Fiche descriptive d’une unité d’enseignement
ATTENTION, pas de bullets dans les données enregistrées
Code cours
5 Crédit ECTS

LSMS2022 - Customer relationship management
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Langue d’enseignement

English

Ressources en ligne
Prérequis

None

Thèmes abordés

Relational marketing is taking more importance relative to transactional
marketing. Companies try to tie up narrow contacts and to create long-lasting
relations online and offline with their customers given the potential beneficial
effect of these long-lasting relations on the profits of companies. This
relational approach is particularly relevant (but no limited) to services
marketing and business to business marketing. This course will present the
theories and models of customer relationship management and apply them
through case studies.

Acquis d’apprentissage

Modes d’évaluation des
acquis des étudiants

Méthodes
d’enseignement

Contenu

- Knowledge and reasoning (2.1, 2.4)
- Scientific and systematic approach (3.1)
- Communication and interpersonal skills (8.1)
Upon completing this course, students will be able to:
- Understand the value of Customer Relationship Marketing (CRM) and use
the different models of relational marketing
- Identify and understand the different types of Consumer-brand relations
and how to strengthen relations with valued customers
- Understand and apply a relational approach in a Business to Business
marketing context,
- Understand how to set up a CRM program
- Understand how to spread a relational marketing culture in the organization
- Estimate a customer’s lifetime value
- Understand and apply a relational approach in a Service marketing context.
Discussion and active participation will be very important in this course. Students’
acquisition of knowledge will be assessed using an individual written exam. Finally,
students will be asked to find, summarize and apply concepts relevant to Relational
Marketing as presented in international peer reviewed academic journals.
The format is based on active learning and includes lectures, case studies, videos,
incidents and class discussion, qualified speakers and individual assignment that will
consist of reading, summarizing and applying results presented in an international
peer reviewed academic journal.
1. The relational marketing approach: The traditional concepts of strategic and
operational marketing will be revisited with a relational marketing approach.
The growing influence of big data in this approach will be highlighted.
2. Consumer-Brand Relations: How can models of interpersonal relationships be
applied to consumer brand relationships? The students will learn how to identify
and leverage these different kinds of relations.
3. Relational approach to business to business marketing: Business to business
marketing is largely based on long term relations. Models will be presented in
order to learn how to develop and implement customer-centric strategies and
maximize their strategic value.
4. Relational approach to service marketing: In the service marketing, the quality
of the service is intrinsically related to the quality of the relation established
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with the customer. Models of service satisfaction and ways to maximize that
satisfaction will be reviewed.
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