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Introduction
In a 1958 article, IBM researcher Hans Peter Luhn used the rerm business

intelligence. He defined intelligence as: "rhe abiliry ro apprehend the

interrelationships of presented facts in such a way as to guide acrion rowards 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 generare knowledge useful for
better business decision-making".

\7e 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 rerm for business

strategy design to reduce cost and increase profitabiliry by solidifying cusromer

satisfaction, Ioyalry, and advocacy.

From the point of ddta view, CRM technology collect very large amounr 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 cusromers, can be

valuable, collecting information about customer can be very sirnple task

comparing to'how to use these information and how to exrracr 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 summ arizing it into useful

information that can be used to predict the future.

\fhile the most important benefits of data mining is increased

business owners, there are a number of other important advantages as

will be able to cross-sell products at a reduced cost. Because you will

profits for

well. You

know the
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shopping Patterns of your customers, you will be able to market ro them in a way

which will increase their retention. Data mining will also allow you ro 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 that will allow you ro reach more

customers. As with anything, you will want to start with small amounrs of data

before attempting to tackle data that is more complex.

Research 6c objecrives

As the nature of research in CRM and data mining are difficult to confine ro
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 integrat€ almost for every science, educarion,

medical, securiry,,, 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 ro manage cusromer

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 CRfvi 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 territorf,,, etc. even it has

a new look for its customers and needs more data mining models for the new

sewices 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.

hl
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The first chapter is a general

I:rrr:ducdcn

framework for business intelligence including BI

litterateur, BI architecture, and the development of BI sysrem.

In the second chapter, we are going to introduce rhe first part of BI, which is a

data warehouse describing how it work, the deference betn een D\7 and data base

administration, the architecture of D\W 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 archirecture

of our approach showing how it work tagerher with data mining engine.

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

dissertation.
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AbstrrcL Suppored. by echnobgi:s af Cusmmer Satbfacrion, Infonnedon
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ryplication
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Rdsurne Soureau par ks lootogio de satishction de ta-cheh.le, ttihnologie de
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