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% 1 CKM versus Knowledge Management & Customer Relationship Management[7]

KM CRM

CKM

Knowledge sought | Employee, team, company,

Customer Database.

Customer experience, creativity, and

in network of companies. (dis)satisfaction with products/

services.

Axioms It only we knew what we ‘Retention is cheaper than ‘If only we Knew what our customers
know. acquisition.’ know.*

Rationale Unlock and integrate mMining knowledge about the Gaining knowledge directly from the
employees’ knowledge about customer in company's customer, as well as sharing and
customers, sales processes, databases. expanding this knowledge.
and R&D.

Objectives Efficiency gains, cost saving, Customer base nurturing, Collaboration with customers for joint
and avoidance of re-inventing maintaining company's customer | value creation.
the whesel base

Metrics Performance against budget. Performance in terms of Performance against competitors in

customer satisfaction and innovation and growth, contribution o
loyalty. customer success.

Benefits Customer satisfaction. Customer retention. Customer success, innovation,

organizational learning.

Recipient of
Incentives

Employee.

Customer.

Customer.

Role of customer Passive, recipient of product.

Captive, tied to product/ service
by loyalty schemes.

Active, partner in value-creation
process.

Corporate role Encourage employees to share
their knowledge with their

colleagues.

Build lasting relationships with
cusfomers

Emancipate customers from passive
recipients of products to active co-
creators of value.

EKM: Enowledge Management CRNM: Customer Relationship Management CEM: Customer Enowledge Management
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Market Research
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Management
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Loyalty Complaint
Management Management

Disposal

w

B 1 A Process Framework for CRM[10]
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