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Exploring the role of customer relationship management

(CRM) systems in customer knowledge creation
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7. Research and management implications

Many organizations invest in costly CRM systems but do not fully
utilize the potential of such systems to acquire customer knowledge.
This study has important research implications. We applied
organizational knowledge creation theory to systematically gener-
ate propositions examining the role of various CRM systems
infacilitating knowledge creation processes in organizations. Thus,
our study extends the theory on customer knowledge creation by
drawing attention to specific 3-way interactions among CRM
systems, types of customer knowledge, and knowledge creation
processes. To our knowledge, no prior study has investigated these
precise interactions or highlighted their importance.
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