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Abstract 

 

In different fields of various industries, the development of information technology has 

created a broad field of knowledge. Therefore, the knowledge management field and 

related systems have helped provide corporate organizations with convenience and 

problem resolution. Furthermore, consistent interest in organization knowledge and 

knowledge management in corporate organizations has created a fundamental concept, 

so that how "knowledge" can be used to assist the operation of marketing strategies to 

improve product and service performance from the perspective of business manage-

ment becomes helpful. This study proposes the following.  

 

1. To apply the concept of knowledge-based theory -- the ability of a corporate 

organization depends on the integration mechanism that collects knowledge of indi-

vidual behavior to enhance said organization’s competitive advantage;  

apply the use of social capital theory -- the resource relationship between individuals 

and units within the organization, which is also the concept construed from sociology to 

interpret social relationships.  

 

2. To apply the use of marketing knowledge in knowledge management to improve 

the surrounding competitive environment and discover the needs and expectations of 

customers; most of all, doing so can help identify available marketing opportunities to 

enhance competitive advantages. 

 

Keywords: theory of knowledge management, knowledge-based theory, social capital, 

customer relationship management, customer satisfaction, customer loyalty 
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Motivation and Purpose 

 

 In the world of global marketing, 

corporate organizations must confront 

challenges from various competitors, so 

that concepts and applications of devel-

oping marketing management for busi-

ness operations are observed with for-

malization and pragmatism. With regard 

to current economic market activities, the 

advancement of technological transpor-

tation and the rapid expansion of human 

activities have created considerably di-

versified market value. Peter F. Drucker, 

the management master, once said, "The 

market value should be based on intel-

lectual capital, while intellectual capital 

should come from knowledge. Knowl-

edge will replace land, labor, capital, and 

machinery and equipment and will be-

come the most important production 

factor." Peter Drucker believes that "an 

organization’s most valuable asset in the 

21st century is a knowledgeable worker 

within the organization, as well as their 

productivity." Therefore, knowledge 

management enables organizations and 

individuals to have greater competitive 

strength and make better decisions. 

Chung Jen Chen (2010) suggested that 

knowledge management is positively 

related to firm innovation. Furthermore, 

the effect of knowledge management on 

innovation is positively moderated by a 

supportive climate and a decentralized, 

integrated, and less formal structure. 

 

 Knowledge management is a great 

opportunity but also a challenge for both 

organizations and individuals. In fact, the 

intrinsic terms that corporate organiza-

tions possess include adaptability, appli-

cation, and creativity. In order to respond 

to changes in a resource-related context, 

“knowledge” has become a managed 

asset. In the marketing world, the eco-

nomic strength of customers, competi-

tors, technology, and enterprises are 

constantly changing and causing many 

challenges and competition to corporate 

marketing. Therefore, knowledge man-

agement is a formal and standardized 

process of a company, and that the pos-

sessed information must first be inferred 

as being beneficial to the company or 

other stakeholders, so that company 

personnel can easily obtain the informa-

tion. Maria Martensson said that “the 

management of knowledge is promoted 

as an important and necessary factor for 

organization survival and maintenance of 

competitive strength.” Therefore, to re-

main at the forefront, organizations need 

to utilize their employees’ capabilities. 

 

 A knowledge management model 

includes the following steps: 

 

1. Establishing a quality information 

base. 

 

2. Establishing an information com-

munication network in between the com-

pany’s service staff and product manu-

facturers. 

 

3. Passing the experience obtained 

during task performance on to other em-

ployees. 

 

 Effective customer knowledge not 

only operates at the customer knowledge 

level, but also penetrates into managing 

customer knowledge at a deeper level; 

therefore, customer knowledge is deeply 

embedded into the minds of customer 

service personnel, as well as the custom-

ers themselves. Wayland Cole (1997) 

suggested that if companies want to un-

derstand customers, they should not only 
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quantify the customer information they 

receive, but also analyze and understand 

customer knowledge through organiza-

tion. As such, the information about cus-

tomers, knowledge, and management 

obtained for collection, storage, analysis, 

and communication can be used to make 

each and every decision and can be of 

great benefit to the organization for 

communication at all levels, thus helping 

to maximize its effect. 

 

 With the rise of consumerism, en-

terprises are examining their relationship 

with customers, and providing customers 

with high-quality services and develop-

ing an image have become strategic tools. 

Therefore, an important marketing issue 

is to seek customer satisfaction and cus-

tomer loyalty. Therefore, “customer sat-

isfaction” is an important part of modern 

management, while “creating customers” 

is a source of continuous growth within 

the company. As a result, establishing 

long-term relationships with customers is 

the key to winning in a highly volatile 

market. 

 

The objectives of this study are as fol-

lows: 

 

 This study makes use of the knowl-

edge-based theory concept that the ability 

of a corporate organization depends on 

the integration mechanism that collects 

knowledge with individual behavior 

within an organization to enhance its 

competitive advantage. 

 

 This study makes use of social 

capital theory to explain the resource 

relationship between individuals and 

units within an organization, which is 

also the concept construed from sociol-

ogy to interpret and explain social rela-

tionships. 

 

 This study makes use of marketing 

knowledge in knowledge management to 

improve the surrounding competitive 

environment, discover the needs and 

expectations of customers, and identify 

available marketing opportunities to en-

hance competitive advantages. 

 

Literature Review 

 

Knowledge-based theory, social capital 

theory, and knowledge management 

 

Knowledge-based theory . 

 Enterprises develop new competi-

tion advantages through their stock of 

knowledge, as well as the cognitive 

learning ability of the organization struc-

ture. In fact, knowledge-based theory is 

the basis of corporate organization for 

knowledge sources, while an enterprise’s 

existing knowledge management struc-

ture is the competitive advantage for 

developing innovation and the ability to 

allocate resources among enterprises. 

Therefore, an enterprise’s production 

services, marketing, and innovation ac-

tivities will demonstrate their competi-

tive edge. The greatest resource of an 

enterprise is knowledge, and corporate 

management makes use of knowledge 

innovation to achieve operation purposes. 

Therefore, an enterprise’s knowledge 

foundation must be strengthened through 

the organizational structure’s learning 

ability in order to appreciate the essence 

of knowledge in a profound sense and 

utilize knowledge management and mu-

tual cooperation within the organizational 

structure to efficiently obtain knowledge 

and create enhanced value orientation. 
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Knowledge is further brought forth to 

solve problems; enterprises can use its 

acquired knowledge to solve new prob-

lems of new enterprises and obtain 

greater competitive advantages by en-

hancing their capabilities by integrating 

enterprise stakeholders. 

