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Abstract: In this information age, Knowledge Management (KM) and Customer Knowledge Management
(CKM) have become the main competitive strategies of the organization to improve the Organizational
Performance (OP). This study discusses the role of KM and CKM implementation in improving the OP.
Moreover, the study also highlights the concept of KM, CKM and the related 1ssues pertaining to this concept.
This study suggests that the successful mmplementation of CKM 15 not only supported by the mtegration of
knowledge and KM, but also need supporting from the organization. Based on the discussion, it can be
concluded that the implementation of KM and CKM in the organization can play a leading role in improving

the OP.
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INTRODUCTION

CKM or Customer Knowledge Management is
derived from knowledge management (KM) concept
which can be applied by organizations to fulfill their
customers’ desires and wants. Therefore, this 15 a
conceptual study to study the role of KM and CKM in
influencing organizational performance. The study
reviews literature on the history of knowledge, KM and
CKM. Besides, this paper goes on to discuss two
concepts that play role in influencing organizational
performance; namely KM and CKM. Thus, the objective
of this study aims to shed some Light on how KM and
CKM have become the main strategies in influencing
organizational performance.

In the mecreasing business competition, companies
need to know how to utilize valuable assets in order to
Increase its competitive advantage. According to Abdul
(2010), the main objective for any organization now a days
is to improve their economic advantage in the business
enviromment. Therefore, one of the valuable assets that
reside in the organization is derived from the concept of
knowledge. Recently, busmesses are overwhelmed with

the terms of knowledge economy, knowledge society and
knowledge workers that were emerging in this 21st
century. Hence, the importance of knowledge has slightly
risen and become the influential asset. It 1s essential to
the knowledge that within  the
organizations including the internal or external

oversee exists
enviromment. As a result, knowledge has been 1dentified
as a major mechanism in order to become a successful
business these days. Davenport and Prusak (1998) argued
that the data are raw materials and facts. However, they
claimed that knowledge 18 not only about a data or
information. Instead, information is data that can be
conwverted into useful context information. They further
insisted that knowledge is organized information that
have a meaning and useful means (Mahdi et al., 2011).
Therefore, it defines knowledge as “Knowledge 15 a
combination of contextual information, values and
experlence. Furthermore, it 1s a framework for assessing
and combining the information and experience. In
organizations, it often becomes embedded not only in
documents or repositories but also the practices,
processes and norms”.
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Faucher et al. (2008) identified knowledge that consists of
data, information, knowledge and wisdom. According to
them, this knowledge is known as knowledge hierarchy.
Furthermore, wisdom is known as a widen knowledge
through significance and intelligence that linked with
more actions and undertaking’s (Kharabsheh ef af., 2012).
In relation, kmowledge hierarchy tries to apprehend the
collective essence of the existing definitions i the
Knowledge Management (KM) literature (Anand, 2011).
From the above argument, it can be concluded that the
distinction between data, information and knowledge is
merely on the degree of profundity where knowledge 1s
perceived as approximately more ‘profundity’ than
mformation.

Polany:i has suggested that knowledge has an
essential value and can be divided into explicit and tacit
(Polanyi, 1962). Furthermore, Nonaka (1995) model as
shown in Fig. 1 have exlubited the dissimilarities between
explicit and tacit knowledge. They expressed that tacit
knowledge rests in the human mmd, thus difficult to
verbalize. Therefore, tacit knowledge is difficult to
communicate or deliver. They also recommended that tacit
knowledge as an individual’s feelings, body language,
mstinct and physical experience. On the other hand,
(Rollins and Halinen, 2005; Rowley, 2002a) justified that
explicit knowledge should be orgamzed and transferred in
an effective way. In other words, explicit knowledge
should be presented in a formalized manner that can be
understood by the people.

MATERIALS AND METHODS

The importance of knowledge: According to Baharom
et al. (2007), knowledge is explicitly managed and

mampulated as a source of competitive advantage. Thus,
in this knowledge society, the concern of the Prime
Minister, Datuk Seri Najib Tun Razak in developing the
country within the knowledge economy has suited very
perceptible. According to Syed and Rowland (2004), the
public and private sectors in Malaysia have been advised
to foster a more knowledgeable organization, especially in
terms of managing knowledge and improving services to
the public.

