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Customer relationship management(CRM)is both an academic field and a
practical subject. This course aims to investigate the theoretical framework,
methods, systems, performance indicators, procedures, and models of CRM, It
also incorporates case studies via cloud technology, which allows students to
conduct in—depth observation and thus enhance real-world problem solving,
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MAMEETREEMGZEENETE | concepts of customer
PE, relationships management and
its importance in businesses,
2| =, ABEEMGEE A, % | 2. Familiarize the process, c4 | BC
%, REMNNESLS, systems, and information

integration of customer
relationship management,
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correctly apply performance
measurement indicators,

4|m, ERFHEAAHLABEEHEZE| 4. Be able to utilize new o3 | BC
b2 information technology in
customer relationship
mangement,
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106/02/13~ . .
1 106/02/19 Introduction to CRM, Course Policy and Chapter 1
Adminstration
106/02/20~ . ] .
2 106/02/26 Understanding relationships Chapter 2
106/02/27~ . ]
3 106/03/05 Managing the customer lifecycle Chapter 3 & 4
106/03/06~ )
4 106/03/12 Customer portfolio management Chpater 5
106/03/13~ ) ]
5 106/03/19 How to deliver customer—experienced value Chapter 6
106/03/20~ . ]
6 106/03/26 Managing customer experience Chapter 7
106/03/27~ .
7 106/04/02 Sales force automation Chapter 8
106/04/03~ ) ]
8 106/04/09 Marketing automation Chapter 9
106/04/10~ . )
9 106/04/16 Service automation Chapter 10
106/04/17~
% 2 3
10 106/04/23 B A KA
106/04/24~ . .
11 106/04/30 Developing and managing customer—related databases |Chapter 11
106/05/01~ )
12 106/05/07 Using customer-related data Chapter 12




106/05/08~
106/05/14

13

Planning to succeed Chapter 13

106/05/15~
106/05/21

14

Implementing CRM and Future Chapter 14 & 15

106/05/22~
106/05/28

15

RELAA

106/05/29~
106/06/04

16

106/06/05~
106/06/11

17

106/06/12~
106/06/18

18
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Kumar, V., and Werner Reinartz (2012), Customer Relationship Management:
Concept, Strategy, and Tools, 2nd Ed. Springer—Verlag Berlin Heidelberg,
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MREL (2014), BEFEMGRERE @ &5 THEMMY A2/
Buttle, Francis, and Stan Maklan (2015), Customer relationship management:
concepts and technologies, 3rd Ed. Routledge, Taylor & Francis Group.
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