 

 "Tacit knowledge,” which is highly 

regarded by knowledge management in 

enterprises, encompasses not only tech-

nology and experience, but also the wis-

dom, skills, and secrets accumulated by 

employees over a long period of time; 

this is the knowledge that helps enter-

prises succeed. Such knowledge is highly 

personal and difficult to format, such as 

subjective understanding, intuition, and 

premonition. Meanwhile, "explicit 

knowledge" refers to knowledge that can 

be stored with words, patterns, and 

sounds. Effectively collected, preserved, 

and passed on, explicit knowledge will 

continue to innovate, preventing the loss 

of valuable knowledge and as the “brain 

drain” of enterprises. As noted by Dr. 

Ikujiro Nonaka, head of the School of 

Behavior in Knowledge Management, 

knowledge innovation does not simply 

involve dealing with objective informa-

tion, but exploring potential ideas, intui-

tion, and inspiration in the minds of em-

ployees and applying them altogether. 

Furthermore, the knowledge-based the-

ory can help companies understand their 

revenue and sales, as well as assets usage 

during operation, and pay attention to the 

profit and cost of each customer when 

interacting with them. As for transaction 

maps and new information technology 

incentives, when employed in marketing, 

they help individuals to learn about the 

transaction cost of channels and manu-

facturer evaluations and to measure cus-

tomer satisfaction criteria and the poten-

tial profitability of customers. Terry L. 

Esper (2009) suggested that successfully 

managing the supply chain to create 

customer value requires extensive inte-

gration between demand-focused proc-

esses and supply-focused processes that 

is based on value creation through intra- 

organization knowledge management. 

 

 This study will examine the concept 

of the knowledge-based theory. First, the 

ability of corporate organization relies on 

the integration mechanism that collects 

knowledge with individual behavior, 

which then further enhances the organi-

zation’s competitive edge. Second, the 

intensified common knowledge will be-

come wider and broader with the scope of 

collection, so that a single individual does 

not work alone to strengthen the enter-

prise.  

 

Social Capital Theory. 

 Social capital refers to the realiza-

tion of instrumental and emotional goals, 

which is mobilized through the resources 

and capabilities of social networks. Do-

ing so helps enterprises connect and ex-

change tangible and intangible resources 

more smoothly as they make use of their 

social intellectual capital and increase 

their opportunities for management, mo-

tivation, and operational capabilities to 

ultimately create intellectual capital that 

benefits cohesiveness among the or-

ganization. Furthermore, the boosted 

efficiency related to the transfer and ex-

change of "tacit knowledge" should help 

maintain the performance of corporate 

organizations. 

 

 Wikipedia: Social capital generally 

affects the socio-economic development 

of organizations by increasing the inter-

action and trust among members of said 
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organization or by utilizing the connec-

tions between members of the organiza-

tion with the outside world as it obtains 

useful opportunities and information. 

Many scholars from the field of organ-

izational theory and strategy management 

apply the concept of social capital to the 

establishment of research and develop-

ment for corporate competition and gain 

significantly more benefits through the 

relationship of the leverage principle.  

 

 This study employs the social 

capital theory to explain the resource 

relationship between individuals and 

units within the organization, which also 

reflects the concept construed from soci-

ology to explain social relationships. 

Social capital also expresses the intangi-

ble relationship between people, so if it is 

interpreted from an economic point of 

view, the doer must possess and control 

resources in order to gain benefits. 

Without social capital, members would 

find it difficult to achieve their goals or 

would have to pay a steep price for re-

alization, and it would be unlikely that 

the community could be turned into an 

organization. The generation, dissemina-

tion, sharing, and integration of corporate 

marketing knowledge must be facilitated 

to maximize social capital and enhance 

the management of customer relation-

ships by enterprises in order to develop a 

favorable network. Moreover, the con-

nection relationships of embedded en-

terprises must have a sound knowledge 

management infrastructure, such as or-

ganizational culture, organizational 

structure, leadership, and information 

technology facilities. Important decision 

making and core value creation activities 

related to information and organization 

can be relayed to customers via relevant 

information, as well as through its prod-

ucts and services when it conducts critical 

decision making about an operation. 

Peter J. Sher and Vivid C. Lee (2003) 

noted that management interests focus on 

knowledge management as a major de-

terminant of business excellence and 

competitiveness. As a result, the higher 

the circulation of organization knowl-

edge, the higher the value of the accu-

mulated and created knowledge. As for 

attracting to customers, the social capital 

of a network will thus become deeper. 

 

Knowledge management theory. 

 One important concept about 

knowledge management is that knowl-

edge management should work to convey 

“knowledge,” which is defined as the 

result of experience and exploration. In 

the past, corporate management empha-

sized production and marketing, the flow 

process of humans working towards 

wealth, while corporate assets empha-

sized land, equipment, and factories for 

productivity. These days, enterprises 

need to do well internally with knowl-

edge management and must encourage 

diversified thinking. As well described in 

The Inference Corporation, “knowledge 

management is when an enterprise ap-

plies its optimal learned knowledge to 

help people work with their brains and 

facilitate their growth, embracing 

knowledge not only obtained within the 

organization, but also from stakeholders 

outside the organization.” Therefore, 

"trust" and "sharing" within an enterprise 

are factors for success when implement-

ing knowledge management. Trust in 

technical competence, information re-

dundancy, and rich personal interaction is 

an important process variable for the 
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effective and efficient creation of new 

knowledge.  

 

 Dr. Larry Prusak believes that a 

knowledge management environment of 

"trust" and "sharing" needs to be estab-

lished with the following three condi-

tions: 

Transparency: Trust is founded based on 

highly transparent communication. 

 

 A shared story is valuable: The 

community must spread the story of 

mutual love, trust, and help and prevent 

the cycle of picking up evil-doing before 

people are willing to share with one an-

other. 

 

 Expand the scope of mutual trust: 

The scope of mutual trust should be ac-

tively expanded so that the foundation of 

mutual trust can be spread out to create a 

greater impact.  

 According to Beckman (1997), 

knowledge management enables the ex-

perience, knowledge, and expertise of an 

organization to create new capabilities, so 

that it can achieves higher performance, 

encourage innovation, and enhance cus-

tomer value. Meanwhile, the Gartuer 

Group (1997) explained that knowledge 

management is the infrastructure of en-

terprises regarding the organization and 

technology that facilitate knowledge to be 

shared and reused, as well as an inte-

grated operational capability pertaining to 

the policies and procedures that identify, 

manage, and share all the databases and 

documents of an organization. Consisted 

of, it is about the tacit skills and experi-

ence of workers who have not yet ac-

quired knowledge.  

