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Abstract

In contextul dezvoltarii afacerilor mileniului
trei, rapiditatea §i adaptabilitatea la schimbare sunt
cuvintele-cheie. Astfel pentru a face fata concurentei
tot mai puternice ,informatiile, transmise in timp real,
permit firmelor sa anticipeze nevoile clientilor lor si
evolutiile pietei mondiale,. Organizatiile descopera
acum faptul ca Peter Drucker a fost un vizionar
afirmdnd ca in centrul strategiei oricarei firme se afla
clientul. Noua economie presupune relatii puternice si
durabile cu clientii, modul de gestionare a acestora cu
ajutorul noilor tehnologii ale informatiei constituind
un element major al cresterii competitivitatii firmelor.

Cuvinte cheie:
Data mining, Managementul relatiilor cu
clientii, machine learning

Machine learning este un domeniu al
inteligentei artificiale ce implicd dezvoltarea unor
metode de a crea aplicatii software pentru analiza
seturilor de date pentru a permite calculatoarelor sa
»invete” din experienta anterioard. Machine learning
foloseste intensiv statistica matematica, din moment ce
ambele studiazi interpretarea datelor. in functie de
tipul rezultatelor, algoritmii de machine learning sunt
organizati in mai multe categorii, cum ar fi supervised
learning care genereazd functii ce pun in
corespondenta datele de intrare si iesire, sau
unsupervised learning in care algoritmii genereaza
modele bazanduse pe datele existente.

Recunoasterea formelor sau clasificarea duce
cu un pas inainte statistica matematica si machine
learning prin efectuarea unei actiuni in functie de tipul
datelor, folosind metode cum ar fi retelele neuronale i
retelele bayesiene si avand aplicatii tipice 1In
clasificarea textului §i recunoasterea vorbirii si a
imaginilor.

Aflandu-se sub aceeasi ,,umbreld” cu
inteligenta artificiald pentru numeroasele intelesuri
intr-o gama largd de contexte, data mining este
cunoscuta si sub numele de descoperirea cunostintelor
in bazele de date si foloseste tehnici computationale
bazate pe inteligenta artificiald, machine learning,
recunoasterea formelor si statistica matematica.

Data mining este un proces analitic ce
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relationship

Machine learning is an area of artificial
intelligence involves developing ways to create
software to analyze data sets to enable computers to
"learn" from past experience. Machine learning uses
mathematical statistics intensive, since both studies
and the interpretation of data. Depending on the
results of machine learning algorithms are organized
into several categories, such as supervised learning
which results in correlation functions that make data
input and output, or unsupervised learning algorithms
that generate models basing on existing data.

Pattern recognition or classification step
leads to a mathematical statistics and machine
learning by performing an action depending on the
type of data, using methods such as neural networks
and Bayesian networks and with typical applications
and speech recognition and text classification images.

Being under the same "umbrella" with many
meanings artificial intelligence in a wide range of
contexts, data mining is known as knowledge
discovery in databases and use computational
techniques based on artificial intelligence, machine
learning, pattern recognition and Mathematical
Statistics.

Data mining is an analytical process to
explore a large number of data looking for patterns or
relationships between variables, and then generalize
these results in a model formula or decision tree, and
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exploreaza un numar foarte mare de date in cautarea
unor sabloane sau relatii intre variabile, apoi
generalizeaza aceste rezultate Intr-un model, formula
sau arbore de decizie si, in cele din urma, verificarea
corectitudinii modelului generat prin testarea lui pe
setul de date existent sau al unuia nou. De cele mai
multe ori, cu predilectie in aplicatiile economice,
scopul acestui algoritm este de a gasi metode de
previziune a evenimentelor si rezultatelor viitoare pe
baza datelor existente, de a ajuta managerii si ia
decizii repede si corect.

In alte situatii, data mining poate fi folosita
pentru a verifica daca existd o corelatie ascunsa intre
datele de intrare si rezultate, sau daca o asemenea
corespondenta este improbabila.

Data mining este o unealta foarte puternica,
folositd in cele mai variate domenii. latd cateva
exemple:

Piata tinta. Obiectivul este acela de a folosi
data mining pe baza rezultatelor unei campanii de
direct-mail din trecut pentru a se identifica
respondentii cei mai promitatori, combindnd date
demografice si geografice culese la acea dati.
Avantajele trebuie sda fie o mai bund ratd a
respondentilor §i costuri mai scdzute ale noii campanii.