At the official opening of a K-Economy Conference
on 17 October 2000, the former Prime Minister of
Malaysia, Tun Dr Mahatlir Mohamed emphasized that
knowledge 1s real and the productivity growth 1s doubled
in knowledge-rich economies. Therefore, it is important to
share the knowledge because it can give the benefit to
people and mmproved Orgamzational Performance (OP).
organizations begin to comprehend that
creating, maintaining and keeping data and information is

Various

not plentiful to sustain competitive advantage mn the
business environment. Consequently, knowledge as an
organizational property must be managed, shared and
distributed by the organization in order to become
effective. According to Marr and Schiuma, organizations
should aware that knowledge resources are very
important to improve organizational effectiveness. Thus,
to achieve effectiveness they should be able to manage
and combine the orgamzations resource’s effectively.
According to Allameh e al. (2012), scholars and
practitioners have advocated that knowledge is important
as an organization’ resources for many years.
Furthermore, Alhawari and Al-Jarrah (2012) emphasized
that knowledge is crucial assets for organizations to
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enhance its business advantage, which is the significance
of OP. However, Danish et al. (2012) emphasized that
knowledge 15 valuable when it 1s practically applied.
Otherwise, it is worthless if the data are not organized and
structured. In line with this, Raja ef af. (2010) claimed that
most organizations failed to address the methods and
strategies to exploit the knowledge assets, although the
value of knowledge as an important asset was
acknowledged. Besides, if the knowledge were not
accessible and applied m an orgamzation, knowledge
exists within the organization becomes
(Boljanovic and Stankovic, 2012).

Drucker (1993) argued that nowadays the basic
economic resource is and will be knowledge, thus we need
to utilize this resource in the knowledge based society.
Furthermore, knowledge 15 crucial to the long-standing
success and sustainability of organizations (Nonaka and
Takeuchi, 1995). Tt was supported by Lin (2007) who
argued that knowledge can be considered as a core
competence and performance driver of the firms. Thus,
mny organizations have realized that the creation, transfer
and management of knowledge are critical for
organizational success mn today’s business environment
(Anantatmmula, 2007). Furthermore, there has been
increasing acknowledgement in the business atmosphere
in beholding knowledge as crucial resource.

According to Huang and Lai (2010), knowledge
resources are more mmportant than traditional ones such
as land and capital. Hence, knowledge has turned into
noteworthy resources for the organization to invent
endlessly (Andrawina, 2009), and thus contribute to the
OP (Goh, 2004). In relation, Kiessling ef al. (2009)
emphasized that various organizations have appropriately
strategized to govern their knowledge efficiently in the
process of attaming or fostering new knowledge. This 1s
mnportant due to the overabundance of mbound
information and outward knowledge.

useless

Knowledge management defined: Emadzade et al. (2012),
Wu and Lin (2009), Bontis and Serenko (2009) have
emphasized that, the past decade has seen widespread
research on KM. They argued that KM has steadily
developed into an academic field and thus, most of the
academicians’ have begun to explore the concept of KM.
Besides, KM has begun being taught in the fields of
business administration, management and information
systems as well as library and mformation sciences
(Talet, 2012; Raja et al., 2010; Alavi and Leidner, 1999,
Zack et al., 2009).

KM has become an emerging discipline at the end of
the 19908 due to companies’ requirements to manage their
knowledge resources more effectively (Raja ef al., 2010;

Ma and Yu, 2010; Akhavan and Heidari, 2008). This is due
to the progress of KM theory and practices that was
instinited in 1991 (Talet, 2012; Nonaka, 1991).
Furthermore, the credit should be given to Ikujro
Nonaka, Peter Drucker, Paul Strassman and Peter
Senge who have impacted to the emergence of KM
(Raja et al., 2010).

There was no mutual agreement to define the term
KM (Alaei et al., 2012). Scholars and practitioners have
defined it in different concept (Mahdi et al, 2011).
Therefore, many scholars have the same opinion that
there are no united definitions of KM (Boljanovic and
Stankovic, 2012; Alaei et al., 2012). However, management
approach and the process approach which has been
argued by Bhatt (2001), Moballeghi and Moghaddam
(2011) as the two methods to define KM. From the
perspective of management approach, some academicians
refer KM as an incorporated approach to managing
knowledge for organization’s long term interest
(Darroach and McNaughton 2002; Scarbrough, 2003)
and harness technology. However, Davenport and Prusak
(1998) argued that KM is related to managing the
organization’s knowledge through a specified process
for obtaining, managing, maintaining, operating, sharing
and rejuvenating the knowledge of employees to create
value in order to enhance OP.

Based on the above argument, it can be understood
that KM is about how an organization develops and
manage the knowledge to achieve its vision and mission.
Lately, other fields have started contributing to KM study
in the area of banking (Ajlouni, 2013), pharmaceutical
(Kharabsheh et al., 2012), insurance, public health,
computer sciences, public policy, information and media
(Talet, 2012). Davenport and Prusak (1998) argued that the
topics of KM have begun to enlarge and grow deeper
with the increase in research by both practitioners and
academicians. Furthermore, KM has created an important
essence of knowledge in terms of theory and practice.
Besides, Liao and Chuang (2006), Claycomb ef al. (2001),
Staples ez al. (2001), Drucker, (1999), Davenport and
Prusak, (1998), and Davenport et al. (1996) had stated that
KM has been viewed as being crucial for easy and
successful operation of organizations. Tt is supported
by Mau (2005) and Mahdi et al. (2011) who said that
KM assist the organization maintain its learning capacity
to remain innovative and competitive as well as
improved OP (Alhawari and Al-Tarrah, 2012; Talet,
2012). Parlby has demonstrated that the benefits of
implementing KM include:

» Reducing the percentage employees leaves the
organizations since they have the intellectual
knowledge that can contribute to the organization

s  Organizations can utilize knowledge resides in
employees that can improve job performance
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¢ Provide a better decision making; and
*  Can improve the quality of current product and as
well as creating new product

In relation, Wug and Jooste argued that KM can
bring vital outcomes to organizations and improving their
competitive positions by promoting firm productivity.
Other academician’s have asserted further benefits of KM
such as boosting OP (Roy et al., 2012; Zaied et al., 2012;
Choudhary et al., 2011; Moballeghi and Moghaddam,
2011; Alhawar ef al., 2010, Karadsheh et al., 2009; Liao
and Chuang, 2006; Kiessling et al., 2009; Darroch, 2003),
enhancing mnovation (Alavi and Leidner, 2001),
improving operational effectiveness (Drucker, 1993; Islam
et al, 2011) generating shareholder value (Bock et al.,
2005) boosting customer lovalty (Aghaie, 2009),
augmenting financial performance (Zack ef af., 2009),
increasing customer knowledge and reducing complaints
(Alhawari et al., 2010), maximizing intellectual assets
(Teece, 2004) providing better product and services
quality (Anantatmula, 2007), heightening organization
capability (Salina and Wan, 2011, Juntarung, 2008) and
mtensifying strategic competence (Alhawari and Al-
Tarrah, 2012).

Tt was proven that with the implementation of KM,
the orgamizations can enhance the market competitiveness
and improves OP. Previous researches have shown that
organizations which established a good KM concept have
successfully gained benefit from it.

RESULTS AND DISCUSSION

Customer knowledge management defined: Recently,
most organizations are focusing on the implementation
of KM. However, it is insufficient due to its relevance.
In today’s competitive business environment, the
implementation of KM should be extended to the concept
of Customer Knowledge Management (CKM). Despite the
fact that CKM is a more recent concept, it has become an
important branch of KM. Furthermore, many academicians
agreed that CKM concept 1s originally derived from the
concept of KM (Allameh et al., 2012; Mukherji, 2012;
Sanayei and Sadidi, 2011; Belkahla and Triki, 2011,
Nejatian ef al., 2011; Peng et al, 2009, Bogue and
Sarenson, 2009, Zanjani et al., 2009,. Zanjani et al., 2009,
Akhavan and Heidari, 2008; Liyun et al., 2008; Kong and
Cai, 2008; Lopez-Nicolas and Molina-Castillo, 2008; Chen
and Su, 2006; Feng and Tian, 2005; Rollins and Halinen,
2005; Salomann et al., 2005; Ho et al., 2004; Bueren et al.,
2004; Garcia-Murillo and Annabi, 2002; Rowley, 2002b;
Davenport et al., 2001).

There are two groups of scholars who significantly
explore the concept of CKM and have been referring to by
most of the CKM researches. Gibbert et al. (2002) have

defined that CKM is the strategic process on how the
organizations build better relationship with the customers
and later on empower them as knowledge partners.

Gibbert ez al. (2002) have emphasized that, CKM is
about acquiring, sharing and increasing the knowledge
exist in customers to both customer and organization
benefits. According to them, CKM 15 in the form of
prosumerism, mutual revolution, team-based co-learming,
communities of practice and joint Intellectual Property (IP)
management. Besides, CKM reflects the management of
knowledge residing in the customer, in contrast to
knowledge about customers which is the classic
knowledge used mn Customer Relationship Management
(CRM) systems (Gibbert ef al, 2002). They added that
both KM and CRM focused on obtaining knowledge
about customers, but managing customer knowledge is
focused towards obtaining knowledge directly from
customers. From the organization’s perspective, KM
encowages employees within the orgamzations to
share their knowledge with their colleagues. Whereby,
CKM management emancipates customers from
passive recipients of products to become effective
co-initiators of value.

Gebert et al. (2002) was the second scholars who
develop thewr CKM concept through the combmation
between CRM and KM. Indeed, Gebert ef al (2002)
claimed that CKM 1s not a separate concept, but rather the
whole CKM is seen from the customer perspectives.
According to them, a CKM lies at the center of the KM
concept with the combination of KM and CRM. They
have classified three main dimensions of CKM in therr
concepts namely knowledge of customers, knowledge to
customers and knowledge about customers.

Knowledge for customers involves knowledge or
about goods, marketplaces and suppliers (Garcia-Murillo
and Ammabi, 2002). Besides, knowledge for customers 1s
created from organizations to customers and suppliers.
For mstance, the orgamzation will offer knowledge about
merchandise, market and suppliers to customers m order
to inform them the recent matters in the market.

