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Abstract. Currently the value of a customer (customer’s value) is very impor-
tant in a business competition. For this reason, they continuously improve cus-
tomer relationships using Customer Relationship Management System (CRM).
The implementation of Knowledge Management (KM) can improve the quality
of information generated through CRM system. This paper is studied how far the
implementation of KM on CRM system has occurred and its impact. What is Cus-
tomer Knowledge Management (CKM) as a result? Using the Literature Review
method and several comparisons to produce an understanding of the application
of KM on CRM system, and then use as reference for case study implementing
KM on CRM.
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1 Introduction

In today’s business in maintaining revenue, organizations are looking for ways to retain
customers, increase customers, profits and growth. Since the cost of acquiring new
customers is almost five times greater than the cost of retaining existing ones, the orga-
nizations are trying to develop customer relationship management (CRM) strategies
[2].

Many organizations have developed and implemented CRM initiatives as an effort
to learn better about customers and develop relationships with them to increasing cus-
tomer satisfaction and loyalty. Capturing and managing customer data and turn this data
into valuable and shareable customer knowledge properly, can used to improve and cus-
tomize product and service offerings to customers. However, CRMbasically cannot fully
meet these needs [2]. Therefore, managing knowledge about customers has become one
of the prerogatives for organizations to survive. Using Knowledge Management (KM),
managing knowledge about customers can be carried out and provide added value to the
value of information to these customers [3].Anorganization that has focused on customer
knowledge requires quite extensive knowledge. A customer-focused company must pro-
vide the knowledge that customers demand, cultivate the knowledge provided and have
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knowledge of the customer itself. As a result, knowledge is considered an important and
critical resource in this 21st century competition. Embedding this knowledge to support
business processes is the task of KM [4]. With IT technology, the application of KM in
CRM becomes a strong collaboration to improve organizational competitiveness.

This paper aims to study the application/implementation of KM in CRM system
or the collaboration between the two in an organization and the resulting impact. The
expected result is an understanding how KM implemented in a CRM system and the
processes that need to be taken. CKM, whether it is a strategy or a process that is formed
from the application of KM in CRM, will be discussed.

2 Background

2.1 Customer Relationship Management (CRM)

The origins of CRM can be traced back to the concept of Marketing Relationship (RM)
management which is a concerted effort to identify, build, and maintain networks with
individual customers for themutual benefit of both parties [1, 4]. Information technology
(IT) have greatly influenced the advancement of CRM, bridge the veiled approach to
customer relationships, create a holistic view of the customer as an enterprise or from
all lines in the company’s services. CRM is used to view customer relationships as an
investment, which makes an important contribution to the company and is designed to
strengthen a company’s competitive position by increasing customer loyalty.

With IT contribution, currently CRM is a modern tool to analyze customer informa-
tion from various data sources such as the internet, shops, activity/marketing centers,
exhibitions and others. If CRM is designed and implemented properly, customer identi-
fication can become a reality. More deeply, the CRM strategy is based on 4 (four) main
things [1], are:

• Captivate customers of other companies at the time of first purchase
• Encourage the first customer to make the next purchase
• Keeping customers while being loyal customers
• Provide proper service to loyal customers.

CRM allows managers to use customer information as data to increase their
production, and increase long-term profits.

2.2 Knowledge Management (KM)

KM in business is a discipline used to [2]:

• identify and capture knowledge;
• encourage knowledge sharing between individuals;
• use existing knowledge to create new knowledge; and
• use knowledge to define and improve enterprise.
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KM is a way of treating knowledge like an asset that can be treated as something
that is used, maintained and utilized for the benefit of the organization.

According to Allen (2000), KM and marketing intersect when businesses use
database technology to collect customer information, position products and services
to serve profitable segments and to communicate with markets using integrated strate-
gies and to measure results. Knowledge-based strategies help marketers to adapt their
principles to new economic situations.

KM, with information technology, can turn a company’s customer data into a source
of competitive advantage. Customer data can be mined to reveal valuable customer
knowledge related to purchasingbehave, brand selection andproduct loyalty. This knowl-
edge can be used to customize products and services according to individual customer
needs and preferences and also to offer new products and services in response. This
results in better and more profitable customer relationships [2].

KM enables customer data to be effectively transformed into valuable customer
knowledge that can be stored, shared and appropriately used to enhance CRM within
the organization.

3 Method

The author uses the Literature Study method as a basis for gaining knowledge as a
reference for case studies. The steps can be described as follow (Fig. 1).