Grupul financiar Fleet a investit 38 de
milioane de dolari in depozite de date pentru a-si Innoi
infrastructura privind clientii.

Data mining a fost folosit pentru a prevedea
probabilitatea de rdspuns in ceea ce priveste interesul
pentru un credit ipotecar al 20.000 de clienti dintr-o
baza de date de 15 milioane, a-i gisi pe cei profitabili
si a-1 depista pe cei neprofitabili chiar dacé ar raspunde
favorabil.

Depistarea clientilor ce au tendinta de a
renunta la serviciile firmei. Obiectivul este de a
preveni atat pierderea clientilor existenti cat si
atragerea de clienti predispusi la a renunta usor la
serviciile firmei. Solutia data mining este identificarea
pe baza unor caracteristici comune a clientilor pe cale
sa renunte, folosind retele neuronale si analize de serii
cronologice. France Telecom a implementat in acest
sens un Customer Profiling System (CPS), avand ca
rezultat detectarea rapidd a clientilor cu tendinta de
renuntare prin compararea anumitor caracteristici ale
acestora cu caracteristici ale celor care renuntaserd
deja.

Detectarea fraudelor. Fraudele maresc
costurile sau reduc veniturile. Folosind regresii si
retele neuronale pentru a determina caracteristicile
esentiale ale cazurilor de frauda pentru a le preveni pe
viitor, se pot obtine importante cresteri ale profitului,
evitand clientii indezirabili. Automobile
Insurance Bureau of Massachusetts, o companie de
asigurari auto, a folosit rapoarte vechi ale expertilor in
legétura cu fraudele depistate. Mai multe caracteristici
(peste 60), cum sunt tipul accidentului, tipul

finally, verifying the correctness of the model
generated by testing dataset of the existing or new.
Most times, mainly in economic applications, the
purpose of this algorithm is to find methods for
forecasting future events and results based on existing
data to help managers make decisions quickly and
accurately.

In other situations, data mining can be used
to check for hidden correlation between input data
and results, or whether such a correlation is unlikely.

Data mining is a very powerful tool, used in
the various fields. Here are some examples:

Target market. The objective is to use data
mining based on the results of a direct-mail
campaigns in the past for respondents to identify the
most promising, combining demographic and
geographic data collected at that time. Benefits must
be a better rate and lower costs respondents of the
new campaign.

Fleet Financial Group has invested 38
million dollars in data warehouses in order to upgrade
infrastructure to customers.

Data mining was used to predict the
likelihood of response in terms of a mortgage interest
in the 20,000 customers from a database of 15 million
you find those profitable and unprofitable even detect
those that would welcome.

Finding customers who tend to drop the
company. The objective is to prevent both loss of
existing customers and attracting customers likely to
abandon the company's services easier. Data mining
solution is based on identifying common
characteristics of customers about to abandon using
neural networks and time series analysis. France
Telecom has implemented a this Customer Profiling
System (CPS), resulting in early detection of
customers tend to abandon certain of their
characteristics by comparing characteristics of those
who already waived.

Fraud detection. Frauds increase costs or
reduce revenues. Using regression and neural network
to determine the essential characteristics of cases of
fraud to prevent them in the future, to obtain
significant increases in profits, while avoiding
undesirable customers Automobile Insurance Bureau
of Massachusetts, auto insurance company, used the
old reports of experts in fraud detected. More features
(over 60), such as accident type, the applied
treatment, severity, were coded in a database.

Using specific data mining methods have
been found common features in cases of fraud.

Risk analysis. The risk of loans to customers
with the potential to become bad payers can be
considerably reduced building separation functions
customers based on certain characteristics.

Recommendation systems. Visitors and
customers a virtual store on the Internet, for example
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tratamentului aplicat, gravitate, au fost codificate intr-o
baza de date.

Folosind metode specifice de data mining au
fost gasite caracteristici comune cazurilor de frauda.

Analiza riscului. Riscul de a acorda credite
unor clienti cu potential de a deveni rau platnici poate
fi diminuat considerabil construind functii de separare
a clientilor pe baza anumitor caracteristici.

