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HAz4w it Course Description

This course explores how to build the system by customer relationships, helping enterprises better
understand customers correctly, seek the best customers, sustain excellent customer, using a minimum
of resources to achieve the best quality and most efficient service.

#A2 P &  Course Objectives

F¥doird PEREAITREBEF PP INFRREZ LM AFRFR gy -

AT LB kB X4
SApM L
FES- Correlation between
Course Objectives
Basic Learning Outcomes and Dept.” s
Education
Objectives
A ERFTRERAASBE /Y 4 o Cultivate the personnel with the capability of .
basic and interdiscipline information management
EHMFRARLE P BAL LR RBEARI2Z 4 - Cultivate professional
B |personnel with international perspective and the capability of using information O
technology
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with the capability of innovation, research and development and integrated planning
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of enterprises
B ERERSHMBY gy s FAEHwE 2w 4 o Cultivate the personnel with the O
capability of multimedia applications, website operations, and information marketing
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the emerging information industry

Bl 3 [1lustration : @ % A4pM Highly correlated OF B 4p# Moderately correlated

¥ #% i B # Teaching Schedule & Content

¥ =t Week R % Subject/Topics # 3xRemarks
1 Course Introduction
2 Introduction to CRM

3 Social CRM

4 Models of CRM




5 Understanding relationship

6 Customer lifetime value

7 Relationship management and loyalty
8 Customer lifecycle and new customer
9 #p ¢ ¥ 2% Midterm Exam

10 Customer acquisition source

11 Customer acquisition strategies

12 Customer retention

13 Customer development

14 Customer portfolio management

15 Term Project Presentation

16 Term Project Presentation

17 Free Discussion

18 # % ¥ 3% Final Exam
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Grading & Assessments Supplemental instructions

General Performance (20%): One Case presentation per group

Midterm Exam (20%): One note per individual

Final Exam (20%): One project presentation per group

Assignment (20%): At most, three question discussions in class every week
Miscellaneous (20%): One peer review at the end of this semester
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Teaching Aids & Teacher’ s Website(Including online teaching information.
Personal website can be listed here.)
MS Teams: https://reurl. cc/2LLYVX
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