
Vishakha Namdev. 2020, 8:4 

ISSN (Online): 2348-4098 

ISSN (Print): 2395-4752 

 

International Journal of Science, 
Engineering and Technology 

An Open Access Journal 

© 2020 Vishakha Namdev. This is an Open Access article distributed under the terms of the Creative Commons Attribution License 

(http://creativecommons.org/licenses/by/4.0), which permits unrestricted use, distribution, and reproduction in any medium, provided the 

original work is properly credited. 

Classification of a Bank Data Set Using Various 

Machine Learning Approach  
Vishakha Namdev 

Department of Computer Science and Engineering, 

 Cambridge Institute of Technology  

K.R. Puram Bangalore,,India  

 vishakha1992namdev@gmail.com 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

I. INTRODUCTION 
 

In today’s business setting, it's essential to spot and 

analyze the customers’ must gain a competitive 

advantage. Managers ought to attempt to retain 

customers and specialize in key customers so as to 

extend their prices and gain profit. Today, customers 

share their negative experiences along mistreatment 

communication technologies, which may cause the 

loss of current customers’ trust. Organizations will 

establish clients and meet their must increase 

customer loyalty. Therefore, retentive key customers 

for banks is additional useful than attracting new 

customers [1]. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

In today’s unceasingly ever-changing competitive 

business setting, the organizations ought to analyze 

and perceive client desires and behavior. “Customer 

dynamics” is one in all the foremost vital problems to 

be thought-about once analyzing client behavior, as 

a result of client behavior is commonly complicated 

and unsure in today’s dynamic scenario. Considering 

the dynamics of huge organizations will cause 

enhancements [2] and organizations with an 

understanding of consumers’ behavior will improve 

their promoting strategy mistreatment activity 

marking models that facilitate to investigate the 

behavior of customers [3]. getting client satisfaction 

may be a fashionable approach for internal control in 
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organizations. to bolster client orientation, several 

organizations opt for client satisfaction as their main 

performance indicator, though it's nearly not 

possible to realize [6].  

 

The loss of consumers in AN enterprise will cut back 

its profits. the price of attracting a replacement client 

is 5 times more than that of retentive the prevailing 

subscribers. Therefore, client retention may be a core 

client Relationship Management (CRM) issue. CRM 

creates a robust link between the organization and 

customers, that finally will increase client loyalty, and 

enhances come back of investment. Organizations 

will boost client relationship management and stop 

the loss of key customers [4], AN improvement that 

results in competitive blessings. corporations 

acknowledge that CRM may be a elementary tool for 

building client worth and this subject helps to extend 

enterprise worth [5]. Organizations attempt to 

increase client lifespan worth (CLV) through CRM. 

There area unit several strategies for evaluating the 

155 which will be utilized by organizations to achieve 

profit.  

II.  SYSTEM ARCHITECTURE 

 
System architecture is the conceptual design that 

defines the structure and behaviour of a system. An 

architecture description is a formal description of a 

system, organized in a way that supports reasoning 

about the structural properties of the system. It 

defines the system components or building blocks 

and provides a plan from which products can be 

procured, and systems developed, that will work 

together to implement the overall system. 

The System architecture is shown below. 

 
Fig. 1 System Architecture. 

1. Existing System 

In Existing the algorithm used here is KNN approach 

2. Proposed System 

In a proposed system, an intelligent approach is 

proposed by applying pre-processing methods, 

which had data cleaning and data transformation. 

And Proposed with Decision Tree and Naïve Bayes 

Classifiers gives best result compared to existing 

model. 

3. Algorithms 

3.1. Naïve Bayes algorithm 

 

Naïve Bayes model is simple to make and 

significantly helpful for terribly giant information 

sets. Alongside simplicity, Naive Bayes is understood 

to beat even extremely subtle classification ways. 

 

3.2. Decision Tree Algorithm 

 

Place the best attribute of the dataset at the root of 

the tree. Split the training set into subsets. Subsets 

should be made in such a way that each subset 

contains data with the same value for an attribute. 

Repeat step 1 and step 2 on each subset until you 

find leaf nodes in all the branches of the tree. 

 

III.  RESULTS AND DISCUSSION 

 
We have divided the data into two groups such as 

train data and test data. we tend to trained every 

classifier supported the trained data and predict the 

facility of classifier on the test data. So, each classifier 

ready to show all the performance metrics like 

accuracy, supported the test data. we've applied all 

the classification techniques to the genetic algorithm 

based mostly reduced feature sets for varieties of 

bank data in addition as simulated annealing based 

mostly reduced feature. we tend to separated every 

performance measures with respect to genetic 

algorithm and simulated annealing sets and plot the 

column plot for higher visualization. The results of 

each performance measure with respect to features 

sets are shown in figure 2, 3 respectively Bank data 

set  

1. Comparison of accuracy for Naïve Bayes, KNN, 

DT 

 
Fig.2 comparison of accuracy-Naive Bayes, KNN, DT. 
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Fig.2 shows that Gaussian Naive Bayes classifier 

shows maximum accuracy among all the classifiers. It 

is performed better with confirmation technique-

based feature sets. 

2. Comparison of Precision for KNN, DT, Naïve 

Bayes 

 
Fig.3 comparison of Precision for KNN, DT, Naïve 

Bayes. 

Fig.2 shows that shows maximum precision among 

all the classifiers. It is performed better with 

confirmation technique-based feature sets. 

 

IV.  CONCLUSION 

 
According to our survey, numerous studies have 

been done on customer behaviour until now. Some 

researchers believe that the importance of customer 

value in financial services industry is a seldom 

realized. In banking industry, identifying the 

customers and their needs is an important matter. 

Assessment of the value of bank customers and 

determining their impact on the performance of 

banks are necessary to identify their key 

characteristics by using customer clustering. The 

banks is  identify their most profitable customers and 

design marketing strategies for each group of 

customers by customer. 
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