 

 The perspective of Andrew H. 

Gold, Arvind Malhotra, and Albert H. 

Segars (2015) suggests that a knowledge 

infrastructure consisting of technology, 

structure, and culture, along with knowl-

edge process architecture of acquisition, 

conversion, application, and protection, 

represents the essential organizational 

capabilities or “preconditions” for effec-

tive knowledge management. 

 

 Corporate value arises from the 

production of competitive products. In 

these times of intellectual economy, cor-

porate management emphasizes the in-

novation of intangible knowledge assets 

and protection of intellectual capital 

among enterprises because intellectual 

property has a corporate value that comes 

from innovative products and compre-

hensive solutions. Furthermore, knowl-

edge management relies on information 

technology to promote group communi-

cation, knowledge sharing, and the de-

velopment of an organizational culture 

that is conducive to knowledge man-

agement activities. Consequently, 

evaluation procedures are developed 

through the formation of organization 

structure that boasts "organizational cul-

ture," "organizational structure," "lead-

ership," and "information technology" as 

the crucial key factors for corporate suc-

cess. 

 

Critical Internal Factors That Affect The 

Successful Implementation Of Knowl-

edge Management 

 

Organizational culture.  

 Organizational culture is the com-

bination of members' values, beliefs, 

emotions, attitudes, and behaviors within 

an organization, and it has a great impact 

on the employees, such as their customer- 

oriented culture, culture of learning or-

ganization, and comprehensive quality 
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management culture. Ramin Vandaie 

(2008) noted that competitive advantage 

arises from an organization’s capabilities 

to internalize and integrate the adopted 

process with existing knowledge para-

digms and harmonize the new system and 

the organizational culture towards getting 

the most out of the implementation ef-

forts. "Organizational culture" is men-

tioned in a lot of the literature and has 

many different viewpoints and defini-

tions. According to Kono Toyohiro 

(1992), organizational culture is a general 

name for social atmosphere, company 

style, corporate profile, corporate culture, 

and entrepreneurial spirit. Organizational 

culture is not a set organization and in-

stitution, but rather the value and behav-

ioral patterns of its members' beliefs. 

Furthermore, Minztberg said that if one 

uses a mirror and turns it to power, one 

will see the opposite image of organiza-

tional culture. In fact, culture is found to 

closely combine many aggregates that are 

joined together into a complete entity. As 

for "industrial secrets," what it actually 

describes is various industrial cultures; in 

other words, it is the attitude to take in 

order to manufacture and sell goods in 

this industry. For example, the fast food 

industry has gradually formed its indus-

trial culture through Macdonald's guid-

ance.  

 

 According to Jay B. Barney (1986), 

firms that have culture with the required 

attributes can achieve sustained superior 

financial performance due to their cul-

ture. The Taiwan branch of Applied 

Materials Inc. introduced knowledge 

management in 2000, with its vision for 

knowledge management being: "To nur-

ture a knowledge sharing culture within 

the organization and seek opportunities to 

transform business models, thereby in-

creasing organization value and results.” 

Regarding the coordination and integra-

tion of an organization, a culture of 

openness, cooperation, and willingness to 

communicate should be established not 

only horizontally between departments 

but also between different levels in ver-

tical terms; it is conducive to the coor-

dination and integration of an organiza-

tion, including tradition, beliefs, and 

values. Such a culture should set itself 

significantly apart from other organiza-

tions and inject a unique vitality into its 

organization. Hence, the authentic facade 

of global organizational culture today is 

an attempt to understand the diversity of 

culture as it affects the interaction be-

tween people as we learn about the mod-

els of individuals and puts us in contact 

with other closely related communities. 

Ultimately, these social norms will create 

differentiations and help cross barriers 

among nations.  

 

Organizational structure. 

 Organizational structure refers to 

how an organization classifies its units 

and what tangible and intangible methods 

and tools are coordinated or integrated 

with each of the units so that they can be 

further coordinated and integrated after 

internal classification work is conducted. 

Then effective operational arrangements 

and practices can be carried out. Next, the 

coordination and integration mechanism 

of the organization is connected through 

various departments or levels through 

certain mechanisms, making the organi-

zation an entity that is both efficient and 

effective, such as the organizational 

level.  
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 The manner in which an organiza-

tional structure renders the work, re-

sponsibility, and power into a formal and 

appropriate assignment so that the man-

ager or supervisor can focus on imple-

menting business and decision-making 

operations is considered important. The 

organizational structure tends to become 

specialized, standardized, formalized, 

and of course more centralized. For or-

ganizations to succeed, in the words of 

Peters and Waterman, such factors as 

strategies, structures, systems, styles, and 

employee skills have to be harmoniously 

matched and followed in order to achieve 

efficient internal operations and obtain 

the prerequisites for favorable perform-

ance. Such prerequisites are formed by 

factors like human resources, authority, 

responsibility, work content, goals, and 

working relationships, while its essence 

is a means to achieve the goals of each 

organization.   

 

 Therefore, the most important ap-

proach and objective involves how hu-

man and material resources can be di-

vided into different groups and classified 

into the entire system so that they can 

achieve high efficiency under the overall 

system to achieve the business operation 

goals, which are the primary orientation 

and objective of the organizational struc-

ture.

 

Table 1.  Structural Factors of Organization 

 

Structural Factors  Definitions  

Sophistication  The concept of organizational complexity can be described in two ways: 

horizontal differentiation and vertical differentiation. 

Specialization  Each employee can only focus on a small part of the overall workflow, 

which is a breakdown of the work within the organization. 

Standardization  Perform assigned work, and develop consistent rules, procedures and 

methods. 

Formalization  Formal processes, documents, and communication within the organiza-

tion must be carried out in writing. 

Centralization  This refers to whether the decision-making power is concentrated on a 

few high-ranking personnel, sometimes called the "degree of centrali-

zation". 

Professionaliza-

tion  

Employees who are able to perform their work smoothly need higher 

education or formal training to improve their professional skills. 
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Leadership 

 

 As noted in The Treasury of 

Western Management Thoughts 

(1993), "Leadership is a process of 

interaction between people. Through 

this process, management strives to 

influence members to accomplish their 

intended mission objectives." Leader-

ship is not just a role, but also a state of 

mind, and the most important task of 

leaders is to make the right decisions 

and directions for organizations and 

stakeholders when the organization 

experiences distress and difficulties. In 

such cases, all resources and strengths 

can be concentrated to be utilized on the 

most important things. Leadership must 

go through the environmental tests. 

