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A M ethod of DataM ning of Custaner KnowledgeM anagement

WANG Zheng* ,WANG Yan-gind
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2 School of Traffic and Trangportation Beijing Jiaotong U niversity, B eijing 100044, China)

Abstract: Customer knowledge management has changed from a product - centered model o the client - centered one,
which is the latest development of industrial infomation And cusiomer knowledge has tumed out o be an important strategic
reource and its know ledge managament has become an effectivemeasure o increase enterprise competence Thispgper enpha-
sizes the practical gpplication of dataminingmethod in the customer knowledge management and p roposes that the datamining
method can be used to obtain client knowledge By cambining the related theoriesof client know ledge management of datamin-
ing technique, thispgoer firstly illustrates the application flov and field of dataminingmethod in the client data managament,
then uses the cluster analysismethod © establish datamining technology - based datawarehouse datamodel Finally, the pa-
per defines the stepsof mplementing datamining, cognizes and sunmarizes the existent problens, and validates the feasibility

that datamining can be used in the customer knowledge management, through a practice of excavation cluster analysis in a

case
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