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The Key Dimensions of Customer Knowedge and Its Manager ial Process

ZOU Nongji*'?, FEN GJun-wen*
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Abstract : Customer knowledgeis consdered asone of the key strategic resourcesto gain the competitive advantage for enterprises Understanding the
meaning and the key dimensgons of cusomer knowledge is the foundation to i mplement customer knowledge management (CKM). Based on the prac
ticefrom a number of different industries, the paper proposed that cusomer knowledge should involve four key dimendons: knowledge about cus
tomers, knowledge for cusomers, knowledge from customers and knowledge co-creation. Meanwhile, the approaches to manage every dmensonof cus
tomer krowledge in the enterprises nowadays are andyszed. And based on this, the definition of CKM is described and the processof CKM is st up. The pur-
pose of the paper isto provide a conceptud framework for undersandng and implementing CKM in organizations to enhance the cusomer rdaionships.
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