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*Eﬂ.iﬂ% ° CRM 1s the process of act1v1tles
conducted by enterprlses aiming to identify, select, acquire, develop,
and retain increasingly loyal and profitable customers. This course
deals directly with managerial issues of CRM in terms of both
technological and social perspectives by case studies. Topics include
foundations of relationship management, CRM strategy, call center
management and CRM outsourcing decisions, and CRM system development
policy. The course has included examples and selected papers from the
business area in order to illustrate each topic.
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TE M TR IR o CRM is the process of activities
Conducted by enterprlses aiming to identify, select, acquire, develop,
and retain increasingly loyal and profitable customers. This course
deals directly with managerial issues of CRM in terms of both
technological and social perspectives by case studies. Topics include
foundations of relationship management, CRM strategy, call center
management and CRM outsourcing decisions, and CRM system development
policy. The course has included examples and selected papers from the
business area in order to illustrate each topic.
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Method of
Instruction
Y Practical exercises : b%
#HI Lecture: = % F L#EH Reflection Writing : 10%%
Ei e Customer Relationship Management: Concepts and Technologies > Francis
Textbooks Buttle, Stan Maklan
%+ 2% p . The CRM Handbook: A Business Guide to Customer Relationship Management,
References  Jill Dyché
Harvard Business Review on Customer Relationship Management, Harvard
Business Review
3% E . TA + Key words list Lecture slides
Notice
*F 2 ;0 ¢ Course Assignments
Grading 1. Midterm paper (Individual, 20%)
2. Class Participation & Classroom Activities (Individual, 30%)
3. Weekly Assignments (Individual, 20%)
& P In general, the class activities will take the following activities:
Notes Hands-on and minds-on activities: Students will participate in group

activities such as discussing, brainstorming, reflecting, sharing, and
critiquing CRM-related topics based on the weekly readings. These
activities are designed to enhance students’ understanding of CRM
concepts and strategies through active engagement. Students will be
able to receive material before class, students will be able to
complete weekly readings .




