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Abstract

Today in modern Marketing CRM and environment of Marketing of Marketing
need a various strategy. Modern Marketing needs more than merchandise and
service to survive. The understanding of market's trend is the most important
thing in various environments. The flow of market is to make the reliable
relationships between comsumer and CRM then Marketing is creating the value of
the customer. According this study gives a basic establishment of marketing

strategy about various customership and makes use of analytic data.
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