3.1 Articles Collection

In the literature study, the authors searched for sources using the Mendeley® tool in
searching for literature in cyberspace.

Search Keywords. The keywords used are “Knowledge Management”, “Customer
Relationship Management”, “Marketing”, “Customer Service”, “Marketing Knowledge

Fig. 1. Step of Methodology.
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base”, and “Customer Knowledge base”. From the search results there are about 700
literature sources.

ConformityArticles. In accordancewith the title of this article, the authors conducted
a re-search with the following limitations:

• Titles related to KM
• There is a discussion of CRM and KM
• Not a discussion of Computer Applications/Software.

From the search results, 17 sources of literature are found that are closely related to
the title and purpose of this article.

3.2 Analyzing and Categorization

The author makes a grouping of search results based on the output or ideas conveyed
from the source. From this grouping, it is hoped that it can provide information about
what research has taken place. Thus, information can be retrieved about the current
application of KM in CRM.

3.3 Case Study

To understand more about the implementation of KM in the CRM system, a selection
of references was made from articles that have been grouped with certain topics. This
reference will serve as the basis for a case study for the design of KM in CRM.

4 Results and Discussion

4.1 Literature Study Analysis

A literature search using the above method yielded the following:

• Based on keywords, from the search results there are about 700 literature sources
• And the results of sharpening the suitability of the article by retracing from literature
sources obtained 17 articles that are closely related to the title and purpose of this
paper.

Furthermore, an analysis of the discussion in the article was carried out and the
groupings were obtained which can be seen in Table 1.

4.2 Categorization

KM and CRM integration. One of the applications of KM in CRM is to integrate KM
with CRM, from the integration it produces a process or need a stage to implement
KM in CRM or in the form of an implementation strategy [5, 6, 12]. In other literature,
the form of integration is KM as a supporter of CRM, so as to get optimal results
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Table 1. Categorization/Grouping Result.

No Category Sources Num

1 KM and CRM integration [3, 5, 6, 8, 12] 5

2 CKM as an integration model [1, 4, 10, 14, 16] 5

3 Analysis of KM success and the impact on
CRM

[2, 7, 9, 11, 13, 15, 17] 7

in CRM management [3, 8]. This integration has the same goal, which is to provide
maximum benefits for the organization or company from the management of knowledge
from customer information in providing services or products that are appropriate and
in accordance with needs. This makes the organization/company more superior and
competitive in business competition.

CKM as an integration model. Customer Knowledge Management (CKM) is used
as a model for KM integration in CRM. In some literatures apply the CKM model and
analyze the results and stages carried out as a tool to improve CRM capabilities in an
organization/company [1, 4, 10, 14, 16]. The ultimate goal of this CKM is to provide
the right model and can be applied to support and increase the competitive level of the
organization/ company.

Analysis of KM Success and Impact on CRM. From the integration model and the
application of CKM, some literature analyzes or studies the impact of implementing
KM on CRM with several existing models. The studies were conducted either through
surveys or literature studies, all of which resulted in a positive impact [2, 7, 9, 13, 15,
17]. Some literature states that there is no standard measure to measure the success of
the impact of this KM [11].

From the grouping above, the CKM model has characteristics with its own pattern
in accordance with the fundamentals of Knowledge Management in accordance with its
approach, this will be discussed further.

4.3 Case Study

1. Reference: Application of CKM in CRM

In some literatures, CKM is an integration of KM in business that focuses on handling
consumers. In supporting this, CKM is categorized into three main knowledges [1, 10]:

• Knowledge about Customers, find out about the motivations and needs of consumers.
• Knowledge for Customer, provide information to consumers about products, services
and technology.

• Knowledge from Customer, knowing what consumers know about the product,
availability, competitors and the current market.

The three knowledges above called Customer Knowledge (CK), that can support
knowledge for the organization namely as [10]:
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Fig. 2. CKM workflow in purchasing process.

• Knowledge forOrganization, whereCKcan provide knowledge to organizations about
adjustment, competitive improvement, organizational efficiency and other related
products, customer services, and marketing programs.

This is in accordance with the purpose of KM inBusiness is to direct the organization
to utilize knowledge to improve the performance of the organization [2]. For CKM, it is
more focusedon costumer knowledge to improve theperformance, advantages or benefits
of the business itself. However, from a marketing perspective, the CKM workflow can
be described as follows [10] (Fig. 2).

The application of CKM in CRM can be done with the following stages [1]:
Stage 1, information about costumers, this system is more personal from costumers

to services (one to one), can be done through various channels. This collecting costumer
data through various channels and this method is the task of CRM, and the result can
be data for knowledge about costumers both who have become costumers and are still
potential customers. This data is personal data, habits, pleasures/favorites, transactions
and others that support it.