Sisteme de recomandare. Vizitatorii i
clientii magazinelor virtuale pe Internet, de exemplu
amazon.com,  evalueaza  produsele  prezentate.
Informatiile astfel obtinute sunt folosite pentru a
recomanda produsele citre alti vizitatori. Folosind
tehnica numita ,,filtrare colaborativa”, companiile si-au
crescut veniturile prin cross-selling si up-selling.

Un studiu online efectuat de site-ul de
specialitate KDnuggets.com in luna august 2004
privind domeniile de utilizare a data mining a relevat
urmatoarele: industria bancard este lider cu 13%,
urmatd de marketing direct, detectia fraudelor si
cercetarea stiintificd cu cate 9%; alte domenii sunt
biotehnologie cu 8%, asigurari si medicind cu 7%
fiecare, comert electronic §i telecomunicatii cu 6%
fiecare, investitii financiare, manufactura, vanzare cu
amanuntul si securitate cu 4% fiecare. Un alt studiu al
aceluiagi site, efectuat in luna septembric 2004,
promoveaza algoritmii ce produc arbori de decizie pe
primul loc intre categoriile de algoritmi sugerate.

Cateva pachete software comerciale folosite
in data mining sunt: Oracle9i Data Mining pentru
Oracle9i Database Enterprise Edition, Oracle Data
Mining Suite, Teradata Warehouse Mining, SAS
Enterprise Miner, Crystal Analysis and Decisions,
Clementine, Smart Discovery, Monarch, Statistica,
InfoBase, PolyAnalyst.

Cateva aplicatii software gratuite, destinate
mediului de cercetare si educatie, sunt: IBM Intelligent
Miner, WEKA, Tanagra, AdaM, YALE. Alte produse
software pentru data mining, grupate pe categorii, pot
fi gasite online pe site-ul www.KDnuggets.com

Aceast articol s-a propus ca obiectiv
prezentarea unora dintre cele mai importante tehnici
data mining a céror utilizare managementul relatiilor
cu clientii a devenit si va fi cruciald pe parcursul
ultimilor ani.

Pietele actuale sunt supuse unui rapid proces
de globalizare, caracteristicile competitive ale
produselor si serviciilor sunt aproape identice, iar
prezenta pe piatd a ofertantilor este masiva. Datorita
dimensiunii i complexitatii acestor piete, marketingul
de masa a devenit tot mai scump, deci neprofitabil,
fiind inlocuit cu marketingul direct, bazat pe selectarea
grupurilor tintd de clienti si stabilirea de interactiuni
individualizate cu acestia pe multiple canale de
comunicare. Noul model de relationare cu
consumatorii potentiali presupune in schimb tehnici
complexe de segmentare a pietelor, stabilrea profilului

www.amazon.com evaluate the products submitted.
Such information is used to recommend products to
other visitors. Using a technique called "collaborative
filtering", the companies increased revenues through
cross-selling and up-selling.

An online survey conducted by specialized
KDnuggets.com site in August 2004 on the uses of
data mining has revealed the following: the banking
industry is leading by 13%, followed by direct
marketing, fraud detection and scientific research by
9%, other areas are 8% biotechnology, medical
insurance and 7% each, electronic commerce and
telecommunications 6% each, investment,
manufacturing, retail and security with 4% each.
Another study by the same site, conducted in
September 2004, promotes decision tree algorithms to
produce the first among the categories of algorithms
suggested.

Several commercial software packages are
used in data mining: Oracle9i Data Mining for
Oracle9i Database Enterprise Edition, Oracle Data
Mining Suite, Mining Teradata Warehouse, SAS
Enterprise Miner, Crystal Analysis and Decisions,
Clementine, Smart Discovery, Monarch, Statistics,
InfoBase, PolyAnalyst.

Some free software, for environmental
research and education, are: IBM Intelligent Miner,
WEKA, Tanagra, AdaM, YALE. Other data mining
software products are grouped by category can be
found online on the website www.KDnuggets.com.

This article has proposed that the objective
of providing some of the most important data mining
techniques whose use of customer relationship
management will become crucial in recent years.

Current markets are subject to rapidly
globalizing, competitive features of products and
services are almost identical, and this is a massive
market of bidders. Because of the size and complexity
of these markets, mass marketing has become
increasingly expensive, so unprofitable and was
replaced with direct marketing, based on selecting
target groups of clients and establishing
individualized interactions with them on multiple
channels. The new model involves networking with
potential customers instead of complex techniques of
market segmentation, profiling (shaping behavior)
and inducing customers to attract or maintain
persuasive strategies (loyalty), but also to win back
those who migrate to other bidders.

