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Strategy of Customer Knowledge Management Base on Lifetime

ZHOU Ming, LI Xiang-ping, Y Yi
( College of Economics and Business Administration , Chongging University , Chongqing 400030 , China )

Abstract: The same CRM solution in same industry results in service assimilation among businesses, the cost of customer

retention are rising, such strategy can not serve the purpose of saving customer cost for companies. This article intro-

duces the new CRM solution ~ CKM, then analyzes the information from customer to company through the process that

company dealing with consumer, and proposes a solution of the five styles CKM.

Key words: customer knowledge management; psychology process of consume; customerlifetime

(8 AFEL)


http://www.cqvip.com