Stage 2, from costumer data, some potential customers can be generated as valuable
information for the organization both in terms of organizational needs and the quality of
costumers themselves. CKM can produce data concerning the ability and capacity of the
organization to attract or follow up more to potential customers. Henceforth, it can be
informed to potential customer in terms of increasing knowledge of products, services
and technology in order to become the main costumers.

Stage 3, KM and CRM can provide information about the analysis of the benefits
obtained in terms of attracting customer. This analysis is based on transactions and
profits that occur from customers. Cooperation or service to customers can be improved
if it shows positive benefits. Or another thing is information about the efficiency of the
marketing process, sales or storage system, to generate more profit. This is an indirect
transaction that occurs in customers.
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Fig. 3. CKM Process.

Stage 4, Presenting information about market changes, lifestyle, competitors’ plans
and strategies, and possible improvement inputs from potential customers that make the
organization more active. This can provide changes to the organization or cooperation
partners to improve the service or performance required.

Figure 3 CKM Framework in CRM in terms of attracting customers.

2. CKM Process

CKM as well as KM has the same process which can be described as follows [16].
CKAcquisition, is the initial process ofCK.The collection andcapture of knowledge

are an important process in organizational memory. This process in CKM is a CK
process from customers, about customers and to customers. CK is formed based on the
accumulation of transactions for products and services or services, sales and marketing,
and support from companies and competitors for customers, both potential customers,
regular customers and even customers from competitors.

CK Storage, is the process where the CK is stored in the repository. This process
dynamically indexes knowledge, andmapsknowledge to specificneeds.Repositories and
knowledge mapping technologies are useful for organizing and categorizing knowledge.

CKDissemination, knowledge sharing is a key condition for technology and product
development. Improved performance can occurwhen a person gets information about the
best practices, valuable lessons, experiences, both general and uncommon knowledge.
Collaboration System is a means for such deployment, and depends on the customized
organizational environment.
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Fig. 4. Design of CKM.

CKUtilization, is very critical in CK implementation. This is related to the benefits
obtained from CKM itself in accordance with the objectives of the business/business
and organization. Utilization of CK relates to the organization’s ability to use knowledge
about and from consumers, consumer relations, and which products and services can be
improved. In this case, organizational culture in learning the knowledge, competence
and capabilities of the organization is very decisive.

3. Application of KM in CRM for Admission Service of University XYZ

In accordance with the framework in Fig. 3 and the implementation of the process in
accordance with Fig. 4, the steps taken are simply:

a. Dissemination and delivery of product/service information to consumers/customers,
through marketing programs and others

b. Capture and capture potential customers, by providing interactions with consumers,
such as web pages for registration information, by receiving calls from consumers
or interactions through social media.

c. Analyze potential customers, and contact consumers with more detailed information
with service/product offerings.

d. Bind consumers to make purchases of services/products
e. Capture information on consumer dissatisfaction, criticism and suggestions, or

consumer experiences with product services.
f. Provide services to consumers to provide more services based on needs and

input/information step (e).
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Fig. 5. Knowledge Data Process.

The six stages above are the KM Acquisition process that stored in storage and can
be categorized. The categories can do as following:

• Potential Customers
• Marketing Program Analysis
• Customer purchasing power
• Speed and efficiency of customer service, and more.

The model is used to design a form containing customers data and questionnaires
that can be filled in in the form of choices. This questionnaire is designed based on the
information and knowledge needs of a sales/customer servant. The design is in accor-
dance with the framework of Fig. 3, with changes in CRM in the form of a questionnaire
to be describe like Fig. 5.

Questionnaire provided integrated to admission registration software/application but
it not feels like a questionnaire to consumer.

The process is described as follows.
From the design above, the data stored in the repository can be used for the next KM

stage, as KM Utilization, to be utilized organizationally and for other capital increase
needs.

5 Conclusion

The integration of KM in CRM and CKM models has now been implemented in sev-
eral organizations and has become a must to gain a competitive advantage in terms of
business competition and for the sake of increasing the performance and revenue of the
company. Themethod used for the application of KM is relatively in accordance with the
theory of KM implementation itself, the difference is the implementation strategy. The
measurement of the success of KM implementation in CRM and in themarketing system
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in general is something interesting to study, and there is no standard measurement yet.
CKM becomes a model and will subsequently become the main term in the application
of KM to CRM, including this being something of interest in KM development research
in marketing systems.
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