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1. Customer Relationship Management
2. Relationship Management
3. Customer Management
4. Customer Profitability
5. Revenue Management
6. Customer Lifetime Value
7. Information Technology
8. Jack Welch.
9. Life time period
10. Pareto Law
21.

22

23

24
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11. Customer Profitability Management (CPM)
12. Clustering
13. Traceable
14. Historical Data
15. Clustering
16. Case Study
17. Churn Rate
18. Customer Equity
19. Gold Customers
20. Gold Segment
21. Customer Club
22. Discount Program
23. Up- Selling
24. Cross- Selling
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