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