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Potansiyel musteri adaylarinin miigteriye dontistiiriilmesi firsatlarinin degerlendirilmesi (lead conversion) satig ve
pazarlama operasyonlar1 agisindan oldukga kritik bir dneme sahiptir. Potansiyel miigteri havuzunun belirlenmesi (lead
generation) ve bu havuzda yer alan mugteriler ile iletisime gecilmesi maliyetli bir stirectir. Bu havuzun olusturulmasi ve
havuzda potansiyel mugterilerin biriktirilmesi siire¢lerinde, organik olarak bu havuza dahil olan potansiyel mugterilerin
yani sira inorganik olarak dahil edilen potansiyel mugteriler de bulunmaktadir. Jenerik yollardan potansiyel mugterilerin
havuza dahil edilmeleri, organik yollardan dahil edilen migterilere nispeten oldukga yiiksektir. Havuzda potansiyel
migteri biriktirmek tek bagina bu kitlelerin musteriye dontigmesi icin yeterli degildir. Bu kitleler ile kigiye veya kitlelere
zel iletisim stratejileri belirlenerek 1sindirma (warm-up) ¢aligmalar yiirttiilebilmektedir. Isindirma ¢aligmalari, eldeki
potansiyel miisterilerin miisteriye déntigme oranini (lead conversion rate) arttirmak icin kullanilmaktadir. Ancak
sindirma faaliyetleri kapsaminda da potansiyel misteri ile etkilesim i¢in bir maliyet ortaya ¢ikmaktadir. Dolayusiyla,
potansiyel miisterinin migteriye dontstiirilmesine yonelik caligmalarda, 1sindirma ve satig icin temasa ge¢me
maliyetlerinin optimizasyonu olduk¢a Snemli bir noktadadir. Bu satg firsatlarinin maliyetlerini optimize etme
caligmalari kapsaminda eldeki kitleyi tanimaya yonelik faaliyetlerin ytirtitilmesi olduk¢a bitytik 5nem arz etmekeedir. Bu
maliyet optimizasyonu ¢aligmalari kapsaminda yapay 6grenmeye dayali olan yaklagimlarin kullanimi son yillarda olduk¢a
yayginlasmaya baglamustir. Bu makine 6grenmesi ¢aligmalarindan en dnemlisi, bir agiklayici (descriptive) yapay 6grenme
caligmast olarak potansiyel miisteri segmentasyonu uygulamasidir. Onerdigimiz yaklagim ile eldeki potansiyel miisteriler
icerisinden tiirdes gruplar ayristirilabilir ve nispeten daha diigiik maliyet ile daha yiiksek gelir elde edilebilecegi 6ngériilen
gruplara dncelik verilebilir. Bu ¢aligmada, Ttirkiye’nin 6nde gelen CRM yazilim Ar-Ge igletmesi olan Next4biz sirketine
ait CRM yazilim triintiniin Ar-Ge faaliyetleri kapsaminda ampirik olarak gerceklestirilmis olan potansiyel mugteri
segmentasyonu caligmast anlatlmaktadir. Bu segmentasyon ¢aligmasinin sonuglarinin, potansiyel misgterilerin satiga
doniistiirtilmesi ¢aligmalart icin daha yiiksek verim elde etme firsati olusturacag: degerlendirilmektedir. Potansiyel
migteri segmentasyonu uygulamast icin, K-Ortalamalar yapay 6grenme algoritmast kullanilarak 300 binden fazla

ornegin dort segmente ayrilmasi saglanmugtir.
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The sales and marketing processes rely heavily on lead conversion. Identifying the pool of potential clients
and connecting with them is a resource-intensive and costly procedure. In the process of generating this pool
and accumulating potential customers in this pool, there are both organic and inorganic inclusions of
potential customers. The proportion of potential customers added to the pool via generic techniques is larger
than the proportion added organically. Adding potential customers to the pool is insufficient to turn these
audiences into clients. Warm-up activities can be conducted within this group by identifying communication
strategies that are unique to individuals or audiences. Warm-ups are used to increase the number of potential
customers who turn into leads. But there's a price to pay for getting in touch with a potential customer when
it comes to warming activities. In order to maximize the number of leads converted into paying customers, it
is crucial to minimize the money spent on prospecting and contacting them. In recent years, artificial learning-
based methods have grown increasingly prevalent within the scope of these cost optimization studies. The
most significant of these machine learning experiments is the segmentation of leads as a descriptive machine
learning study. Our approach separates potential consumers into groups of similar people, making it easier to
focus on the subset that will yield the greatest profit with the fewest outlays. Using data collected from an
empirical study conducted as part of Next4biz's -Ttrkiye's premier CRM software R&D business- research
and development efforts, this manuscript explains how the company segments its potential customer base. In
light of the findings of this segmentation analysis, it is anticipated that a better chance to increase the
efficiency with which leads are transformed into sales will be made available. Using the K-Means machine
learning algorithm, over 300,000 samples were separated into four groups for the purpose of lead

segmentation
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