Former US Secretary of State Made-

leine Albright had been said “the key is 

holding right position at any place”. 

“The organization needs to gather in-

telligence and strength as facing the 

challenge to get positive change of 

organization 

 

 In a rapidly changing society, 

leaders should establish the direction 

and create the customer focus, vision 

value, and higher expectations in order 

to orient the needs of your stakeholders 

in the right direction, value, and ex-

pectation for exploration. Leaders must 

recognize the creation and methods of 

strategic systems to achieve high qual-

ity and exciting ideas, as well as build 

up knowledge management and capa-

bilities to assist and guide all decisions 

and activities. Furthermore, leaders 

should have a broad mindset that in-

spires and encourages the entire work-

force to carry out assignments, develop 

the business, obtain knowledge, and 

come up with ideas. J. Rodney Turner 

(2005) views prior leadership as a 

critical success factor in the manage-

ment of organizations and has shown 

that an alternative success style can lead 

to better performance. In order to be-

come successful, leadership require an 

institutive understanding of human 

nature as the basic needs, wants and 

abilities of people. 

 

 According to Gary Yuk1 (2002), 

"Leadership is the process by which 

leaders attempt to influence their sub-

ordinates, and the process involves the 

characteristics of the leader, the char-

acteristics of the subordinates, the way 

of influence, and the external environ-

ment. These four factors also determine 

the success or failure of such leader-

ship." Leaders should have all kinds of 

plans, communication, future leader-

ship development, insights about or-

ganizational performance, and aware-

ness of company employees through 

ethical behavior and involvement 

stored within themselves. Organization 

must develop a long-term view and plan 

to stay in business by setting long-range 

goals. In fact, successful quality lead-

ership is obtained as leaders display 

core traits, which should strengthen 

values and expectations, as well as 

build up leadership commitments 

across the organization. Therefore, 

strong leadership will lead an organi-

zation towards the desired vision.  

 

Information Technology 

 

 The American Productivity & 

Quality Center (APQC) believes that 

knowledge management is a process for 

identifying, acquiring, and leveraging 

knowledge to help organizations main-

tain their competitive advantage. In a 

highly competitive market, companies 
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must enhance their value orientation 

and implement decision-making with 

high efficiency in a constantly changing 

business environment. Therefore, the 

key to success or failure is properly 

planning and scheming the information 

system architecture through internal 

management so that the core team can 

formulate and execute decision-making 

based on information. By doing so, 

employing information technology to 

establish supply chain management, 

business systems operations, customer 

relationship management and each 

e-commerce system strategy will help 

to show the reliable and correct en-

hancement for advantageous produc-

tivity. 

 

 Information technology is applied 

to help corporate decision-makers for-

mulate decision-making and maintain 

control. In its broader sense, internal 

application includes different connota-

tions, as well as hierarchical content 

with regard to information, materials, 

wisdom, and knowledge. Its purpose is 

to exchange relevant information with 

other upstream and downstream sup-

pliers in the process of business opera-

tions, so that interactions can continue 

to develop with stakeholders in a more 

efficient manner. A stronger competi-

tive edge can thus be demonstrated as 

the operation performance of an or-

ganization is enhanced through various 

authorization procedures.  

 

 Therefore, knowledge manage-

ment requires that the information sys-

tem department provide a system to 

support knowledge management, in-

cluding knowledge identification, ex-

ploration, and analysis, establishment 

of a knowledge database, and use and 

sharing of knowledge and experience. 

For corporate organizations, informa-

tion technology is a tool that achieves 

knowledge management, while the 

appropriate use of IT tools can render 

the management and application of 

knowledge with double the efficiency 

while exerting only half the effort. 

 

 Information management can help 

play a richer role for enterprises and 

re-create their core competitive advan-

tages. With such enormous value po-

tential, internally establishing hardware 

devices with brand-new net-

work-related talents has become an 

important task. Ultimately, a successful 

business model of corporate resource 

integration can be brought through 

principles and perseverance, along with 

the passing of time.  

 

 According to Nonaka and Ta-

keuchi (1995), the ability and technol-

ogy of successful "creation with or-

ganization knowledge” by Japanese 

companies is the only way in which 

Japanese companies continue to inno-

vate. They further explained that 

“knowledge creation can output inno-

vation, so that when the tacit knowl-

edge of individuals" interacts with ex-

plicit knowledge, innovation is imme-

diately produced, while knowledge 

creation behavior enables an organiza-

tion to continue with innovation and 

maintain its competitive advantage. 

This research has combined knowledge 

group creation and innovation to estab-

lish a research model. Taking MOS 

Food Services Incorporated as an ex-

ample, we explored the knowledge 

creation, exchange, and consensus, as 

well as the knowledge management 

between the enterprise and its founding 
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members, and discovered the creation 

process and experience of MOS Food 

Services Incorporated with the study of 

related practices for overall marketing 

strategy.  

  

 The cases of knowledge creation 

process and experience by organiza-

tions illustrate the spiral development 

and context of knowledge creation, as 

well as the impacting output status of 

the case through knowledge transfor-

mation and diffusion model. 

 

Case Study 

 

Company Introduction 

 

 AN-SHIN Food SERVICES CO., 

LTD. is a well-known chain catering 

group in Taiwan that was founded in 

1994 with a capital amount of NTD 324 

million. The principal, President 

Huang, was inspired by the food safety 

issues he witnessed in Taiwan during 

the previous 10 years. He makes every 

effort without exception to protect the 

source of food fed to his subordinates. 

AN-SHIN Food joined with Dongyuan 

Group to introduce the well-known 

Japanese brand "Mos Burger" for op-

eration. After McDonald’s, it has 

steadily taken second place in the fast 

food industry by adhering to the opera-

tion ideas of "contributing to humans, 

contributing to society". The manage-

rialist, Drucker, has previously pointed 

out that: "All the great enterprise 

founders have had a specific idea, and 

even a set of clear 'career theories' that 

allow others to clearly understand their 

behavior and decisions." AN-SHIN 

Food has passed the food safety im-

provement inspection both internally 

and externally, as well as evaluation of 

the supply chain. President Huang has 

said, "Food safety is important. If an 

enterprise does not work hard and in-

stead makes fun of humans, it is very 

immoral." Therefore, the name 

"AN-SHIN" hopes to make customers 

enjoy food happily and without worries. 

