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Prerequisite 

Data Mining 

Overview Optional; Master of Information Technology Engineering: e-commerce 

 

Goal 

The purpose of this course is introduction to the concepts, strategies and tools for customer relationship 

management. For this purpose, the definition, modeling, metrics to measure CRM, data analysis methods in 

CRM and CRM Implementation Roadmap is taught. 

Objectives 

                     

Knowledge or Comprehension Objectives 

1- Introduction to CRM Concepts 

2- Introduction to Customer Value Chain 

3- Introduction to Customer Lifetime Concept 

 

Skills Objectives 

1- Customer Value Metric  

2- Customer Lifetime Metric  

3- Data Mining Application in CRM 

 

Attitude Objectives 

1- Understand the Customer Role in e-Commerce 
2- Understand the Customer Value Concept 

3- Understand how to Manage Customer Lifetime 

 

  

Materials 

---- 
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Customer Intimacy 
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Customer Retention 
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 Competitive CRM Model 

Managing the Customer 

Lifecycle 

12 

Customer Development 

 Cross selling and Up Selling 
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Classroom Methods  

1- Quiz and take homes  

2- Research: Present and Analysis an ISI Paper in CRM Topic 

Evaluation 

 

Final Exam: 60% 

Quiz & Take-home: 15% 

Research: 25% 

 

 


