
descriptive and predictive analyzes and try to obtain insights in order to benefit from these
digital traces in business processes such as sales, marketing, supply chain and customer
relationship management. In addition to the fact that many different data can be produced
from many different sources, the explanatory power of transactions such as direct contacts,
purchases, complaints, etc., between each business and its own customer is quite high.
Keeping a record and relationally storage of these transactions is relatively easy. However,
since long-lasting products are sold in some sectors such as furniture, durable consumer
goods, and automotive, direct interactions with customers may be rare enough to occur at
intervals of up to very long years. In this way, it becomes tough to calculate customer
relationship management metrics such as customer satisfaction, customer retention, and
customer churn in industries with rare shopping relationships. It is seen that customer churn
analysis is applied intensively in businesses that operate with subscription models such as
credit cards, mobile phone networks, digital entertainment and gaming platforms. An
important reason for performing customer churn analysis in these sectors is that the
customer's unsubscribe record can be kept and tracked clearly. In the literature, there are
many customer churn analysis approaches exist for sectors that do not work with the
subscription model. However, it is very difficult to carry out these studies for businesses with
infrequent shopping frequency. In this study, predictive customer churn analysis on the
customers of a business with infrequent shopping frequency was studied and alternative
approaches related to sticking the lost customer label were tried.
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