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An Optimization Model for Promotion Mix Strategy Based on RFM Analysis

ZHAO Xiae-yu', HUANG Xiae yuan', SUN Fu- quan’
(1. School of Business Administration, Northeastern University, Shenyang 110004, China;
2. School of Neusoft Information Technology, Northeastern University, Dalian 116023, China)

Abstract: Promotion plays an important role in marketing strategy. In the past, each promotion campaign was
usually planned separately and the target customers are selected blindly. To solve the above problems, an opt+
m ization model for promotion mix strategy based on RFM analysis is presented in this paper, multiple promotion
campaign candidates are evaluated as a whole to select optimal promotion campaigns mix and target cus
tomers. The object of the model is to maximize the whole response rate and expected investment return.
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