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Sudy on ldentification of Key Customer Knowledge Source
Oriented Product Innovation in CRM

Huang Zhiyang' ,Han Yugi' ,Meng Qingliang®
(L School of Management & Economics,Nanjing University of Science and Technology ,Nanjing 210094 ,China;

2 School of Management & Economics Jiangsu University of Science and Technology ,Zhenjiang Jiangsu 212003 ,China)

Abstract : Based on the interactive perspective of customers and enterprises,this paper analyzes the key dimensionsof customer knowledge ,and
proposes the framework to identify the key customer knowledge source based on three aspectsof customer knowledge va ue ,the customer’ s api-
ration to share knowledge and the enterprise’ s capability to absorb customer knowledge The results show that :customer knowledge value re-

flects the value taken by customer knowledge;the customer’ s apiration to share knowledge reflects the level of customer’ s willingness to com-

municate knowledge with enterprises;the enterprise’ s capability to absorb customer knowledge reflects the ability to acquire ,assmilate ,trans-
form ,exploit customer knowledge and apply it to enterprise’ s decisorr-making Theidentification system of key customer knowledge source with
three-dimensions gives consderation to customers and enterprises,and embodies the mechanism of willingness and justicein customer knowledge

sharing.
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