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(B RREMY BIARIE
Customer/Client: % )7 (JWi%) /&)
Consumer: JH %%

. User :HH

Customer relationship: %% J7 5k &

Relationship marketing: 5% & & 44

. One-to-one marketing:—%f —& 44

Date-base marketing: 4 [ & 44

Customer relationship management (CRM) : &R REH

. potential customers: JE{E%

. formal customers: I1ERZF

. primary customer: UG

MAN: M (money) : &%%; A (authority) : HREF; N (need) TR
Customer value: % ' /i{H

Total customer value: % /7 B

Total customer cost: 2 7 L lA

Customer Perceived Value (CPV) % 1 EENHE

Customer relationship life-cycle: %) ox &4 n)JH A

Customer lifetime value (CLV) : &P & HE

Market segmentation : Ti3z4l4)

Customer Group: &7

Key Account, KA: HE & , HERP

Customer credit: &/ EH

Customer service: &JVARSS

Service quality: AR%S &=

Service quality apperceivded: /&1 iR 55 i &

Technical quality: I AFi&=

Function quality: IhEEH &

RATER: /& 1 Il 95 7 & B9 TL4E & - reliability- {5 461 ;. assurance- % ML J ;



(EPRERHE) & bRiE

tangibles-f £ /%; empathy-[E#/%; responsiveness-/< M J¥
29. Customer blueprint: Il ¥ K

30. Customer satisfaction, CS: %% /i

31. Loyal customer: %

32. Customer complain: %%/ #F

33. Sales force Automation, SFA: 4% HBhik

34. Customer Service Support,CSS: % ' ik 55 5 > ¥
35. Customer care: %7 KR

36. Business Intelligence, Bl: L% fE

37. Data Mining: #4542

38. Electronic Business: Hi & %%

39. Enterprise Resource Planning, ERP: {2V ¥ i1 %l
40. Knowledge Management, KM: Z1i-{% #

41. Partner Relationship: k{5 &

42. Personalization: M4k

43. Supply Chain Management, SCM: {3 55 5 B
44. Call center: FEAYHL)

45. Customer manager: %43