The strategy scientist, Henry Mintz-

berg, notes that an entrepreneurial 

strategy usually uses the method of 

locking the niche market, thus avoiding 

some parts from the impact of the 

comprehensive competitive forces. 

 

 To relieve customers with regard 

to eating food, food materials shall be 

managed from the original place of 

purchase. The link supervision starts 

with the manufacturing factories. 

President Huang has also said: "We 

have tried hard in this aspect even 

though the public has not paid attention 

to it." The strategy scientist, Henry 

Mintzberg, explains that if the enter-

prise organization knows the direction, 

the objective of using the strategy is to 

make use of its controlled technology, 

which certainly achieves the purpose, 

both formally and in analysis. 

 

Keys to success of an operation 

 

 Catering is a kind of micro enter-

prise. The product must be unique to 

counter the cutthroat price competition. 

Therefore, food safety is the first key 

strategy for a company's operations. 

The positioning school of strategy has 

mentioned that the comfort of the de-

fending strategy, which means that the 

firm profits provide the saving re-

sources needed for expansion, while it 

can also be used to expand or consoli-
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date its current competitive position. 

Moving from the manufacturing indus-

try to the service industry, in addition to 

product innovation, what’s most im-

portant is understanding customers' 

demands and exploring market context 

trends to further develop the enter-

prise’s sustainable operations. With 

regard to ensuring food safety, scholars 

of the innovation school in strategy 

believe that only individualized lead-

ership based on strategic vision can be 

seen as the key to an organization’s 

success. President Huang explained: (1) 

start from the source of purchase; (2) 

standardize food safety management; 

(3) confront deficiencies honestly and 

trace improvements. As early as 2006, 

to make customers feel at ease when 

eating its products, AN-SHIN Food has 

made efforts to practice the production 

record of agricultural products, imple-

ment the source management of agri-

cultural products, and establish a 

three-in-one green purchasing strategy, 

including local purchase, contracted 

farm, and production record. Regarding 

human resources, it has established 

quality assurance personnel. It has also 

established the Supplier Evaluation 

System for all suppliers, which pro-

vides evaluation standards for materi-

als, working processes, and finished 

products of the suppliers. In 2014, when 

the food safety storm occurred, the 

self-spot check of the company oc-

curred as many as 566 times, and the 

QA associates performed the spot 

checks in all branches in person, in-

cluding checking equipment, raw ma-

terial purchase, production processes, 

and out-field appearance. 

 

 Therefore, the enterprise’s value 

chain shall encompass infrastructure, 

human resources, research and devel-

opment technology, and material pur-

chases, as well as quality control in the 

production process, and finally, the sale 

to customers. Among them, product 

quality, environment management, 

service quality, and measuring quality 

by price are sources of competitive 

advantage. The entrepreneur Sam Stan-

burger has said, "I am familiar with the 

commodity. I understand the cost. I 

comprehend the marketing. I know the 

customer demand. I understand every-

thing and transfer all that I know. I 

constantly educate my staff. That is our 

competitive advantage. The entrepre-

neurs, Bennis and Numus, noted that 

entrepreneurs rely on actual resources 

owned by the organization, capital, 

employee skills, raw materials, and 

technology for the operation. 

 

 Indeed local purchase and im-

plement social enterprise responsibility 

AN-SHIN Food has been devoted to 

promoting the "three-in-one green pur-

chase" strategy since 2006. As of 2014, 

about 58% of raw materials of AN- 

SHIN Food were purchased in Taiwan, 

and the company tries to largely use 

local food materials provided directly 

by the local peasants' unions, coopera-

tive production, and marketing units, 

which not only shortens the transporta-

tion distance for the food materials but 

also retains freshness. For example, the 

beefsteak tomato comes from Guan 

Mountain and Jiayi River of Taiwan, 

and eggs and such vegetables as cab-

bage, onion, and green lettuce come 

from Yunjia'nan Plain. In particular, for 

the popular Rice Burger, the high- 

quality rice is from Xiluo, while some 

organic rice also comes from Luye, 

Taiwan, which is approved by Taiwan’s 
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Agricultural Development Association 

for Organic Rice and registered as 

“Fulu Rice” in Luye Peasants' Union. 

The industrial structure ensures the 

constitution of all industries and the 

relation and proportional relation 

among all industries; the industry 

structure is the most important. 

 

 AN-SHIN Food tries hard to pro-

vide safe products, from the R&D and 

planning of commodities to all opera-

tional links of raw material purchases, 

meal making, and the eating environ-

ment. To comply with the good speci-

fications and codes of catered food and 

the periodical survey of wholesome 

food administration law, AN-SHIN 

Food also established a research lab and 

obtained ISO/IEC 17025 certification 

approved and issued by TAF. The food 

industry proceeds from raw material 

purchases to implement enterprise so-

cial responsibility. Michael Porter 

suggested that the strategy in the in-

dustry is that the enterprise should fo-

cus on a specific customer group, 

product line, or regional market. Two 

strategies are available, one of which is: 

"centering on differentiation" to pro-

vide the specific industrial segment 

with uniqueness. The company asks for 

precautions at every link of the supply 

chain, to obtain balance between food 

safety and multiple purchases, to con-

stantly develop new suppliers, and to 

patiently and rationally communicate 

the most current food safety require-

ments so as not to damage the enter-

prise’s reputation and to maintain cus-

tomers' rights and interests. 

 

Critical Success Factors For Agricul-

ture In Taiwan 

 

 In January 2002, Taiwan joined 

the WTO in the name of "the individual 

customs territory of Taiwan, Penghu, 

Jinmen, and Mazu" and appointed a 

permanent delegation to WTO in Ge-

neva, Switzerland. With the influence 

of imported agricultural products, es-

pecially regarding the rice industry, 

which faced unprecedented challenges, 

domestic rice had to promote its com-

petitiveness to fight the competition of 

imported rice, protect farmers' rights 

and interests, and reduce damage to 

farmers. Therefore, thanks to the active 

promotion of the Agricultural Com-

mittee of the Executive Yuan, the Rice 

Production and Marketing Strategic 

Alliance in Taitung Hualain was estab-

lished. This organization also encour-

ages farmers to plant the good varieties 

suggested by the government and to 

learn about production technology from 

one another, especially in the cultivat-

ing regions for high-quality rice in 

Luye, Taitung, and Hualian. The aver-

age elevation of Luye is about 200 me-

ters and introduces water from the up-

per- and mid- reaches of the Beinan 

River for irrigation. The area has no 

factories and no problems with waste 

water or heavy metal pollution, which 

makes the water sweet. The climate and 

geography result in an advantageous 

economic crop, “Fulu Rice”. Such 

product innovation will expand the 

market, thus promoting industrial 

growth, increasing product differentia-

tion, and enhancing other operation 

effects. 