The result was the company's strategic
repositioning, the product-centric orientation which
quickly turned into a customer-centric. To implement
new strategies, companies have increasingly seen
more obliged to use communication and information
technologies (ICT) and information processing
methods designed to abstract the relevant knowledge
available databases and convert them into profitable
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(modelarea comportamentului) clientilor si inducerea
de strategii persuasive pentru atragerea sau mentinerea
(fidelizarea) lor, dar si pentru recastigarea celor ce
migreaza spre alti ofertanti.

Rezultatul a fost repozitionarea strategicd a
companiilor, a caror orientare produs-centricd s-a
transformat rapid intr-una client-centricd. Pentru a
pune in practica noile strategii, firmele s-au vazut din
ce in ce mai mult obligate sa apeleze la tehnologiile
comunicarii si informatiei (ICT) si metodele de
procesare a informatiei menite sa abstraga cunostintele
relevante din bazele de date de care dispun si sa le
converteasca in decizii profitabile.

Managementul relatiilor cu clientii (CRM —
Customer Relationship Management) are ca obiect
elaborarea de strategii pentru atragerea de noi clienti,
mentinerea celor existenti si recastigarea celor care au
migrat catre un alt ofertant. La nivel operational, MRC
include toate activitatile ce privesc contactul direct cu
consumatorul.

La nivel analitic, MRC furnizeaza metodele
pentru analiza caracteristicilor comportamentale ale
clientilor, prin analiza datelor obtinute din sistemele de
procesare a tranzactiilor. Pe baza cunostintelor astfel
induse se stabilesc apoi strategiile de urmat in cadrul
activitatilor operationale.

Managementul relatiilor cu clentii are 3
obiective majore:

- Segmentarea pietei, ce descrie procesul de
impartire a consumatorilor in grupe cat mai omogene
intern, pe baza similaritatilor manifestate (obiceiuri,
gusturi, afinititi, etc.). In schimb, grupele trebuie sa fie
cat mai eterogene intre ele. Aceasta permite firmei sa
trateze personalizat diversele segmente de clienti si sa
se concentreze prioritar asupra grupurilor tintd ce
corespund anumitor criterii de profitabilitate.

- Stabilirea  profilului  consumatorului
presupune modelarea comportamentului
consumatorilor in functie de o paleta larga de atribute:
geografice; culturale §i etnice; conditii economice,
venit si putere de cumparare; frecventa de cumparare,
frecventa plangerilor si reclamatiilor, preferintele si
gradul lor de satisfacere; varsta; valorile, atitudinile si
credintele; ciclul de viata; educatia, nivelul de cultura;
stilul de viatd; canalele media utilizate; metoda de
recrutare la care a raspuns clientul.

- Pozitionarea produsului in preferintele
(intentiile de cumparare) ale potentialilor clienti este
un instrument de marketing centrat pe identificarea
celor mai atractive trasdturi ale unui produs, astfel
incat sda maximizeze tentatia cumparatorului de a-l
achizitiona.

Ambele categorii de metode Data Mining, atat
cele descriptive (clustering), cat si cele predictive, sunt
necesare pentru atingerea obiectivelor de mai sus.

Variabilele ce definesc profilul
consumatorilor servesc pentru a determina masurile de

decisions.

Customer Relationship Management (CRM)
is to develop strategies to attract new customers,
maintaining and restoring existing ones who have
migrated to another bidder. At the operational level,
the CRM includes all activities relating to direct
contact with consumers.

At the analytical level, the CRM provides
methods for analyzing behavioral patterns of
customers, by analyzing data from transaction
processing systems. Such knowledge to be induced
and then determine the strategies followed in
operational activities.

Customer relationship management has three
major objectives:

1) Market segmentation, which describes the
division of consumer groups as internally
homogeneous, based on similarities manifested
(habits, tastes, affinities etc.). Instead, groups should
be more heterogeneous among themselves. This
allows the company to treat various personalized
customer segments and focus on priority target
groups that match certain criteria of profitability;

2) Setting consumer profiling involves
modeling consumer behavior based on a wide range
of attributes: geographical, cultural and ethnic,
economic conditions, income and purchasing power,
frequency of purchase, frequency of complaints and
grievances, preferences and their degree of
satisfaction, age, values, attitudes and beliefs, life
cycle, education, level of culture, lifestyle, media
used, method of recruitment to that customer
response;

3) Product positioning preferences (purchase
intentions) of potential customers is a marketing tool
focused on identifying the most attractive features of
a product, the temptation to maximize the buyer's
purchase.

