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al
This study presents an intelligent CRM (Customer 9l x5M0] CRM &8 ¥ mag.g. AN sl
HT =2 .

Relationship Management) application methodology for
supplier companies in Business-to-Business environments.

The intelligent methodology proposed in this study consists
of three-stage-procedures such as static CRM application
stage, adaptive CRM application stage and external CRM HXN/5E 3271 Tl E ]
application stage.
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Customer Value Analysis 7 Tools in War Room Panel
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