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Abstract

Demand analysis plays a key roles in helping decision making in all fields of production activities. In order to
analyze the demand of the client, items on the preference motivation for CM service has to be formalized , but it
is difficult to establish, The purpose of this study is to present items of demand analysis for CM Clients. For this,
the factors affecting purchase of CM service for CM Clients are analysed through literature review in other
various areas about intend to purchase. Through this, increase the importance of the CM demand analysis and
understand the service demand, the growth of the CM market, important foundation.

Keywords : Client, Purchase to intension, Fiow, Demand Analysis
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