Knowledge about customers can be obtained
through a survey of the customer’s needs and wants,
service to customers and complaints from customers.
Salomarm et al. (2005) define tlis knowledge as
knowledge about the customer that encompasses the
customers’ present needs and requirements, future
desires, connections, purchasing activity and financial
capability. Knowledge about customers can be captured
through customer surveys, service management and
customer complaints. It 13 accumulated to understand
motivations and to address customers in a personalized
way.

According to Garcia-Murillo and Annabi (2002),
knowledge resides from consumers 13 obtamned from the
interaction between customers and suppliers. Through
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Fig. 2: The relationship between KM, CKM and OP

the commumnication with the clients, this knowledge can be
drawn together for continuous advancement such as
enhancements or creating new product. From the
feedback from the customers, organizations can improve
the current product as well create a new product.
Therefore, orgamzations can create collaborations with
customers to generate new products and services that can
enrich OP.

These three types of knowledge flows provide
important short and long term advantages. Knowledge
that 1s acquired through interactions with customers will
generally proceed to advancements in organizations’
products and services. Therefore, 1t helps the
organizations to enhanced the wishes of customers and
permit them to better realize the customers’ expressed
needs. Besides, getting in touch with customers may help
mn tackling some of the customers’ concerns and desires.
However, these three flows of customer knowledge must
be consistently shared within the orgamzations m order
to achieve organizational success.

In this study, the term OP or effectiveness was based
on Venkatraman and Ramanujam’sresearch that refers this
concept to business performance. According to them, the
conceptualization of business performance would include
an emphasis on measures of operational performance in
which consists of those key parameters that may lead to
an improvement in financial performance. They argued
that operational performance can be measured through
market-share, new product introduction, product quality,
marketing effectiveness, manufacturing value-added
within the domain of business performance. Therefore, the
relationship between KM, CKM and OP is illustrated
in the model proposedin Fig. 2.

All organizations should aware that an effective
umplementation of KM and CKM can generate econormic
value to an orgamzation. Besides, 1t should be regarded as
valuable resowrces for them te mmprove OP. Each
organization needs to know the number of their
customers, who they are, the potential customer and the
benefits they will bring to the organization. Managers
should be able to use knowledge of their customers
effectively which will enable them to understand the
behavior of customers and their needs. This use of
existing knowledge of their customer will enable

organizations to improve business operations. Though
the concept of CKM is rather new in the field of KM, it
still continues to develop since more organizations
continually embrace the idea and put it mto practice.
Orgamzations can make use of KM and CKM concept
over internal and external boundaries, and apply this
concept towards improving OP. Furthermore, it can be
used to strengthen a firm’s effectiveness.

CONCLUSION

This study discusses the concept of KM and CKM
that can contribute to the improvement of OP. This
knowledge can be used by orgamzations as they seek to
lead the market with a well-designed products and
services. Managing KM and CKM can also lead to better
use of resources and as a result can increase the
orgamization profits. Nevertheless, the benefits of
facilitating three knowledge flows in CKM can have a real
impact on the performance of the organization. Tn this
global economy, to remain competitive, companies have
to know coordmate and use what they know, regardless
of the size of the company.

It 13 not an easy task to implement the concept of KM
and CKM within an organization. They need to focus on
managing interaction between themselves and their
customers. Furthermore, organizations should create and
maintain two ways flow of knowledge. By doing this, an
organization can have a new source of knowledge
which can improve its effectiveness in the business
environment.

In discovering the suitable combination of KM and
CKM, orgamzations can produce a manageable
competitive improvement through the introduction of new
products and
requirements.

services that can satisfy customer
Furthermore, this will boost the
development of its practices ahead of its organizational
boundary. Thus, it will contribute to improved abilities to
identify, select, organize, disseminate and use knowledge
that an organmization requires to be successful. It 1s
strongly believed that the future development of KM and
CKM are positive and promising. To achieve the vision
2020, the orgamzation should further increase its
performance. To do this, it needs to practice the KM and
CKM more effectively.

This conceptual study shows the possibilities and
the potential of KM and CKM in enhancing OP. In
addition, the literature study confirmed that KM and CKM
are despite some similarities in many ways different from
its application. This is where KM concerned about
managing knowledge within organizations and CKM is
concerned about managing knowledge from a customer
perspective. The study also proposes a framework to link
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between KM, CKM and OP. Thus, future empirical
research needs to test the proposed model and explore the
research 1ssues addressed in the context of service
orgamzations in order to further understand the
relationship between KM, CKM and OP. Furthermore,
there is a need to conduct a cross sectional research
study on the research to determine the effects of KM,
CKM and OP 1n a broader scope that can add valuable
contribution to the study.
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