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ABSTRACT

Cluster analysis divides data into meaningful or useful
groups (clusters). One of the most important problems
in modern finance is finding efficient ways to
summarize and visualize the stock market data to give
individuals or institutions useful information about the
market behavior for investment decisions. Clustering
techniques that are being used in Data Mining is
presented. Data mining adds to clustering the
complications of very large datasets with very many
attributes of different types. This imposes unique
computational requirements on relevant clustering
algorithms with k-means method is one of the
clustering techniques. Data mining facilitates
marketing  sector by  classifying  customer
demographic that can be used to predict which
customer will respond to a mailing or buy a particular
product and it is very much helpful in growth of
business. K means method proposed that will
improved in marketing sector and also discuss how to
support clustering technique in marketing sector.
Experimental results show difference between
clustered and non clustered data of marketing product
that represent in graphically and theoretically. These
results help customer to choose the products and also
it saves the time.
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I. INTRODUCTION

Data mining finds these patterns and relationships
using data analysis tool and techniques to build
models. It is a new kind of business information
analysis technique. Its aim 1is to find hidden
information by extracting, transforming, analyzing
and modeling from large amount of data in business
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database. Data mining can be defined as "a decision
support process in which we search for patterns of
information in data". The goal of data mining is to
create models for decision-making that predict future
behavior based on analyses of past activity.

Advancements in computer technologies caused a rise
in information production and data base system
volume. To discover the data with the potential to be
useful which are kept in databases and to create
meaningful patterns from these are stated as data
mining [2]. Businesses are in a tense competition
which needs continuity in today’s consumer focused
markets. Businesses have to apply effective and low
cost marketing strategies to be successful in these
competition conditions to create effective marketing
strategies true information is needed and to obtain true
information future headed forecasting systems which
can analyze the data in multiple dimensions are
needed. In this connection, the data mining techniques
are used widely in marketing field same as many
other fields. Cluster analysis is unique tool, which can
be wildly applied on marketing area. This set of
multidimensional statistical methods often finds
practical use in marketing research area.

CLUSTERING PROCESS

Cluster Analysis is the automatic process of grouping
data into different groups, so that the data in each
group share similar trends and pattern. The clusters
which are formed are defined as the organization of
datasets into homogeneous and/or well separated
groups with respect to distance or equivalently
similarity measure. The following diagram shows the
clustering process.
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Fig. 1 Clustering Process

The clustering method presented their used class
hierarchies discovered for objects forming sequences
in the process of clustering sequences seen as
complex objects. The approach assumed applying
some traditional clustering algorithm to discover
classes of sub-objects, which makes it suitable for
sequences of objects described by numerical values,
e.g. marketing sector.

Clustering Method

Clustered
Data

Marketing

Products

Fig. 2 Learning Part of data clustering process

In this diagram describe the whole system in which
the clustering method applying on marketing products
and that products are divided into the clustered data.

II. LITERATURE REVIEW

Radhakrishnan et al.,[1] described the Data Mining
Application in Marketing. Data mining is applied to
this problem by first defining what it means to be a
good prospect and then finding rules that allow people
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with those characteristics to be targeted. Prospecting
requires communication. Broadly speaking companies
intentionally communicate with prospects in several
ways.

Sreekumar et al.,[3] determined how customers will
react to a change in interest rates, which customers
will be likely to accept new product offers, what
collateral would require from a specific customer
segment for reducing loan losses.

III.  PROPOSED WORK

In this work, we implement the various clustering
techniques such as K-means Clustering.

Proposed Architecture:
In this diagram the user login first.
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Fig. 3: Proposed Architecture Process

300



International Journal of Trend in Scientific Research and Development, Volume 1(4), ISSN: 2456-6470
www.ijtsrd.com

After, the user login the user history is evaluated. The
After the user history evaluation the user submit data
to the system. Then, submitted data is process
completed, the data is evaluated in to two categories
first one is small data and another one is large data.

After , these data is split and categorized data are
collecting data into the database and implementing
the techniques and algorithm to the data and then
plotting the data on real time graph analysis and
analyzed the data and user got the clustered data and
user are logout the system.

Behavioral clustering and segmentation help derive
strategic marketing initiatives by using the variables
that determine customer shareholder wvalue. By
conducting demographic clustering and segmentation
within the behavioral segments, we can define tactical
marketing campaigns and select the appropriate
marketing channel and advertising for the tactical
campaign. It is then possible to target those customers
most likely to exhibit the desired behavior by creating
predictive models. In this work demographic
clustering algorithm is used to identify the customer
clustering. In phase 1, the customer data is cleansed
and developed patterns using various parameters and
subsequently, in phase 2 profiled the data, developed
the clusters and identified the high value low risk
customers. From the experimental results it showed
that the proposed approach would generate more
useful pattern from large data.

The main objective of market segmentation is
accurately predicting the needs of customers and
thereby intern improving the profitability by
procuring or manufacturing products in right quantity
at time for the right customer at optimum cost. To
meet these stringent requirements k-means clustering
technique may be applied for market segmentation to
arrive at an appropriate forecasting and planning
decisions.

This System can be implemented using clustering
techniques using with the k means algorithm to find
out the clustered data. This system will be able to
supports the k means algorithm for data clustering
from the marketing products.

I proposed an K means method that will improved in
marketing sector. I discuss how to support clustering
technique in marketing sector. Experimental results
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show our difference between clustered and non
clustered data of marketing product that represent in
graphically and theoretically. Which helps to
customer choose the products and also it saves the
time. It will helpful in marketing sector.

IV.  CONCLUSION

Data mining techniques will be used to uncover
hidden patterns and predict future trends and
behaviours in financial markets. The competitive
advantages achieved by data mining include increased
revenue, reduced cost, and much improved
marketplace responsiveness and awareness. We
described the process of clustering from the data
mining point of view. We gave the properties of a
“good” clustering technique and the methods used to
find meaningful partitioning. These techniques are
being used in marketing sector. This study concludes
that clustering techniques and algorithms become a
highly active research area in data mining research.
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