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This study expanded the RFM model by including two parameters, time
since first purchase (T) and churn probability (C). Using Bernoulli
sequence 1n probability theory, this study derived out the model that can
predict the expected value of the number of times that the customer will
buy in the future, customer’ s marketing value at the next campaign, and
customer lifetime value. This study also proposed the methodology to
estimate the unknown parameters, such as churn probability, in the
formulas, and examined a real case to verify the model. The findings
showed that the model can accurately predict the expected value of the
number of times that the customer will buy in the future.
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