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The Sudy of the Agricultural Labor Productivity in the Plain Area of Northwest of Anhui

DON G Gui-cai
(Anhui Universty of Finance and Economics, Bengbu Anhui 233041, China)

Abstract : The paper uses the method of households day account to count peasant households grossincome, agriculture working time and nor-agri-
culturd working time, and andyze them. The condusion drawn is, an hour working in agriculture (induding planting and feeding) could increasng
21. 9 yuan to tota income of the household. But an hour working in norragriculture could only bring 1. 72 yuan to theincome. Therefore, the agricul-
turd labor productivity of the peasant household is not lower than nonragriculturd labor productivity.

Key words: agriculturd labor productivity ; household day acoount ; agricultura working time
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Sudy on Customer Knowedge Management Competence Oriented CRM

ZOU Nongiji*?, MEN G Qing-liang*
(1. Ingitute of Economic & Management , Nanjing Universty of Science & Technology , Nanjing 210094 , China;
2. Jiangsu Universty of Science & Technology , Zhenjiang Jiangsu 212003, China)

Abstract : CRM processis a srong knowledge intensty process and customer knowledge is consdered as one of the key strategic resources for the
CRM success. Recent studies conducted in thefiddsof Knowledge Management and Customer Relationship Management has proposed that the two go-
proaches can have great synergies. Based on this, we describe CKM as an ongoing process of generating, disseminating and usng customer knowledge
within an organization and between an organization and its customers to acquire and retain the profitable cusomers. Then, the CKM competence is
gtudied and the tentative theoreticd framework of CKM competenceis st up , we propose that CKM competence should concern five key dimensonsin
particular : inter-functiona cooperation; supportive organizationd systems; cooperation with customers; supportive I T sysems; organizationd culture
that support organizationa learning and customer orientation.

Key words: customer knowledge management ; customer relationship management ; competence
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