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PLATFORMS USING THE RFM MODEL: A CASE STUDY OF  

E-COMMERCE TRANSACTION DATA (JANUARY 2009 – 

DECEMBER 2011) FROM KAGGLE 
Olivia 

 

ABSTRAK 

This study examines customer segmentation in e-commerce platforms using the Recency, 

Frequency, and Monetary (RFM) model to optimize marketing strategies and customer 

retention. A quantitative descriptive approach is applied, analyzing e-commerce 

transaction data from Kaggle (January 2009 – December 2011). The research involves 

data preprocessing, RFM scoring, and clustering techniques to classify customers into 

eight distinct segments, including Brand Royalty, Rising Stars, and Vanishing Buyers. 

Findings reveal that high-frequency, high-spending customers contribute most to 

revenue, whereas fading and vanishing buyers require re-engagement efforts. The study 

recommends tailored marketing campaigns, predictive analytics, and loyalty programs to 

enhance customer retention. Future research should integrate machine learning and 

psychographic data to refine segmentation accuracy. 
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