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ABSTRACT

Thepurposeofthisarticleistodeterminetheeffectofcustomercommercialknowledgemanagement
ontheperformanceofemployeesofinsurancefirms.Thepopulationcomprisestheemployeesofall
insurancecompaniesofArdabilprovinceinIran.Duetothesmallsizeofthepopulation,nosampling
wascarriedoutandthepopulationwasexaminedthroughacensusprocedure.Datacollectionwas
carriedoutusingNewmanandConrad’sknowledgemanagementquestionnaireandPatterson’sjob
performancequestionnaire.AdataanalysiswasconductedwithPearsoncorrelationandregression
analysisusingSPSSsoftware.Theresultsshowedthatcustomercommercialknowledgemanagement
canpredictstaffperformance;hence,itisoneoftheeffectivefactorsinimprovingstaffperformance.
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1. INTRodUCTIoN

Today,oneoftheparamountstrategiesofleadingcompaniestogaintheabilitytochangecustomers,
toattractresources,andtogaincompetitiveadvantageistoobtainandsharecustomerknowledgein
anorganizationandbetweenanorganizationanditscustomers.(Khosravi&Hossin,2016,p.265).
Customerknowledgeenablesorganizationstomakecleverdecisionstodeliverproductsandservices
(Ranjbarfar,2016,p.5).Knowledgemanagementallowsorganizationstoeffectivelyplan,create,
organizeandmotivate theiremployeesbyusingknowledgeresources(Saqibetal.,2017,p.25).
Studieshaveshownthatcustomerbusinessknowledgemanagementcanbeusedtocreateinnovation,
production, and continuous improvement of services (Shamy Zanjani&Najaflou, 2011). In the
presentagewhichisknownastheknowledgeage,organizationswitnessanenvironmentwhichis
increasinglybecomingmoredynamicandchallenging.Today,organizationsviewintangibleassets,
i.e.knowledge,asacritical,vitalfactor.Knowledgemanagement,asasystem,canhelporganizations
toachievethisgoal.Knowledgemanagementhelpsorganizationstofind,select,organizeandrelease
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importantinformation,anditplaysavitalroleinkeyorganizationalissues,suchasdynamiclearning,
problemsolving,anddecisionmaking(HaqiqatMonfared&Sha’baniMayani,2012).

Inrecentyears,theconceptsofknowledgemanagementandcustomerrelationshipmanagement
havebeenfurtherinvestigated,aseachbringssomekindofcompetitiveadvantagetotheorganization.
Asa resultof the integrationofknowledgemanagementandcustomer relationshipmanagement
andthecreationofcustomerbusinessknowledgemanagement,organizationsareabletoidentify
theneedsofcustomersandanticipatetheirbehavior.Moreover,asaresultofcontinuousinnovation
and development, organizations can improve their performance. (Haji Karimi & Mansourian,
2012,p.76).Several factorshavean impactonstaffperformance,oneof themost importantof
which is customer business management (Lewis & McCann, 2000). Organizations can increase
theperformanceoftheiremployeesindifferentfieldsbycollecting,storingandapplyingcustomer
knowledgeatdifferentlevelsoftheorganization.Knowledgemanagementcanaffectmanyaspectsof
thecompany’soperations.Moreover,thecreation,preservationandtransferofcustomerknowledge
canaffectthelevelofknowledgeoftheorganization,andapplicationofthisknowledgecanenhance
staffperformance.(Barazandeh,2012,p.57).Bygivingthestafffeedbackontheirperformance,the
organizationlaysthefoundationfortheirtraining,andthestaffwillexertconsciouseffortstoreplace
theinappropriatebehaviorsandeliminatenegativeandineffectivebehaviors(Erdogan,2002;quoted
bySeyedJavadin,2009).

Furthermore,today,serviceindustriesplayanimportantroleintheeconomyofthecountry.The
“insurance”phenomenonservesasofthemostvaluablehumanachievementsintacklingdangersand
providingeconomic,social,andpsychologicalconditions.Inadditiontocompensatingforeconomic
lossescausedbyaccidents,securingthefuture,improvingthestandardoflivingofindividuals,and
establishingasafeandsecureplaceforeconomicgrowthanddevelopment,insurancealsobrings
peaceofmind to themembersofsociety (Cravens&Piercy,1998).Hence, theadvancementof
theinsuranceindustrycouldleadtotherestorationofthecountry’seconomy,thequalityoflife,as
wellastheimprovementofthelivelihoodofthepeople,themaintenanceofnationalwealth,and
theformationoflargesavings(HaqiqatMonfared&Sha’baniMayani,2012).Insurancecompanies
haveasignificantgrowthpotentialintermsofCMSmanagement(Aqdasi&Ranjbarfard,2009,p.
5).Sincetheinsuranceindustryisconsideredoneofthelargestglobalindustriesatthemomentand
hugeeconomiccostsareinvestedthroughthesecompanies,thenewmanagementknowledgeapplied
inthesecompaniesprovesusefulinvariouseconomic,commercialandsocialrespects.Therefore,the
presentstudyseekstoinvestigatetheroleofcustomerbusinessknowledgemanagementinimproving
theperformanceofinsurancecompanyemployeesinIran.Theresultsofthisstudycanbeusedin
planning foroptimaluseofcustomerknowledge inorder to improve theoverallperformanceof
insurancecompanies.

2. LITERATURE REVIEw

2.1. definition of Knowledge Management
Knowledgemanagementisaplannedandstructuredapproachtocreating,sharing,using,andprofiting
fromknowledgeasanassetoftheorganization,whichleadstothediscoveryofnewopportunities
(Plessis&Boon,2004).Knowledgemanagementreferstoasetofprocesseswhichresultsinknowledge
acquisition,maintenance,anduse,thepurposeofwhichistoexploitintellectualpropertyinorderto
increaseproductivity,createnewvalues,andenhancecompetitiveness.(Torben,2002).Knowledge
managementaffectsorganizationalandoccupationalfactorsbyupdatingtheorganization’sknowledge
andchangesthegoalsandobjectivesoftheorganization’sstrategiesandpoliciesbyinvestigating
theconditionsofthemarket.Knowledgemanagementfocusesonenhancingthecapabilitiesofthe
organizationbyattractingnewknowledgeintothesystem.Itimprovesorganizationalperformanceby
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