
Table 1:
[26] R(Recency), F (Frequency),M(Monetary), Educationlevel, Occupationlevel, Age

R, F,M,Ordered quantity, ordered times,D − value, Level of customer,Commercial activities, Scale of operation, Commercialenvironment,Marketing type [36]
R,F,M +Age, Sex,Branch zone+Account type, Card ownership, Tatal number of product, current account, savingaccount, short termdeposit account, Long termdeposit account [16]

R,F,M + Creditaccount [7]
Sex,Age,Occupation,Education,Householdregister,Marriage, Personalmonthlyincome, Familyinfo(income, size, economic status) [23]
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