 

Product Promotion Strategy 
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 Fulu organic rice is the result of 

constant planting at the local Luye Test 

Lab and Cooperation with students and 

has passed the certification of the Or-

ganic Agricultural Development Asso-

ciation in Taiwan. It is marketed as the 

brand of “Fulu Rice” registered by the 

Luye Peasants' Union. Successfully 

popularizing the agricultural transfor-

mation increases farmers’ earnings and 

makes sustainable agricultural opera-

tions from the traditional operation 

model. It also coordinates with related 

governmental policies to work on pro-

ducing high-quality rice. The standard 

planting process rationalizes manage-

ment, produces high-quality organic 

rice, meets the requirements of the 

consumer market, and actively carries 

out performance. 

 

 The operation of the production 

and marketing cooperative has some 

basic standards; for example, the 

planting area shall not be changed at 

will, chemical fertilizers and pesticides 

cannot be arbitrarily applied in the 

planting of rice, rice shall be given to 

the contracted allied factories after 

growth for processing, the valuation 

market of the shares shall be adjusted 

based on the fixed market price, and the 

rights and profits of peasants shall be 

protected. These formulated standards 

shall strictly conform to the actual de-

mands and interests of production and 

marketing. Through vertical and hori-

zontal integration and expansion be-

tween the same business or different 

businesses and integrating related re-

sources, it can develop the agricultural 

production and marketing system, con-

struct the perfect production and mar-

keting net, and establish agricultural 

product logistics and agricultural 

product processing in order to play the 

effects of scale economy, promote 

economic effects and quality, and pro-

vide profits to peasants, adding further 

protection to the influence of the WTO 

on rice production and marketing in the 

East. 

 

 Porter (1985) performed value 

analysis on the industry and found two 

important connotations. First, by rec-

ognizing the technological features of 

different value activities, the industry 

can be observed more precisely. Par-

ticularly under the condition of differ-

entiation in the learning effects and 

scale economy with different value 

activities, it must analyze from the 

value activity. Second, regarding value 

activity level, the process of linkage 

between the upper-stream suppliers or 

the down- stream customers and the 

industry can be better understood. 

Customers usually inquire about some 

specific value activity and then extend 

the deal to other value activities. 

 

 When the value activities man-

aged by the enterprise are linked, the 

value chain of the enterprise is formed. 

Whether the value activities of the en-

terprise cross multiple industries will 

determine whether the industry’s value 

chain is limited within a single industry 

or crosses various industries. 

 

Marketing Strategy 

 

 Due to serious population aging in 

rural areas, joint operations and 

mechanized operations are needed to 

balance the labor, products, and reve-

nue of farming, as well as to mutually 

support manpower and promote the 

marketing of “Fulu Rice”. Furthermore, 
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the internet marketing and home deliv-

ery business was developed, to facilitate 

it for the consumer’s purchase. The 

brand sales of “Fulu Rice” also adopted 

the responsibility system and have been 

approved to be qualified by FOA. This 

qualified organic product is recom-

mended by the government and has 

successful R&D of cultivation tech-

niques. This also represents the pio-

neering work for rice products in Tai-

wan, ensuring the quality of the organic 

rice that appears on the market. There-

fore, it is qualified to be the raw food 

material for the AN-SHIN Food Chain 

Group. The "Mos Burger" brand has 

two core standards of organic and 

natural, which are the reasons why most 

customers purchase. Kotler has said, 

"The future is full of challenges. The 

strength of the social economy, culture, 

and natural environment will place new 

limitations on marketing and the en-

terprise. An enterprise with innovative 

solutions and value creation in social 

responsibility will have a great oppor-

tunity to succeed." He also said, "A 

successful cause-related marketing plan 

will improve social welfare, create the 

brand position of differentiation, estab-

lish a strong customer cohesive force, 

intensify the enterprise’s public image, 

create reputation accumulation, advo-

cate internal morality, and motivate 

employees, as well as drive the sales 

volume and increase the marketing 

value of the manufacturer. The cus-

tomer can form a strong and unique 

cohesive force with the company, and 

such a force can surpass general market 

transactions." Under the operation of 

AN-SHIN Food, the Mos brand has 

successfully survived in the Taiwan 

market and gradually expanded. Fur-

thermore, it has absorbed related 

knowledge by comprehensively apply-

ing a combination of law and econom-

ics in operating the social enterprise for 

comprehensive appreciation and sus-

tainable development.

 

Table 2.  Potential Profit of Organic Agriculture 

 

Variable 

item 

Potential profit 

Agricul-

ture 

Increase diversity, long-term land fertility, high-quality food products, reduce 

harmful diseases, self-reliant production system, and stable production value. 

Environ-

ment 

Reduce pollution, reduce reliance on non-renewable resources, only slight soil 

denudation, and protect wild animals, flexible agroecological system, harmony 

between industry and environment. 

Social 

conditions 

Improve health, better education, stronger community, reduce rural mobility, 

gender equality, increase employment rate, better quality of work. 

Economic 

conditions 

Stronger local economies, self-reliant economy, safe revenue, increased feed-

back, reduce cash investment, low risk. 

Organiza-

tion 

Solidarity, stability, organization with democratic spirit, increased productivity. 

Data source: United Nations (2002) 
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Certification System 

 

 For the certification system of 

organic agricultural product in our area, 

the government only defines the prin-

ciple standards, and non-profit organi-

zations that pass government certifica-

tion decide the certification standards 

and process. The farmers can determine 

the cooperative certifying organization. 

This concept belongs to the "self- 

regulation control strategy". The pro-

duction of organic agriculture primarily 

relies on the conscientiousness of the 

producer, so the certification system has 

credibility. Honest interaction is prac-

ticed among the government, non- 

governmental certifying organizations, 

producers, marketing channel units, and 

customers in order to achieve the con-

trol targets of the certification system. 

