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Abstract: This paper discussed the definition of marketing knowledge and marketing knowledge management. The supervisory retention rate (srr) is provided. The framework of marketing knowledge management systems  (MKMS) was built. The marketing knowledge management systems are relation of several knowledge management processes issues. We provide a complementary MKM framework of highlight shared knowledge for building a MKMS based on CRM in this area. The papers in this special issue are then discussed.  
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1.Introduction

A hallmark of the new economy is the ability of organizations to realize economic value from their collection of marketing knowledge assets as well as their assets of information, production distribution, and affiliation. The investigation of the CNNIC (CNNIC, 2003) until 30th June 2003 shows that the number of the Chinese net citizens accounts for 68 million, which has been increasing rapidly, more than doubling every half a year and in 1996: only 0.1 million. It increased quickly, more than doubling every half a year. The growth rate will be useful to building a system for how to verify customers’ demands and how to retain customers. The system not only discusses traditional customer systems but also provides an integrated solution to resolve problems in new marketing business models. Marketing knowledge management system (MKMS) is one of the fastest growing business models since business is increasingly recognized that in order to achieve a sustainable competitive advantage. Understanding customers and strengthening relationships with them is essential in today’s demand-driven economy as customers are just buying products; they are buying their relationship with business. The importance of customers to the enterprises greatly increases. A report in 1998 pointed out “the typical company derives 80% of its profit from 20% of the customers base”(www.customer-loyalty.org). The MKMS is a new tool for managers now. It made preparations for collection of customers’ knowledge in linking individuals using information technologies. The MKM framework situated organizational learning perspective that marketing knowledge as embedded in individuals, in connections between individuals, and in artifacts as a useful lens to examine phenomena related to the establishment of MKM initiatives. A framework of MKM based on CRM must be studied. We highlight the factors responsible for the limited success of the initiative in the firm. A consideration of the situated knowledge web and the alignment of the initiatives with the features of the knowledge web are central to success in marketing knowledge management efforts in firms. This paper will provide an understanding and appreciation for the use of marketing knowledge management to successfully manage an enterprise for the knowledge economy age. The MKMS goals are to acquire new customers, retain old customers, and grow customers’ profitability by acquiring customer knowledge and knowledge sharing.

2. Marketing knowledge and marketing knowledge management

Generally speaking, knowledge is based on certain view field. From an expand scale, it is information by using of symbols. Information is intention and substance of knowledge. Symbols are extension and form of information. In computer, knowledge presented by computer must satisfy the unified structure model, limited identical symbols. It constitutes a reasonable system. It is a 3-level knowledge system manifested by “concept-truth-regulation” .it can be divided into three levels: concept knowledge, truth knowledge and regulation knowledge, the nature of knowledge display with the characters of true, relative, incomplete, indistinct, precise and compatible. It can also be manifested, saved and handled. Marketing knowledge includes customer knowledge hidden in databases, provided a deeper understanding of customer behavior and needs, provided positive impact on customer relationships and others such as promotions, distribution channels advertising based on effective segmentation.

There is no unified definition for KM so far. Although we’re not clear yet about the characteristics of knowledge and knowledge management, but we may describe the characters of MKM as follows: MKM should be marketing tactics, knowledge sharing cost, methods and technology which can succeed in fierce competition of market globalization and organization layers cutting down. It can make people share marketing information resources, which include database, text, knowledge base, expert suggestions, and employees’ experiences. MKM can be integrated for analysis to the basic information, profile of customers, purchasing history and visit-log. It can decrease the supervisory retention rate (srr) and retain type ‘A’ and ‘B’ customers (a kind of synthesized type for customers, Huosong Xia and Shuqin Cai, 2002). 

Supervisory retention rate: The supervisory retention rate is computed right after customer class by type ABC. The formula is as follows:

srr=1-(possibly-defected+defected) type ‘A’ and ‘B’ customers /total customers

customer ∈{normal class, defected class, possibly defected class}

Computing customer belongs to one of three classes: computing normal class and defected class are easy, but computing possible defected class is difficult. We can compute by rough set.

If  srr<α (for example, α=1%) then MKMS will do further analysis and do effective marketing decision to obtain clues of directions of customer-relationship improvement.

From a technological aspect, it is knowledge bases, data mining and intelligent agent, text management, research, network (such as Internet, Intranet, Extranet) of enterprises.

