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AFE A3 AL E 2F0|Y Vol BT 1R

A o] % Az AEFH Aadd U dFE HEEME o] &3 F=(Durand,
1941)9) 937 9o, 7 F &8 A(Wolbers,1949)¥= B X E(holdout sample)& ©] &3}
232 HYrisiolow, vlojo]jzel EX(Myers and Forgy, 1963, 2709 HdH-& A4 Aol
Z(Capon, 1982)9] ATE FE + Utk £ FH o= decision trees®t Z2 data mining 7]
HE ol &3lo = 4bddel o] ¢ uAE FAted do] AFAHQA ARE HAFI T
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g, 2 Au)x A e wisl Alge @AW T 22 o|2adES BAstd 1A
A (customer relationship)E 7324 olgdE&E Y& & A o 3 &3
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