AX-AY: Luans Jlo los b &

0V 58l o Lo OVA bl o Lot LIS ERVANE i i £ 0uSils

(CRM) (g e b bl )| 2y pe oo b

Email: Gholamian@iust.ac.ir &9l ools 1jli Y aslgoloss

(. S Wl{ﬁ)d)lﬁb‘w)a;o)saw).)duol)ﬁ)&w)eo&l?

S9SN &y~ oMbl (6 55l8 (qwaige a)l (ol IS

:GUJJJA

3151 laS e+ 3Ldte i o8 pslaie (ol e b b5 ) S pte sl el ¢ ponli b 8T (s ) 5] oo
Dgl oo Ly yS CRM djL‘“ oolﬁ o|) ENAI CRM I > osls JJ;Q sl o9, LCRM 6)-:5

(s Sloal
S b))l o gy el -
Sy yo£ 0y9 pogo by L] -
: ‘S,)Lera Slaal
S )l 55 ol SeSe e s 2T -
S yin yos 0,50 655 ol oS 650 -
G pinn b L3I o e jo (glS oolo 0I5 -
s, Slaal
S SISl )3 ol i ol Sy -
S B3] potde S0 -
‘_g)L.‘:.\A).o.CO)ﬁOCA.lﬁn.\AOW&S)Q -
= ishjgel Slg
oy él}w’
Eyog0 Sbgizmo Eyqoge | aiap
CRM (g \
P CRM calis
CRM g5l



https://www.google.com/url?q=http://moaraghkari.persianblog.ir/tag/%D8%A2%D8%B1%D9%85_%D8%AF%D8%A7%D9%86%D8%B4%DA%AF%D8%A7%D9%87_%D8%B9%D9%84%D9%85_%D9%88_%D8%B5%D9%86%D8%B9%D8%AA_%D8%A7%DB%8C%D8%B1%D8%A7%D9%86&sa=U&ei=I8VkU-HBCrDb7AbhjYHIBQ&ved=0CCcQ9QEwBQ&usg=AFQjCNFoAsBjhc6i-WZegAsHeVuRyTZS8w

CRM &l ble

)l ey (Byre
(CPA) (s e (55585553 52U
CPA le.:o)‘)’.ﬂ
b o peds @
CPA slos @

e 3 002

CPA _laI3

D098 S e Sleds, @

e 3 002

S yin CSLl popho
(SCOPE) CRM S0 e

Ry nu;‘;,j)] ob.g.l @L'm
S e 4,25

$ e G35 0255

SWsSCR . SOW s,

D9 3, E5 9,1k e

S e 53] (sog0e SRS e

NS e yile g,
B9Sylo oy op)lS

S o 53] (sog0e SLeSS e

RFM s,
S il i @

SRSy by, @

ol Sl sl e

&

LTV s,
PCV Joo @
LTV sllos @

A5 Sl Sl e
it

LTV s,
LTV slloo @
CE Joo @

Ol SOl oS e
i

S .o o .s‘

Sz Glytie glyl o

(5).’1.&.4).‘0&0)9& w).ld.a

6..& A
Sy Lad> pgpde @

S yie i Glgp 3l ] @
(Kano, SERVQUAL) ¢ i culs, @

GY‘W' W P 0)56 w).h.\.o

AR

Sy S35, @
B, CRM Joa @

‘5).'2.&.0)490)5& w).n.)uo

\Y

‘5).'2.&.4}490)5& u.:).n.)uo

VY




ablite (59,8 5 il (98 @
sl aws 6)‘;@ Ceod J.\A L
S yina 5 (gD
(6 yiie ST (6leS e A
Srie drwgi g Lad> LS, e oo S,
04,90 Co =
AIT asls o oL 0,90 Ca pow kS ye
Sygrshi-gy @
Ggs
S b drmgig Lad> SloSG e Vo
bl @
. o 0593 Co pie LSS e
Lo zr C\).z’:.wl L .
S
S yos 0,35 Job drulns @
LTV ,s ;15,5 sP(Active) e
S drwgiy Laa> S e i i V7
0L oL 0595 Lu pe LS e
stes ® ot
iyl loges @ =
KAM ste CRM ! LosLw W
Sila
KAM (sla 5L gl S
o0 &b
: Lol ailie
e Kumar V. and Reinartz W.J. (2012). Customer Relationship Management: Concept, Strategy, and Tools,
Springer.
e Kumar V. and Reinartz W.J. (2006). Customer Relationship Management: A Data based Approach, Wiley

o Buittle F. (2008). Customer Relationship Management: Concepts and technologies, 2th Ed., Elsevier,

e Berry, M. and Linoff, G., (2011) Data mining techniques: for marketing, sales, and customer support, 3rd Ed.,
Wiley.