Both categories of data mining methods both
descriptive (clustering), and the predictive, are
necessary to achieve the above objectives.

The variables that define customer profiles
used to determine the degree of
similarity/dissimilarity compared with segments that
are built. In addition to the clustering role they play
and the role of predictors, depending on which induce
decision rules associated with marketing strategies.
Rules then help the insertion of conclusions relative
to a decision variable.

To identify segments of associative methods
can be used, such as Learning Vector Quantization, or
other methods combined: Conjoint Analysis and
Descriptive Clustering. Regression methods are most
appropriate when we want to understand consumer
behavior in order to buy custom binding to certain
predictors. Among the methods in this class that can
be used are: Clusterwise Regression, Simulated
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similaritate / disimilaritate in raport cu care se
construiesc segmentele. In afara rolului jucat in
clusterizare, ele joaca si rolul de predictori, in functie
de care se induc regulile de decizie asociate strategiilor
de marketing. Regulile ajuta apoi la inferarea de
concluzii relative la o variabila de decizie.

Pentru identificarea segmentelor se pot folosi
metode  asociative, precum Learning Vector
Quantization, sau alte metode combinate: Conjoint
Analysis si Descriptive Clustering. Metodele regresive
sunt cele mai potrivite atunci cand dorim sa intelegem
comportamentul consumatorului, in scopul legarii
obiceiului de a cumpara de anumiti predictori. Printre
metodele din aceasta clasa ce pot fi utilizate sunt:
Clusterwise Regression, Simulated Annealing, etc.

Un exemplu de aplicare a metodelor bazate pe
descoperirea regulilor de asociere sau pe identificarea
secventelor de episoade temporale este furnizat de
analiza cosului pietei. Fiecare reguld de asociere are
atasate doua masuri, prima numita suport $i notata cu
s, a doua numita incredere (confidenta) si notata cu c.
Suportul indica frecventa unui pattern (cat de des se
asociaza anumite elemente).

Atunci cand din totalul tranzactiilor asocierea
apare in s% din cazuri, regula se scrie: Daca X si Y,
atunci Z cu suportul s. Suportul se calculeaza prin:
s(A>B)=P(AUB)

(D

Confidenta ¢ desemneazd puterea unei
asocieri (cat de mult un element depinde de altul).

De exemplu: Daca produsele X si Y sunt in
cos, atunci produsul Z este de asemenea in cos 1n c%

din cazuri. Avem: ¢(A>B)= P(AUB)/P(A). Pe de alta
parte, in cazul seriilor de timp pot apare secvente de
episoade cu o anumita succesiune, a caror identificare
poate sugera o secventa paralela de decizii.

O versiune specializatd a tehnicilor Data
Mining sunt cele ce se refera la Web Mining.

Ele descriu procesul de descoperire a
cunostintelor prin analiza informatiilor din World
Wide Web. Descoperirea se poate referi fie la continut,
fie la utilizare.

Tehnicile Web Mining au devenit esentiale in
managementul electronic al relatiilor cu clientii. Dintre
obiectivele Web Mining enumeram: descoperirea
regulilor de asociere pentru atragerea clientilor;
descoperirea episoadelor secventiale ce ajuta la
mentinerea clientilor; inducerea regulilor de clasificare
si descoperirea clusterelor pentru vanzari incruciaate.
Aplicatiile Web Mining pot colecta date precum:
protocoale http, Cookies, fisiere log ale serverelor,
date de interogare (query data), numarul vizualizarilor
de pagind, al vizitelor, al accesarii reclamelor, timpii
de vizualizare, etc. Un log de acces al unui server Web
contine o istorie completd a fisierelor accesate de
clienti. In intrarea unui log gasim adresa IP, ID-ul
utilizatorului, timpul de acces si URL-ul.

Annealing etc.

An example of applying methods based on
association rules discovery or identification of
temporal sequences of episodes is provided by the
market basket analysis. Each association rule has
attached two measures called support and noted the
first and the second called confidence (confidence)
and denoted by c. The support of a pattern indicating
the frequency (how often is associated with certain
elements).

