Subject Description Form

	Subject Code
	ISE556

	Subject Title
	Relationship Management and Logistics Systems

	Credit Value
	3 

	Level
	5

	Pre-requisite/Co-requisite/Exclusion
	Nil

	Objectives

	 This subject provides students with
1. the ability to model different types of relationships in a supply chain;
2. the knowledge to design and develop a relationship program with the customer and the supplier, to enable them to better understand and serve their customers, and prioritize their responsibilities and efforts in processing within the logistics operation; 
3. the strategy in relationship management so the company can effectively utilize the tools, techniques, and measures used to develop, monitor, and control performance in the supply chain.

	Intended Learning Outcomes

	Upon completion of the subject, students will be able to
a. apply the general concepts of relationship management with customer, supplier, competitor, and employee in order to build, maintain, and grow networks and relationships with individuals and organizations; 
b. apply the latest development in customer relationship management (CRM)/ eCRM tools in order to develop a customer relationship management program for sales and marketing; 
c. develop CRM business strategies in the supplier relationship management program. 

	Subject Synopsis/ Indicative Syllabus

	1. Concepts in Relationship Management  
Current approaches in relationship management; Types of relationships; Models for partner relationship management; Models for customer relationship management; Models for employee relationship management; Six-stage customer relationship management model.
2. Strategic Purposes of Relationship Management
Strategic roles in relationship management, sourcing, outsourcing, collaborative planning, forecasting, replenishment, and supplier development; comprehensive framework for diagnosing, managing, and building strategic relationships.
3. Operation Improvement for Successful Relationship Management
Framework for alignment of buyer/supplier relationships; Examine and develop CRM with a specific focus on its critical linkage with supply chain management; Strategic and analytical approaches for understanding the key components of CRM in the supply chain and logistics systems.

	Teaching/Learning Methodology 







	A mixture of lectures, tutorial exercises, case studies, projects, and assignments are used to deliver the various topics in this subject. Lectures are the primary vehicle used to deliver the concept of relationship management. Case studies/projects are used to integrate these topics and thus demonstrate to students how the various techniques are interrelated and how they apply in real-life situations. The approach emphasizes learning through practice, which means appreciating knowledge in a real-life context.
	Teaching/Learning Methodologies
	Intended Subject Learning Outcomes to be assessed

	
	a
	b
	c

	Lecture
	
	
	

	Case Study
	
	
	

	Project
	
	
	




	Assessment Methods in Alignment with Intended Learning Outcomes

	
	Specific assessment methods/tasks 
	% weighting
	Intended subject learning outcomes to be assessed

	
	
	a
	b
	c
	
	
	

	1. Assignment
	30%
	
	
	
	
	
	

	2. Project
	30%
	
	
	
	
	
	

	3. Case study/Laboratory
	10%
	
	
	
	
	
	

	4. Test
	30%
	
	
	
	
	
	

	Total 
	100%
	


The assignments are designed to help students apply the knowledge learned in the class. Case studies/projects are employed to help students apply general concepts of relationship management in practical situations. In addition, the test motivates students to digest the knowledge learned in this subject.

	Student Study Effort Required 

	Class contact:
	

	
	· Lecture/Seminars
	24 Hrs.

	
	· Tutorial/Case study
	15 Hrs.

	
	Other student study effort:
	

	
	· Study and self learning
	33 Hrs.

	
	· Assignment 
	20 Hrs.

	
	· Project work and report writing
	30 Hrs.

	
	Total student study effort 
	122 Hrs.
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