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	Field of study: Management

	Module / course: Customer Relationship Management

	Educational profile: General

	Education cycle: II cycle studies

	Number of hours per semester
	1
	2

	
	I
	II
	III
	IV

	Full time studies

(L/C/lab/pr/e)
	
	
	20C
	

	Part-time studies

(L/C/lab/pr/e)
	
	
	
	

	LECTURER 
	Olgierd Witczak PhD

	FORM OF CLASSES
	Classes

	COURSE OBJECTIVES


	For building of the desired position of the company on the market crucial is to know the determinants of customer purchasing decisions. Therefore, companies are making efforts to gather as much possible information about customers. Particularly important for the company are information regarding the factors affecting choice offer of the customer. This information is collected by a company to service  satisfied customers. Only a appropriate high level of satisfaction leads to maintain contacts, retrying purchases and customer loyalty to the supplier. Hence, building long-term and lasting relationships with customers should be a special area of interest for the company. Therefore, the main objective of the course is to provide students with knowledge of management relationships with customers.

	Course objectives
	References to course objectives:
	Description of educational results  
	Verification of educational results

	
	Major-related learning outcomes
	Area-related  learning outcomes
	Knowledge

	CuReMa_K01
	Z2_W04
	S2A_W02
	Knowledge of: 

Models of market structure

M. Porter’s industry model


	Research Project – secondary data

	CuReMa_K02
	Z2_W13
	S2A_W06
	Knowledge of roles different entities on the market i.e. :

· Suppliers;

· Customers;

· New entrance;

· Competitors.
	PowerPoint Presentation

	CuReMa_K03
	Z2_W19
	S2A_W11
	Can calculate the benefits an cost of servicing identified group of customers. Can measure the revenues from particular customer in long run period of time.
	Case Study analyses

	CuReMa_K04
	Z2_W12
	S2A_W06
	Knows tools and computing systems supporting creation of loyalty among customers.
	Group project and PowerPoint presentation

	Abilities

	CuReMa_A05
	Z2_U04
	S2A_U04

S2A_U03

S2A_U02

S2A_U01
	Can create the programme to build loyalty among chosen group of customers. Knows tools and IT systems supporting long run relationships with customers. 
	Group project and PowerPoint presentation


	CuReMa_A06
	Z2_U11
	S2A_U08
	Based on case study analyses and literature study know frequent mistakes and problems and can avoid them on market.
	Case Study analyses

	Social competences

	CuReMa_S07
	Z2_K01
	S2A_K01

S2A_K06
	Independently acquires and perfects knowledge and skills professional to inspire and organize an effective team focused on the relationship of goals.
	Group project

	Students’ workload  (in didactic hours 1h did.=45 minutes)** 

	Full- time

Participation in lectures = 

Participation in classes = 20h
Preparation to classes = 

Preparation to lectures = 15h
Preparation to an examination = 15h
Project tasks =

e-learning =

Credit/examination = 2h
others  (indicate which) = 

TOTAL: 52h
ECTS points: 2
Including practical classes:2
	Part-time

Participation in lectures = 

Participation in classes = 

Preparation to classes = 

Preparation to lectures = 

Preparation to an examination = 

Project tasks =

e-learning =

Credit/examination =

others  (indicate which) = 

TOTAL:

ECTS points:

Including practical classes:



	PREREQUISITES


	Management, marketing

	COURSE CONTENT

(Division to contact classes and e-learning)

	· Trends in contemporary marketing

· Relationship Marketing vs. transactional marketing

· Build relationships with clients in B2B and B2C market - similarities, differences

· Customer Loyalty - the essence and conditions

· Methods of measuring customer loyalty

· Customer Loyalty Programmes - review existing on the market

· The value of the customer - the measurement method

· Materials and methods for measuring customer satisfaction;

· Manage relationships with customers (CRM)

· Best practices in managing relationships with customers

· Computer systems supporting the management of relationships with customers CRM

· Barriers to building relationships with clients;

	LITERATURE

(compulsory reading)
	· T. Coltman, T.M. Devinney, D.F. Midgley, Customer Relationship Management and Firm Performance. Journal of Information Technology 2011, vol. 26 (3). (online – Sage Journals)

· C. Breu, N. Meckl, J. Sametinger, Project-based Customer Relationship Management in Virtual Enterprises. Vision 2001, vol. 5, 1 suppl. (online – Sage Journals)

· Payne, P. Frow, A Strategic Framework for Customer Relationship Management Journal of Marketing 2005, vol. 69 (4). (online – Sage Journals)

· H. Soch, H.S. Sandhu, Does Customer Relationship Management Activity Affect Firm Performance? Global Business Review 2008, vol. 9 (2). (online – Sage Journals)

· S. Mithas, M.S. Krishnan, C.Fornell, Why Do Customer Relationship Management Applications Affect Customer Satisfaction? Journal of Marketing 2005, vol. 69 (4). (online – Sage Journals)

	OPTIONAL LITERATURE
	· H. V. Doost, Electronic Customer Relationship Management (eCRM) in the Marketing Industry. International Journal of Scientific Management & Development 2018, Vol. 6 (3). (online – EBSCO)

	TEACHING METHODS

(Division to contact classes and e-learning))


	Contact classes:
Discussion

Case study

	TEACHING AIDS
	MS Power Point

	PROJECT

(if implemented in the framework of a classes module)
	Not applicable

	METHOD Of ASSESSMENT

(Division to contact classes and e-learning)
	Speeches and oral presentation of the final group project

	FORM AND CONDITIONS OF ASSESSMENT
	MS Power Point presentation


* L-lecture, C- classes lab- laboratory,  pro- project, e- e-learning

