(Table 5.2) Course unit description

Study program: Economics

Type and level of studies: PhD studies

Course unit: Customer Relationship Marketing

Teacher in charge: Veljko Marinkovi¢, phd, associate professor

Language of instruction: English

ECTS: 9

Prerequisites:

Semester: Summer Semester

Course unit objective:

The objective of the course is to indicate different types of relationships between companies and
stakeholders, with special focus on relationships with customers. In line with that, this course introduce
basic concepts of customer orientation: service quality; customer satisfaction; customer loyalty; customer
profitability analysis; customer acquisition and retention strategies. This creates the basis for long-term
profitability and business success of the company.

Learning outcomes of Course unit
Ability to:
e Understand different types of relationships.
e Understand nature and scope of Customer relationship marketing concept.
o Evaluate main components of service quality.
e Implement process of measuring customer satisfaction and loyalty.
e Evaluate different loyalty programs.
o Predict future profitability of customer segments.

e Managing customer retention and defection.

Course unit contents

1. The nature of relationships.

2. The concept of Customer relationship marketing.
3. Service quality.

4. Customer satisfaction and loyalty.

5. Customer profitability.

6. Information technology and CRM.
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Number of active teaching hours Other classes

Lectures Practice Other forms of Independent work

classes
mentoring system
3 weekly 2 weekly

Teaching methods: : lectures; case studies; study research work.

Examination methods (maximum 100 points)

Exam prerequisites No. of points: Final exam No. of points:
Student’s activity during oral or written 50
lectures examination
practical classes/tests 20
Seminars/homework 30
Project
Other
Grading System
Grade Bo. Of Points: Description
10 91-100 Excellent
9 81-90 Exceptionally good
8 71-80 Very good




7 61-70 Good
6 51-60 Passing
5 0-50 Failing