According to the definition of the In-

ternational Federation of Organic Ag-

ricultural Movement (IFOAM), the 

target of organic agriculture is to create 

a production system with conformabil-

ity and humanization, as well as with 

sustainable development in both the 

environment and the economy. In ac-

cordance with the aforementioned de-

velopment target, organic agriculture is 

defined as agriculture that follows the 

principles of cyclic and sustainable use 

of natural resources, not allowing the 

use of synthetic chemical substances, 

and stressing the management system 

of land and water resource conservation 

and ecological balance to produce 

natural and safe agricultural products. 

To prove the authenticity of the organic 

agricultural products and ensure the 

quality of the organic agricultural 

products, the difference can only be 

distinguished by the certification sys-

tem and the certification mark, which 

prevents non-organic agricultural prod-

ucts from being sold as organic prod-

ucts. The "conscientious enterprise" of 

organic agriculture emphasizes that the 

producer is the own idea of value. 

 

 Taiwan has the production mod-

els of the small-farmer intensive style. 

The producers distribute in a scattered 

pattern and need significant manpower 

and resources for the certification of 

organic agricultural products. Recently, 

under the proposition of the adminis-

trative reform actively promoting pri-

vatization, the agricultural committee 

issued an administrative order in 1999 

to entrust the certification of organic 

products to non- governmental organi-

zations. In addition to regular and ir-

regular spot checks of the organic 

products on the market, the Agricultural 

Committee strictly supervises the non- 

governmental certifying organizations. 

It has dual control on the organizations 

by brand competition and replacement 

mechanism on the market since the 

certification marks of each organization 

are different. If the certification system 

questions the quality of public products, 

it will impact organic agriculture. Im-

proving the domestic organic inspec-

tion level first requires the improve-

ment of the quality of organic products 

of our area and the credibility of the 

certification system, followed by the 

improvement of the performance under 

the entire certification system and cer-

tification mark system. 

 

 According to case above, we 

propose several success factors as fol-

lows: 

 



2019-0928 IJOI 

http://www.ijoi-online.org/ 

 

 
The International Journal of Organizational Innovation 

Volume 12 Number 1, July 2019 

 

 

236 

Customer relationship management.  

 Customer relationship manage-

ment is defined as the use of informa-

tion systems to help organizations ap-

preciate and manage their relationships 

with customers, handle complete and 

correct integration, and maintain and 

expand the relationship between the 

company and its customers. Determin-

ing how a customer-oriented company 

can be maintained when handling ac-

tivities as it conducts sales between the 

buyers and sellers to generate custom-

ers is vital, and successful companies 

must strive to establish long-term rela-

tionships with customers. Furthermore, 

the global market is a diverse and com-

petitive arena, and enterprises must be 

changed from “product-oriented” to 

“customer-oriented,” meaning that the 

focus is placed on the needs of cus-

tomers. Enterprises must then provide 

suitable products to meet customers’ 

needs and enhance customer loyalty, so 

that customers can create more value 

for the enterprises. John Egan(2011): 

Noted consumer spending doubled 

during this time and much of this in-

crease was attributed to the power and 

influence of marketing. Dennis B. Ar-

nett (2013) indicated that management 

relationships with customers are often 

challenging because firms engage in 

many different types of translations, 

and their customers vary as to their 

wants and needs.  

 

 A CRM system is a collection of 

information about a customer's charac-

teristics, trading conditions, marketing 

effects, and responses to market re-

search. Therefore, an effective CRM 

system explains the customer relation-

ship in a detailed way, so that members 

of the enterprises can understand and 

handle customers' needs by providing 

appropriate products. During this pe-

riod, customer intention of purchase is 

observed to design new products in the 

future. This study has proposed "cus-

tomer satisfaction," "customer loyalty," 

and "customer value" as the three facets 

of customer relationship management 

for discussion. 

 

Customer satisfaction.  

 Kotler once said, "Most compa-

nies care about market share even more 

than about customer satisfaction. This 

is a mistake. Market share is of reverse 

logic, which is a review of past indica-

tors." He further explained, "Compa-

nies must supervise and improve cus-

tomer satisfaction because the higher 

the customer satisfaction, the higher the 

customer retention rate." In fact, the 

objective of corporate management is to 

improve performance. Improving per-

formance is creating customers. Mar-

keting and innovation are the two basic 

functions and it is also an indispensable 

driving force for creating value. Doing 

what is right in the first place is a 

proven way to reduce cost, improve 

competitiveness, and create customer 

satisfaction. Customer satisfaction is a 

direct factor in the central issue of 

corporate operations and marketing, 

since an enterprise’s mission is to create 

customer satisfaction. Therefore, if 

customers’ needs and buying trends can 

be understood, then tailor-made and 

customized products and services can 

be produced to satisfy the customers. 

Terry L. Esper (2009) demonstrated 

that the integration demand and supply 

processes help firms prioritize and 

ensure fulfillment based on the shared 
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generation, dissemination, interpreta-

tion, and application of real-time cus-

tomer demands.  

 

 Bray (2000) stated, "In order to 

provide better service language and 

follow customer habits in an increasing 

world, companies should learn about 

and understand the habits of every cus-

tomer." In addition to pleasing or in-

spiring all customers, those transient 

popular affairs are merely clever cloaks 

that encapsulate long-term effects, as 

complete marketing concepts must be 

able to effectively conduct promotion in 

order to realize basic and favorable 

conditions. Therefore, "customer satis-

faction" is the key to modern manage-

ment.  

 

 Kolter noted that since the 

searching costs and knowledge of cus-

tomers are limited, they are increased to 

pursue the maximum value under the 

conditions of liquidity and income. 

Customers will evaluate whether those 

objects can offer the greatest perceived 

value and will take action (make the 

purchase) if the object lives up to their 

expectations, which will significantly 

affect satisfaction and willingness to 

buy again.  

 

Customer loyalty. 

 Christopher Lovelock (2011) 

noted that loyalty is an old-fashioned 

word traditionally used to describe 

fidelity and enthusiastic devotion to a 

country, a cause, or an individual. Por-

ter put forth that "a company can win 

with a relevant and sustainable com-

petitive advantage." A competitive 

advantage is like holding two swords 

fighting against each other, while the 

competitor holds a pistol. However, 

when most of the correlated advantages 

are not strong enough, superiority is 

hard to maintain, since some advan-

tages are transient. Enterprises can 

apply various resources, such as excel-

lent quality and service, plus low cost 

and low price, to describe competitive 

advantage to attract customers.  

 

 Christopher Lovelock (2011) 

noted that we emphasize the impor-

tance of carefully focusing on desirable, 

loyal customers within the chosen 

segments and then taking pains to build 

and maintain their loyalty through well- 

conceived relationship marketing 

strategies. The ability to stabilize cus-

tomers shows their loyalty to the brand. 

