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Sprache englisch

Inhalt The module will cover topics in database marketing, data mining and predictive ana-

lytics subject as follows:

Customer Relationship Management (CRM) and the use of Marketing Databa-
ses for segmenting and targeting customer prospects.

Customer acquisition and retention strategies and CHURN

Customer profiling and target market segmentation using RFM analysis and
RFM software

Data mining and data warehousing applications with Statistical Predictive Ana-
lytics

Impact of WEB analytics, email marketing, social computing and digital tech-
nologies

Direct Marketing and strategic planning

Creative campaigns and testing using half life and lifetime value concepts in
measurement and budgeting

The programme will be taught in English and assistance will be given with the key
concepts. Students will conduct research into the topic both online and through ma-
terials provided. Lectures will cover Direct Marketing, Customer Relationship Mana-
gement (CRM) and the use of Marketing Databases for segmenting and targeting
customer prospects. The tutorials will cover the analysis of databases in Marketing
using proprietary software.




Angestrebte
Lernergebnisse
(Learning
Outcome)

Organisations increasingly operate in a developing and challenging environment and
need fast, reliable and well-edited information that idenitfies and classify’s their cu-
stomers and clients needs. Understanding and interpreting client/customer require-
ments and developing creative strategies and plans to profitably exploit customer
relationships is the role of Marketing in business organisations.

The information specialist must be able to deal with collecting, selecting, classifying,
editing, structuring and presenting information about clients /customers in order to
predict their most likely future purchasing behaviour for marketers to create their
advertising and promotion campaigns.

The aim of the elective is to introduce students to the broad concepts of Database
Marketing, Customer Relationship Management and Strategic Marketing Planning
issues facing organisations and businesses.

Keywords CRM, Direct Marketing, Database Marketing, Marketing Planning, Custo-
mer Acquisition & Retention, Data Mining, Data Warehousing, RFM Analysis, Pre-
dictive Analytics, Market Segmentation, Target Marketing
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Other materials will be available online including software guides.
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