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In this research, we focused on the non-uniformity of the purchase interval
(the period in which the purchase is concentrated and the time can not be predicted) among the
consumers® buying behavior. Then, we examined whether the index for measuring it (clumpiness)
proposed in the previous research is useful for customer relationship management. Specifically,
based on the customer®s purchase history data, we created a computer program for measuring
clumpiness, and examined whether the index was a significant variable for predicting the customer®s
future purchase behavior. As a result, although it is different from the proposer®s intention, we
have clarified that it is possible to measure the regularity of the purchasing interval based on the

index, and thereby it is possible to find a good customer.
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Logit Tobit 1 Tobit 2
Intercept 078 ™" -156.60 -144.53
(0.26)  (142.81)  (140.80)
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(3.72%10°%) 0.25) (0.25)
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(6.56x107%) (0.04) (004
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Frequency = Clumpiness 4240 "
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Note: Standard errors are reported in parentheses.
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