Bylesl lhlaml Il eeslie g e b LS, o pae " (VFAY) B il p 2

cswsb (il paal axles o olfails ol laasl Mg yae b bLs ) o pae" (\YAV) w8 Sy dhas )l jaraeme Y

e ohlaml g ie b bLs )l co paa” (1Y) 6l JlegS ST Y

s St e b LS| e (0FR4) Jst 0055 ol ol il 3 F

ol eoi] ol Ll M i b dalgy o o VYAY) e ol 0

cado il o, Ollasl M ie b bLS N Co pae g 69l eals™ (VYAY) wol; s Lo, £

158 Ll o6 i b Olbls )| o paw a8ly slos 5l sla isgal) ST a4 S5 b LL"OYAT) Gyl Bole m ols Y

(oK) polio ol

1. Peppers, D. and Rogers M. (2011). Managing Customer Relationships: A Strategic Framework, 2nd Ed,

Wiley.




2. Greenberg, P. (2009). CRM at the speed of light: Social CRM 2.0 Strategies, Tools, and Techniques for
Engaging Your Customers, 4th Ed., McGraw Hill.
3. Reichheld, F (2006), The Ultimate Question: Driving Good Profits Through Growth, HBS Press.
4. Wagner, W. and Zubey, M. (2006) Customer Relationship Management, Course technology.
5. Gupta, S. and Lehmann, D. (2005), Managing Customers as Investments: The Strategic Value of Customers
in the Long Run, Wharton School Publishing
6. Peppers, D. and Rogers M. (2005), Return on Customer: Creating Maximum Value From Your Scarcest
Resource, Crown Business.
7. Rust, R., Katherine T., Lemon N. and Narayandas D. (2004), Customer Equity Management, Pearson
Prentice Hall.
8. Reichheld, F. and Markey, R. (2003), Loyalty Rules: How Today's Leaders Build Lasting Relationships,
Harvard Business School Press
9. Hesket, J. L., Sasser W. L. and Schlesinger L.A. (2002), The Value Profit Chain: Treat Employees Like
Customers and Customers Like Employees, Free Press.
10. Zikmund, R., McLeod, R. and Gilbert, F. (2002). Customer Relationship Management, Integrating Marketing
Strategy and Information Technology,Wiley.
11. Kimbal R. and Ross M., (2002) The Data Warehouse Toolkit: The Complete Guide to Dimensional
Modeling, 2nd Ed., Wiley.
12. Reichheld, F. (2001). The Loyalty Effect: The Hidden Force Behind Growth, Profits, and Lasting Value,
Harvard Business School Press.
13. Blattberg, R. C., Getz G. and Thomas J. S. (2001). Customer Equity: Building and Managing Relationships as
Valuable Assets, Harvard Business School Press.
14. Peppers, D. and Rogers M. (2001), One to One B2B: Customer Development Strategies for the Business-to-
Business World, Crown Business.
15. Keingham, T. and Vavra R. (2001) The Customer Delight Principle : Exceeding Customers' Expectations for
Bottom-Line Success, McGraw-Hill
16. Todman C., (2001) Designing a Data Warehouse: Supporting Customer Relationship Management, Prentice
Hall.
17. Rust, R. T., Zeithaml, V. A. and Lemon K. N.(2000). Driving Customer Equity : How Customer Lifetime
Value is Reshaping Corporate Strategy, The Free Press.
18. Brown, S. A. (2000) Customer Relationship Management: a strategic imperative in the world of e-business,
Wiley.
19. Thompson, H. (2000). The Customer Centered Enterprise, McGraw-Hill.
20. Berry M. and Linoff G., (2008) Mastering Data Mining, the Art and Science of Customer Relationship
Management, Wiley.
21. Berson, A., Smith, S. and Thearling, K. (1999). Building Data Mining Applications for CRM. McGraw- Hill.
: gsflf.j)‘ 0 g
0 yos oy Olse o,
/8 £ okl ol !
AN eS8 \f
JARA i v

: lismidls iylly




ylby &5

oy s 31 IS5 5 555

bsmiils L cw)d Slegdge b Lag olSI dlre | allie Ky Lloxs 5 505 ol poss s il 2 s




