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ABSTRACT

Mobile phone customers face many choices re-
garding handset hardware, add-on services, and 
features to subscribe to from their service provid-
ers. Mobile phone companies are now increasingly 
interested in the drivers of migration to third 
generation (3G) hardware and services. Using 
real world data provided to the 10th Pacific-Asia 
Conference on Knowledge Discovery and Data 
Mining (PAKDD) 2006 Data Mining Competi-
tion we explore the effectiveness of Friedman’s 
stochastic gradient boosting (Multiple Additive 

Regression Trees [MART]) for the rapid develop-
ment of a high performance predictive model. 

INTRODUCTION

The PAKDD 2006 Data Mining Competition 
required the analysis of real world data from 
an industry that includes people of all ages and 
walks of life. In economically developed regions 
it is increasingly common for elementary school 
children to have their own mobile phones, and 
mobile communication is now preferred over 
fixed lines for undeveloped regions. Evolving 3G 
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technologies offer a considerable expansion of the 
communication services routinely supported by 
mobile phone networks to include multi-player 
games, video conferencing, and enhanced Web 
browsing. Excitement over 3G technology has 
waxed and waned since 2000 as the early prom-
ises were not fulfilled, but 3G is now becoming 
a fixture of the global mobile marketplace. Thus, 
a competition focused on analysis of 3G mobile 
phone customers is both topical and readily un-
derstood by data analysts, modelers, and business 
decision makers from all industries.

This Salford Systems report is organized as 
follows. In the first sections we offer our under-
standing of the competitive challenge, the data 
available, and how we framed the modeling objec-
tives. The competition organizers have provided 
their own description of the nature of the modeling 
challenge and the data, but we believe that our 
perspective on these topics is somewhat differ-
ent and is thus needed to explain our strategy. In 
the second section we provide a summary of the 
key descriptive statistics that gave us our initial 
picture of the nature of the data and its adequacy 
for modeling purposes. The third section describes 
our modeling methods and reports our results 
and performance based on the labeled data. The 
fourth section delves further into the results to 
examine specific findings at the predictor level. 
Finally, the last section summarizes our results 
and offers conclusions.

THE MODELING CONTExT 

The data provided for the PAKDD 2006 modeling 
competition consisted of summary data for each 
of 18,000 customers of an Asian mobile phone 
service provider. The data included customer 
demographics, a calling plan indicator, 6-month 
summaries of calling behavior, handset charac-
teristics, summaries of billing amounts and late 
payment patterns, and other communication-re-
lated behavior, including Web, e-mail, and game 

usage. The training data came in the form of a 
flat file containing 252 columns, with 15,000 rows 
drawn from second generation (2G) customers and 
3,000 rows drawn from 3G customers. In addition, 
a further 6,000 rows of prediction set data were 
provided in the same format, but with the 2G/3G 
flag suppressed. Essentially, the competition re-
quired the development of a classification model 
learned from the training set able to predict the 
2G/3G class membership of the customers in the 
prediction set. However, some fine points regard-
ing the competition require elaboration.

In predictive modeling of a binary (2 class) 
outcome, a number of performance criteria have 
been discussed extensively in the literature. For 
example, Caruana (2004) discusses cross-entropy 
(likelihood), the area under the receiver operating 
characteristic (ROC) curve, and classification ac-
curacy in the context of the KDD2004 competi-
tion, and lift in a specified percentile was used 
as one performance criterion in the Duke/NCR 
Teradata 2002 churn modeling competition. In 
the PAKDD 2006 competition, the stated per-
formance measure was classification accuracy, 
a metric that by itself appears to take no account 
of the ability of a model to properly rank order 
data from most probable to least probable 3G class 
membership. This competition had an important 
wrinkle, however. Classification accuracy was to 
be measured for the 3G class only. The competi-
tion organizers wanted to rule out the degenerate 
solution (all customers are 3G) as uninteresting, 
and also rule out what they termed “manipulated” 
solutions. A successful manipulated solution can 
be extracted from a model “that has strong rank 
ordering performance” by assigning the least 
probable customer to the 2G class and all oth-
ers to the 3G class. This “solution” would have 
a high probability of yielding a perfect score on 
the 3G class, because even a moderately good 
model should be able to successfully identify a 
single 2G customer to place in the 2G class. Such 
a solution would presumably be disqualified as 
manipulated.



 

 

19 more pages are available in the full version of this document, which may be

purchased using the "Add to Cart" button on the publisher's webpage: www.igi-

global.com/chapter/mobile-phone-customer-type-discrimination/9595

Related Content

The Effect of Inter-Organization Trust and Dependency on E-Procurement Adoption: A Case of

Malaysian Manufacturers
Latif Al-Hakim, Nik Ab Halim Nik Abdullahand Eric Ng (2012). Journal of Electronic Commerce in Organizations

(pp. 40-60).

www.irma-international.org/article/effect-inter-organization-trust-dependency/70213

Consumer Behavior in M-Commerce: Literature Review and Research Agenda
Saïd Aboubaker Ettisand Afef Ben Zin El Abidine (2017). Mobile Platforms, Design, and Apps for Social

Commerce (pp. 264-287).

www.irma-international.org/chapter/consumer-behavior-in-m-commerce/181972

A 3D Virtual Space for the E-Commerce Strategy Model
Gong Cheng, Changrui Yuand Kecheng Liu (2014). Journal of Electronic Commerce in Organizations (pp. 59-

73).

www.irma-international.org/article/a-3d-virtual-space-for-the-e-commerce-strategy-model/111974

An Investigation into the Adoption of Electronic Commerce Among Saudi Arabian SMEs
Sabah Abdullah Al-Somali, Roya Gholamiand Ben Clegg (2013). E-Commerce for Organizational Development

and Competitive Advantage (pp. 126-150).

www.irma-international.org/chapter/investigation-into-adoption-electronic-commerce/74521

Consumer Perceptions of Factors Affecting Online Shopping Behavior: An Empirical Evidence From

Foreign Students in China
Musrat Siyal, Saeed Siyal, Jun Wu, Debajyoti Paland Muhammad Mujahid Memon (2021). Journal of

Electronic Commerce in Organizations (pp. 1-16).

www.irma-international.org/article/consumer-perceptions-of-factors-affecting-online-shopping-behavior/274267

http://www.igi-global.com/chapter/mobile-phone-customer-type-discrimination/9595
http://www.igi-global.com/chapter/mobile-phone-customer-type-discrimination/9595
http://www.irma-international.org/article/effect-inter-organization-trust-dependency/70213
http://www.irma-international.org/chapter/consumer-behavior-in-m-commerce/181972
http://www.irma-international.org/article/a-3d-virtual-space-for-the-e-commerce-strategy-model/111974
http://www.irma-international.org/chapter/investigation-into-adoption-electronic-commerce/74521
http://www.irma-international.org/article/consumer-perceptions-of-factors-affecting-online-shopping-behavior/274267