When the combination of transactions
appears in s% of cases, the rule says: If X and Y, then
Z with the support s. Support is calculated by:

s(A>B)=P (A UB)
(1

Confidence ¢ designate a joint power (how
much depends on another element).

For example: If X and Y are products in the
basket, then Z is also the product basket in c¢% of
cases. We have: c (A>B)=P (A U B)/P (A). On
the other hand, if the time series sequence of episodes
may occur with a specific sequence, whose
identification may suggest a sequence parallel of
decisions.

A specialized version of techniques data
mining are those related to Web Mining.

They describe the knowledge discovery
process by reviewing information from the World
Wide Web. Discovery may relate either to the content
or use.

Web mining techniques have become
essential in the electronic management of customer
relationships. Among the objectives of Web Mining
are: discovery of association rules for customer
acquisition, discovery of sequential episodes, which
helps to keep customers, induction of classification
rules for cross-selling and discovering clusters.
Mining Web applications can collect data such as
HTTP, cookies, log files of servers, data query (query
time), number of page views, visits, access to the ads,
viewing times etc. An access log of a Web server
contains a complete history of the files accessed by
the clients. In a log entry find the IP address, user ID,
time of access and URL.

In e-Commerce, the fields may contain keys
typical consumer product, location, date and session,
and some statistical information (quantity, total price
etc.). The discovery of association rules can help in
developing effective marketing strategies as well as
indicating the best way of organizing Web space
firms. Sequences of episodes discovery logs Web
server access allows firms to discover certain
regularities in the way of succession of visits to users
and help them in determining the target groups
addressed by the appropriate advertisement. As for
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In e-Comert, campurile tipice pot contine
cheile consumatorului, produsului, locatiei, datei si
sesiunii, precum si anumite informatii statistice
(cantitatea, pretul total, etc.). Descoperirea regulilor de
asociere poate ajuta in dezvoltarea unor strategii de
marketing efective, precum si in indicarea celui mai
bun mod de organizare a spatiului Web al firmelor.
Descoperirea secventelor de episoade in log-urile de
acces ale serverelor Web permite firmelor sa descopere
anumite regularitati In modul de succedare a vizitelor
utilizatorilor si le ajutd in stabilirea grupurilor tinta
carora li se adreseaza actiunile de publicitate. Cat
priveste metodele de clasificare, acestea pot fi utilizate
pentru generarea profilului elementelor ce apartin unui
grup tintd particular, potrivit atributelor acestora.

Profilul poate fi apoi utilizat pentru a clasifica
noi elemente ce intrd in baza de date. in Web Mining,
profilul este generat pentru clientii ce acceseaza figiere
particulare ale serverului §i se bazeaza pe informatia
demografica disponibila despre acei clienti.

Concluzii

Consideram cd firmele de pe piata
romaneascd, mai ales cele autohtone, trebuie si se
adapteze rapid tendintei globale de focalizare a
strategiilor de afaceri pe managementul relatiilor cu
clientii, bazat pe utilizarea tehnicilor data mining,
pentru a face fatd competitiei firmelor multinationale,
acestea aplicand cu succes principiile acestei abordari.
in numeroase firme din Romania se creeazi confuzii
privind acest concept. Pentru unele, managementul
relatiilor cu clientii Inseamna doar implementarea unei
programe de loialitate, pentru altele crearea unei baze
de date cu informatii despre clienti cu ajutorul carora
se poate realiza o segmentare mai find a pietei, insa
putine au implementat sisteme de relatii cu clientii
integrate si au o idee clarda despre cum trebuie
tehnologii informationale in managementul relatiilor
cu clientii.
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methods of classification, they can be used to
generate the profile elements that belong to a
particular target group, according to their attributes

Profile can then be used to classify new
elements enter into the database. In Web Mining, the
profile is generated for clients accessing the server's
private files and based on available demographic
information about those customers.

Conclusions

We believe that companies on the Romanian
market, especially domestic ones, must adapt quickly
to the global trend to focus on business strategies,
customer relationship management, based on data
mining techniques for multinational firms to compete,
applying them to principles of this approach
successful. In many companies in Romania are
confusing the concept. For some, customer
relationship management is just implementing a
loyalty program for others to create a database of
customer information by which we can achieve a
finer segmentation of the market, few systems have
implemented integrated customer have a clear idea of
how information technologies in  customer
relationship management.
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