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Abstract
This study attempts to develop the construct of customer knowledge management, which

serves the base for further discussion in the relationships among customer knowledge
management, market orientation, and marketing performance. Survey questionnaires were
distributed to IT related corporations of listed in Taiwan SEC & OTC. A total number of 103
valid questionnaires were collected and analyzed. The results indicated that 1 customer
knowledge management affects market orientation in a positive direction, which suggests the
importance of interaction with customers in responding the rapid change of IT product market,

2 market orientation affects marketing performance in a positive direction, which suggests
the importance of intensive coordination between marketing strategies adopted by IT related
corporations and marketing environment change, and 3 there is a positive relationship
between knowledge management and marketing performance. The results of this study
generally suggest that marketing performance can be improved through knowledge
management system within an organization.
Key words customer knowledge management marketing orientation marketing
performance
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