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Introduction

In a 1958 article, IBM researcher Hans Peter Luhn used the term business
intelligence. He defined intelligence as:  “the ability to apprehend  the
interrelationships of presented facts in such a way as to guide action towards a desired
goal”.

Several different definitions has been writing for business intelligence term, but all
of them refer to the term BI as a “technology provides technics such as predictive
analytics, business performance management... etc. to generate knowledge useful for
better business decision-making”.

We all know that every enterprise needs to know about their customers and what

they need, so that, what it has to do to satisfy them. From this approach, enterprise
uses small part of BI called CRM to deal with this kind of challenges. CRM stands for
customer relationship management is an -information industry term for business
strategy design to reduce cost and increase profitability by solidifying customer
satisfaction, loyalty, and advocacy.
From the point of data view, CRM technology collect very large amount of
information about customer “personal information, sales information, marketing
information, etc.”., these kinds of information need to be stored on data base
repository.

Problem statement

Many business owners don't realize the importance of the data they collect from

their customers. While most of these businesses will store this information, this

alone is not enough. The information that they store is not as important as how
they use it.

Knowing how to collect and use the information about customers, can be
valuable, collecting information about customer can be very simple task
comparing to‘how to use these information and how to extract knowledge from it.
This is exactly what can data mining do, data mining is the process of discovering
interesting knowledge from large amounts of data stored in databases, data
warehouses, or other information repositories, and summarizing it into useful
information that can be used to predict the future.

While the most important benefits of data mining is increased profits for
business owners, there are a number of other important advantages as well. You

will be able to cross-sell products at a reduced cost. Because you will know the
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shopping patterns of your customers, you will be able to market to them in a way
which will increase their retention. Data mining will also allow you to find the
customers that are the most valuable. Based on the information you have, you will
be able to alter your marketing strategy in a way thart will allow you to reach more
customers. As with anything, you will want to start with small amounts of data

before attempting to tackle data that is more complex.

Research & objectives

As the nature of research in CRM and data mining are difficult to confine to
specific disciplines, the relevant materials are scattered across various journals.
Business intelligence and knowledge discovery are the most common academic
discipline for data mining research in CRM.

In general data mining has been a new and most interesting technology for the
recent years, this technology integrate almost for every science, education,
medical, security,,, etc. but the most application area that applied data mining
techniques is in the banking and CRM.

The objective of CRM data mining is to enable you to manage customer
needs and expectations more effectively leading to increased profits, by extract
knowledge from customer information collected through many CRM task and try
to use it on customer need.

Most CRM solution focus about how can collect information from their
customer, many of them integrate a part that use data mining technique for this
information as we discus before, by using some data mining models developed by
the CRM solution owner. But the problem is: we suppose that the enterprise grow
up, more services, different product produce, more sales territory,,, etc. even it has
a new look for its customers and needs more data mining models for the new
services and politics, what can they do? Should we call a CRM solution developer
and ask him for design a new data mining models? How much time can the
developer take to develop a new CRM solution with the new data mining models?
From this view our approach is to develop a CRM solution with a data mining
service part in CRM solution that can create, use, modify, and delete data mining

models by miner working for the enterprise.
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Dissertation outline
The firsc chapter is a general framework for business intelligence including BI
litterateur, BI architecture, and the development of BI system.

In the second chapter, we are going to introduce the first part of BI, which is a
data warehouse describing how it work, the deference between DW and dara base
administration, the architecture of DW and how we can design it.

For the next part of BI architecture we find data mining and that what we will
discuss in the third chapter by showing a literature view of DM, DM task, most
successful DM algorithm, also some DM application areas, and finally data
mining tools.

The chapter four includes CRM literature and how data mining can be useful
for CRM solution by describing some DM models for CRM and the architecture
of our approach showing how it work together with data mining engine.

In addition, we put conclusion and future work, references at the end of our

dissertation.
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Abstract. Supported. by technologies of Customer Satisfaction, Informavon
Technology, and Data mining, etc., CRM aims to enhance the effectiveness and
petformance of the businesses by improving the customer satisfattion and loyalty.

CRM is now becoming a popular management methodology in manufacturing, sales,
marketing,“ and finance. Based previous literawres we illustrate how data mining can
be very useful tools for CRM solution by shown data’:mining models in this kind of
application.

Key word: BI, CRM, Data mining, Sales, Marketing, themture view.
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Résumé. Soutenu par les mchnologlcs de satisfaction de la: cllcnte, technologie de
l'mformatlon, et le data mining, etc, CRM v1se 3 améliorer I'efficacieé et le rendaaent

des entrepnscs en améliorant la satisfaction et la fidélié~de leur; clentc .CRM

maintenant la plus populire méthode pour la gestion de Ia fabnmt;?.., venut,

marketing, finance. Pour cette vus nous illustrons comment le daia mining peavent

étre des outils trés utiles pour la solution CRM.

" Mot clé: BI, CRM, Data mining, Vent, Marketing, général vue.



