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 چکیذُ
ٻ ٖٷٹاٴ ټؿتٻ ٦اضتطز اظ ټٹـ ٲهٷٹٖځ زض ٲسڂطڂت اضتثاٌ تا ٲكتطڀ ت

ٲط٦عڀ ٞٗاٮڃت ټاڀ تاظاضڂاتځ ٲٹضز تٹخٻ ٦ؿة ٸ٦اضټاڀ اٲطٸظڀ ٢طاض ٪طٞتٻ 
پڃكڃٵ،  ڀټا تطضؾځ ٲُاٮٗات نٹضت ٪طٞتٻ ٸ پػٸټفاؾت.  پػٸټك٫طاٴ تا 

اٲا تا تٹخٻ تٻ ٲطتثٍ ٶثٹزٴ تطذځ اظ ٖٹاٲ٭  ضا اؾترطاج ٦طزٶس، ٲٟاټڃٱاتتسا 
، تٻ ٦ٳ٥ ضٸـ ٲهاحثٻ ٸ تا ٸيٗڃت ٦ٷٹٶځ تاٶ٥ ټاڀ اڂطاٴ قسٺ اؾترطاج

٦ڃٟځ ٸ ٦ٳځ  رتٻڃضٸـ پػٸټف، آٲذثط٪اٴ تٽطٺ تطزٺ قس.  اظٶٓط زٮٟځ
اتتسا اظ َطڂ١  .ضٸز ځٸ ٦اضتطزڀ تٻ قٳاض ٲ ڀا تٹؾٗٻ اؾت ٸ اظٮحاِ ټسٜ،

تسٸڂٵ قس ٦ٻ ٲس٬  قٷاؾاڂځ قس. ؾپؽ ټا ٲؤٮٟٻذثطٺ ٶٟط  21تا  ٲهاحثٻ
ٲكتطڀ ٲثتٷځ تط ٦لاٴ ٲسڂطڂت اضتثاٌ تا  ٲٟٽٹٰ 21قاذم ٸ  197 قاٲ٭ 

ٲس٬ اٸٮڃٻ، اظ ٦اضقٷاؾاٴ ٸ  أڂڃسٲٷٓٹض ت تٻزازٺ ق٧٭ ٪طٞت. زض ؾٻ ٲطحٯٻ  
٦طزؾتاٴ،  ،ځٚطت داٴڂآشضتا ڀاؾتاٴ ټاتاٶ٥ ټاڀ ٚطب ٦كٹض) طاٴڂٲس

. تط اؾاؼ س٦ٻ زض ٶٽاڂت ٲس٬ تاڂڃس ق ٶٓطذٹاټځ قس( ٦طٲاٶكاٺ ٸ ټٳساٴ
ضڂتٱ ټاڀ ٦لاٴ زازٺ اظ اؾتطاتػڀ تاٶ٥ ټا تا اظ زازٺ ٸ اٮ٫ٹ آٲسٺ زؾت تٻ ٶتاڂح

ٻ  ٻ، ٶ٫ٽساضڀ ضاتُٻ ٸ پاڂاٴ ضاتُ ټاڀ پاٶعزٺ ٪اٶٻ زض ؾٻ ٲطحٯٻ قطٸٔ ضاتُ
 ٳتڃ٢ ٷٻ،ڂزضآٲس،٦اټف ټع فڂاٞعااؾتٟازٺ ٦طزٺ اٶس ٸ پڃاٲسټاڀ ټٳچٹٴ 

تٹؾٗٻ  ،ڀتٽثٹز ؾٹزآٸض ٛات،ڃتثٯ ڀټسٞٳٷس ا،ڂٸ پٹ  ځقره ڀ٪صاض
 ٱڃٹقٳٷس ٸ ٦ٳ٥ تٻ تهٳٲٷاتٕ ټ مڃتره س،ڂٲحهٹلات ٸ ذسٲات خس

ٲؿائ٭ ڂت ٸ طڂٲس ڀٲؿائ٭  ٸ چاٮف ټاتسؾت آٲس.  ټٳچٷڃٵ  طاٴڂٲس ڀطڃ٪
 تط اڂٵ پڃاٲسټا اثط٪صاض اؾت.  اٞطاز ځقره ٱڂٸ حّٟ حط ځاذلا٢

 ّاي کلیذيٍاشُ
ٲسڂطڂت اضتثاٌ تا ٲكتطڀ، ٦لاٴ زازٺ، ٞطاڂٷسټاڀ اضتثاَځ، تاٶ٥ ټاڀ 
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Abstract 
The use of artificial intelligence in customer 
relationship management as the core of marketing 
activities has been considered by today's businesses. 
The researchers first extracted the concepts by 
reviewing the studies and previous researches, but due 

to the non-relevance of some of the extracted factors to 
the current situation of Iranian banks, they were used 
by experts using the interview method and Delphi. The 
research method is a mixture of qualitative and 
quantitative and is considered developmental and 
applied in terms of purpose. The components were first 
identified through interviews with 21 experts. Then a 
model was developed that includes 197 indicators and 

21 concepts of customer relationship management 
based on big data. In three stages, in order to approve 
the initial model, experts and managers of the western 
banks iran (West Azerbaijan, Kurdistan, Kermanshah 
and Hamadan provinces) were consulted, and finally 
the model was approved. Based on the obtained results, 
banks with data and big data algorithms have used 
fifteen strategies in three stages of relationship start, 

relationship maintenance and relationship end, and 
consequences such as revenue increase, cost reduction, 
personal and dynamic pricing, advertising targeting. , 
Improved profitability, development of new products 
and services, allocation of smart resources and assisting 
managers in decision making. Also, management issues 
and challenges and ethical issues and privacy affect 

these consequences. 
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