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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.
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Education
Objectives
A £ if. p*;m?ﬂ'_&&f&%iﬁiém}@? it 3 K 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
c EFFMERLRFAF - P FRERLA A2 F L4 o Cultivate senior personnel .
with the capability of innovation, research and development and integrated planning
D E@ g EFAin 4 o Cultivate the personnel with the capability of computerization .
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
F ERRARTET A EFE TE 24 4 o Cultivate the personnel with the capability for .
the emerging information industry
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#F =t Week R % Subject/Topics # 3xRemarks
1 syllabus
2 Graduation Project
3 1. Introduction to Customer Relationship Management
4 Case Study




5 2. Understanding Relationship

6 Case Study

7 3. Customer Acquisition

8 Case Study

9 #p ¢ ¥ 2% Midterm Exam

10 4. Customer Retention

11 Case Study

12 5. Customer Portfolio Management
13 6. Deliver Customer-experienced Value
14 7. Managing Customer Experience
15 Project Presentation (I)

16 Project Presentation (II)

17 #p % ¥ 22:¥ Final Exam
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# A E# Lecture / Seminar

P iv¥ Online Assignments

pa®EY Self-directed Learning

¥ # HAcademic Support

9 % 4% i Experiment Operation

BEE#RE (B # ) Distance Learning (Synchronous)
BEEHRE (2 F % ) Distance Learning (Asynchronous)
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Note: From the 115th academic year, the semester will be 17 weeks. Please include
flexible teaching activities to meet the required 18 hours per credit




% % ® % Teaching Strategies

¥ #P2 Lecture & 3 3#Group Discussion |:| 2819 Y Field Trip
|:| H 4 Miscellaneous:
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£1#7% 4 (Innovative Teaching)
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General Performance 20% Note taking
(Attendance Record)
#e¢ ¥ A4 Midterm Exam

. . Final
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) 4 % Final Exam 20% v v presentation
t% 2% Homework and/or 20% v Discussion and
Assignments participation
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e MlSC?I laneous 20% Peer-review
(Peer-review)
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Grading & Assessments Supplemental instructions

Case Study (20%) - group

Notes (20%) - individual

Discussion and Participation (20%) - group
Final Presentation (20%) - group

Peer review (20%) - individual
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Personal website can be listed here.)
https://reurl. cc/TONS0N
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