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Identif ying Core Competency based on Customer Value

XU Jiarrping' , YANG Yaping’
(1. School of Management ,Zhejiang University , Hangzhou 310058 ,China;
2. Hangzhou Sundy Rea Estate Co. ,ltd. ,Hangzhou 310016 ,China)

Abstract : This paper reviews the present theories of identifying core competency of enterprises, and expatiates the reason why identifying core
competency should be based on customer value, at last offers a way of core competency s identification based on customer val ue.
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