Some customers do not arbitrarily 

convert brands because of inertia, care-

lessness, or long-term contractual rela-

tionships. When a company possesses a 

group of customers who do not easily 

convert brands, the company can then a 

high degree of brand loyalty.  

 

 From a customer's point of view, 

"What you own now or will own in the 

future is just value, which is created by 

the company." The success of an en-

terprise is achieved from acquisition, 

retention, and growth. You can hire an 

employee, arrange a meeting, or engage 

in any activity, but without a customer, 

there is no business. John Egan (2011): 

Revealed the realization of the impor-

tant of the customer-focused approach 

in service marketing, over and above 

the market focus, was a major factor in 

further promoting the relationship mar-

keting concept. The reason that com-

panies build up customer-first business 

models is because customers have al-

ways supported their strategies and 

competitive advantages like products. 
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Furthermore, the advancements of 

digital technology, such as the Internet, 

as well as making frequent contact with 

consumers to meet their needs. Chris-

topher Lovelock (2011) suggested that 

the objective was to build relationships 

and develop loyal customers who will 

do an increasing volume of business 

with the firm in the future. Customer 

satisfaction and customer loyalty are 

highly correlated with marginal profit. 

In fact, marginal benefit in economics 

indicates that the economy achieves the 

maximum economic profit with the 

lowest cost. Therefore, the establish-

ment of customer loyalty involves 

achieving loyalty through customer 

satisfaction; in other words, the explo-

ration of the gap between product per-

formance and customer's prior expec-

tations is based on the attribute level of 

the product. The customer's procure-

ment model can helps the company to 

understand customer behavior. Enter-

prises can then influence the long-term 

and actual behavior of customers' re-

peated purchases by observing cus-

tomer behavior.  

 

Customer value -- Wikipedia.  

 Customer value refers to the rela-

tive evaluation of customers' competi-

tive position with regard to company 

performance in the industry, which has 

the following meanings: 

 

Value in the heart: Customers will de-

fine the value from the core benefits 

obtained from the product or service; 

that is, the customer judges the value by 

themselves upon the product or service 

using their level of satisfaction, thus 

subjectively determining its value. 

 

Price value: “Price” is used to deter-

mine the value obtained. Customers 

consider that they can pay a lower price 

but have bought the same product, thus 

obtaining higher value.  

 

 This model proposes that cus-

tomers form the desired value as a way 

to the goal. 

 

 Christopher Lovelock (2011) 

reported what a loyal customer can 

mean to a firm - a consistent source of 

revenue over a period of many years. 

The active management of the customer 

base and customer loyalty is also re-

ferred to as customer asset manage-

ment. Woodruff (1997) believed that a 

customer value hierarchy model is the 

answer to how customers understand 

the value that an enterprise can provide. 

When customers consider purchasing 

products, they examine the attributes 

and performance of the target product, 

as those factors will produce the actual 

expected effect. In customers' eyes, 

these results will cause them to formu-

late expectations about the target 

product’s ability to achieve such an 

effect. After a customer uses the prod-

uct according to his or her own stan-

dards, the results will completely and 

fully confirm the relative importance of 

the product’s attributes and practical 

efficiency. This model actually empha-

sizes the customer value that is brought 

forth in the context of the used product. 

Thus, when the context in which the 

product utilization changes, the link 

between products attributes, results, 

and goals are thus changed.  Christo-

pher Lovelock (2011) illustrated on the 

cost side that not all types of services 

incur heavy communication expendi-
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tures to attract a new costumer. This 

hierarchcial model proposes that when 

customers experience products at every 

level with regard to the expected value 

before use and substantive acceptance 

of value comparison after use, it leads 

to the customers’ sense of satisfaction 

at a certain level. John Egan (2008) 

noted the total quality concept influ-

encing the processing elements associ-

ated with the marketing concept.  

 

 Therefore, for the attributes and 

attribute performance of a product, 

customers will wonder whether they are 

satisfied with the result after use and 

achievement of the target intention. 

Enterprises can then provide products 

of competitive environment, which will 

become the common focus with theory 

and corporate units as they become 

regarded as a brand-new source of 

competitive advantage.  

 

 

Figure 1. Woodruff's Customer Value Hierarchy Model 

 

Customer goal Customer satisfaction for the value they 

obtain 

 

 

 

 

 

 

 

 

 

 

 

 

 

Conclusion 

 

 The aforementioned development 

of enterprises corresponds to the knowl-

edge creation theory proposed by Nonaka 

and Takeuchi, mainly because leaders use 

different situations to promote the infra-

structure construction process of knowl-

edge management. Of course, this should 

include displaying the intentions of an 

organization and the “autonomy” in order 

to facilitate knowledge creation and 

management for organization members.  

Leibowitz (1999) described knowledge 

management as the process of creating 

value through the intangible resources of 

an organization, which is a comprehen-

sive concept covering the fields of soft-

ware engineering with artificial intelli-

gence, re-engineering of business proc-

ess, organization behavior, and informa-

tion technology. Its primary functions are 

to create, maintain, integrate, and correct 

the internal and external knowledge of 

the communication organization. There-

fore, enterprises can turn information into 

knowledge to guide and then implement 

decisions. Ravindranath Madhavan and 

Rajiv Grover (1998) published some 

propositions on how teams should be 

customer goal 

desired result under the context 
employed 

desired product attribute and 

attribute performance 

satisfaction based on goal 

satisfaction based on result 

satisfaction based on attribute 
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created and managed to efficiently and 

effectively create knowledge by com-

bining disparate bodies of knowledge. 

However, new product development 

teams are engaged in knowledge- pro-

ducing activity, which implies that an 

understanding of team social processes 

should be complemented by a cognitive 

perspective. 

 

Knowledge assets are enterprises’ intan-

gible assets that can provide the products 

and services needed by the market. 

Likewise, customer knowledge man-

agement helps enterprises to distinguish 

customer characteristics in order to create 

new products and lead directions so that 

accurate decisions are made for the 

overall corporate marketing strategy. 

John Egan (2011): Illustrated this 

matching marketing process sought to 

ensure that the marketing mixed internal 

policies of company were appropriate to 

the market forces operating within the 

company’s competitive environment. As 

a result, it helps with an enterprise’s 

products and services, as well as mar-

keting and innovation, ultimately helping 

the enterprises to achieve greater profit. 
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