The primary purpose of this framework is to guide executives on choices to initiate marketing knowledge management projects according to goals, organizational character, and technological, behavioral, or economic biases secondary data to propose taxonomy of strategies, or schools, for knowledge management. We trace in pragmatic terms some of what we know about marketing knowledge, information technology, knowledge management systems and a complementary MKM framework. Knowledge is now recognized as an important basis for competitive advantage and many firms are beginning to establish knowledge management system. These include efforts to codify knowledge in repositories as well as efforts to link individuals using information technologies based on CRM to overcome geographic and temporal barriers to accessing knowledge and expertise.  MKMS, to be successful, needs to be built the context of generation, location, and shared knowledge.

MKMS involves electronic transmission of information, verification of information resources and services, reconstitution of decision-making support tools and the life cycle of handling information. 
3. A framework of MKMS based on CRM

We show a framework of MKMS based on CRM in fig.1.






   

   






Fig.1. A framework of MKMS based on CRM 

MKM-station: Marketing Knowledge Management station is a station based on web for marketing knowledge reusability with emphasis on MKMS and repositories using DHTML,XML DM, business intelligence, Collaborative　Product Commerce （CPC）and safe technologies. Synthesis of marketing knowledge from a wide variety of sources can provide four distinct types of knowledge reuse situations according to the knowledge reuse and the purpose of knowledge reuse. The MKM-station supports shared work producers, who produce knowledge they later reuse and shared work practitioners, who reuse each other's knowledge contributions; expertise-seeking novices and secondary knowledge miners. Each type of knowledge reuser has different requirements for knowledge repositories. Owing to how repositories are created, rousers' requirements often remain unmet. Repositories often require considerable rework to be useful for new rousers, but knowledge producers rarely have the resources and incentives to do a good job of repurposing knowledge. Solutions include careful use of incentives and human and technical intermediaries. 

Recommend system: It provides the user with the items that they might wish to purchase based collaborative filtering and based customer knowledge.

Customer services: It provides the customer self-service and consults on experts after sales. For company, it is useful to improve products based on maintain knowledge and the models of goods’ wrong.

Plate form of sales: consisting of providing product catalogs, negotiation and processing order and pay the bill.

Acquire knowledge plate form: include shallow marketing knowledge and deep marketing knowledge acquired by using data mining intelligence agent. The source of data generated from users DB, goods DB, trnsaction and marketing DB and non-structured data for DM. Intelligent agents utilize various AI tools such as neural networks and fuzzy logic to form the basis for knowledge acquired in OLAP. MDA tools are slice-and-dice techniques that allow you to view multidimensional information from different perspectives. We highlight that outlier mining is an important part of data mining.   

Shared knowledge plate form: includes search engines, meta-search engine, intelligent agent which a software program with built-in knowledge that can carry out specific repetitive, predictable tasks for individuals and can work in computer networks. Intelligent agents (tireless assistants) can act as personal assistants, find and retrieve information from your company’s database, or find and retrieve information across networks. The two transfer mechanisms - mentoring and storytelling in the workplace that can leverage the knowledge of an organization, particularly its tacit knowledge. The organization and individuals are using the Internet to help solve knowledge-transmitting problems. 
Four different situations of organizational ownership (information vs. expertise/internal vs. external sharing) were considered. The study found that a belief in self-ownership was positively associated with organizational ownership - suggesting a collaborative type of ownership situation for both information and expertise and for both internal (intra-organizational) and external (inter-organizational) sharing situations. Organizational culture and the type of employee also influenced the beliefs of organizational ownership in all four scenarios. Shared knowledge and protected knowledge are contradictions each other. Shared knowledge needs cost. The factors in cost of share knowledge: the platform of hardware, the platform of system software and application software, transform the management way cost, lean cost, private information cost, cost of acquire expert and staff members.

In knowledge sharing platform, there is very important thing knowledge work refers to work that primarily involves the creation of new information or knowledge. Knowledge work and workers play such a large role in firm, scholars refer to our society and other economically advanced societies as information and knowledge economies. Knowledge workers are distinguished by the amount of formal schooling required in order to perform their jobs and by a large creative component in their work. The rules of inspiration provider for knowledge include building CKO organization, giving a reward or prize to who primarily create new information or knowledge.  

CRM: includes customers computing customer lifetime values, the supervisory retention rate, rate of frequent buyer, size of purchases, detail customer groups and types and customer buying patterns. Through CRM are used MKM to effectively the discovery of customer knowledge with their relationship management strategies.  

4. Conclusion

We presented the framework of MKMS based on CRM and the supervisory retention rate. It is important to build the MKMS. This framework covers key aspects of marketing knowledge management. The results provide a basis for understanding the competitive predisposition of a firm as it enters a program of marketing knowledge management and CRM. 
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