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Abstract:

In today’s business world, successful companies do not focus alone on
innovative products or services to achieve competitive advantage. Instead,
companies are now focusing on innovative business relationship models such as
technology, improved customer interaction, and external collaborations to
differentiate themselves from their competitors.

The growth of the capability to analyze the data is dramatically increased
and it becomes more importantly for an organization adopt this changes by
introduced a best efficient way to automate detecting the market patterns.

Keywords:
Customer Relationship Management (CRM), Customer Value (CV),
Loyalty, Customer Churn.
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