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1 24 699. 5 1155 690 645 0
2 23 320 1580 417 327 2
3 26,759 124 528 395 2
4 28 ,582 0 495 360 3
5 29 483 118 506 410 2
6 19 ,675 140 462 439 2
7 24 ,863 80 471 404 2
8 29 864 0 423 382 1
9 7261 866 352 390 0
10 11,327 1848 456 395 0
11 9856 0 359 380 1
12 13 458 0 530 423 1
13 15,538 0 574 368 0
14 10,873 495 397 428 0
15 19,230 1160 553 426 0
16 8683 1100 365 457 0
Eviews3. 1 , = - 7335.092 + 0. 509281X; + 41. 17420X, +
2.538713X5 + 5473. 270X,
Y = b + b1 Xg +102X5 + baXs + by Xy +€ t=(- 0.742122) (0.211856)  (2.189639)
Eviews3. 1 , (0.095837)  (3.401308)
(oL9 , : R?=0.682576 Adjused R®=0.567149
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F=5.913499

X1,X3 a=005 't

Dependent Variable: Y
Method: Least Squares

Date: 04/04/06 Time: 20:25
Sample: 1 16

Included observations: 16

Variable Codficient Sd. Error t-Satigic Prob.
C - 6949. 857 9320.589 - 0.745646 O0.4702
X2 40. 82152 17.96942 2.271722 0.0423
X3 3.001637 25.32733 0.118514 0.9076
X4 5339. 116 1419.243 3.761946 0. 0027

R-sguared 0.681281 Mean dependent var
18966. 97

Adjusted R-squared 0.601601 S D. depen-
dent var 8005. 951

S E. of regresson 5053.262  Akake info
criterion 20. 10577

Sum squared resd 3.06E+08  Schwarz cri-
terion 20. 29892

Log likelihood - 156. 8462 Fgatigtic
8. 550245

DurbinrWaton sat 1. 826667 Prob (F
satistic) 0. 002620

= - 6949. 857 + 40. 82152X, + 3. 001637 X3 +

5339. 116X,

t = (- 0.745646) (2.271722) (0.118514)
(3. 761946)

R?=0.681281 Adjusted R =0.601601 F
=8. 550245
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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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