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Abstract: The capability of customer knowledge management has a positive impact on new product perfor-
mance. Enterprises must enhance the efficiency of customer knowledge process and the capability of customer
knowledge management in organizational environment. Customer knowledge management recreated the value of
as the customer must be placed in the center of enterprises’s developing. With customer interac-
tion, the enterprises fetch the customer knowledge, and share and apply it in organization, because it enables a
firm to explore the opportunities of product innovation and meet buyer’s needs.

Key words:customer interaction; customer knowledge; new product performance
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