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Abstract:

Knowledge management and Customer relationship management for CKM give the
institution multiple choices of getting competitive privileges over its rivals. In addition to that,
KM and CKM are closely linked, Customer knowledge management CKM is a field that deals
with the application of supporting related tools of exchanging expertise inside the facility as well
as in between it and its Customer, that is, Customer knowledge gets used to strengthen the bond
with Customer in the sense of improving the quality of services, satisfying Customer and
maintaining profits. Customer knowledge management CKM is a strategy that allows the
institution to promote its Customer from being passive consumers to being active partners by
means of services exchange in KM, CKM is the provider that gives the tools and ways of
knowledge exchange. There exists a need of Customer relationship management CRM for it
generates and uses this knowledge in communicating with clients.

Key words: Knowledge Management, Customer Relashionship Management, Customer
Knowledge, Customer Knowledge Management.
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Source :Derliyski Z.&Frohlich C, Obtaining and Leveraging Customer
Knowledge for Customer-Oriented Products, University of Kristianstad
Department of Business Administration, Suede, January, 2004, p22.
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