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Abstract

The daily accelerating changes in business enviemirhas recently made the banks competition amongst
banking industry more complicated; as a result there has been increased focus on customer and Customer
Knowledge Management (CKM) concept. Moreover, cugtioknowledge has become a key competitive factor
and developed to be highly considered in globally, as a result; being a successful competitor in banking industry
needs to put into consideration an important elémarich is called ‘Customer’. This paper aims ttraduce a
theoretical framework of CKM combined with Custonddtraction process by employing CKM toward gaining
new customers in Arab Bank in Jordan. The methafoloonducted as a data collection tool using a
questionnaire and the data was collected fromlf8&)ches managers of Arab Bank in Amman, JordasidBs,
literature review was conducted to determine thacepts of integrating CKM toward customer attractio
process to deliver the suggested Customer Knowlédlgaction Model (CKAM). The study findings revethiat
there is a positive effect of customer knowledgaagement towards customer attraction in Arab Bank

Keywords. Knowledge Management, Customer Knowledge Managerrstomer Relationship Management,
Customer Attraction, CKAM, Arab Bank, Jordan.

1. Introduction

With the acceleration of business environment charand the entry of new competitors, Knowledge ksya
competitive factor in the global economy is highbnsidered, but for the successful presence irytedgnamic
market, it is important to pay attention to an impot component that is called customer (Madhowhi
al,2011). It is evident that there is a strong cetition among banks and business as a sort of cyaidge in the
business environment; therefore they start thinking of how to improve their performance and processes, hence;
knowledge has become a key source for organizatmmsprove the competitive advantage (Alhawarakt
2008). Moreover, organizations begin to rediscotler value of the customer at the same time they are
rediscovering their own sense of purpose and pwsiti the marketplace. With today’s products anwises
made available through a variety of delivery med$ras, an integral relationship with customers may b
essential. Customers are often cited as one ahtist important assets of contemporary organizat{Basicic

et al, 2010 ). Customer relationship managementMCBnd knowledge management (KM) initiatives are
directed towards the same goal which is the dsfieércontinuous improvement towards customers (8almn

et al, 2005). This paper presents the conceptstbmer knowledge in three main perceptions: knogéeabout
customer, knowledge for customer, and knowledgenfroustomer. Additionally, the paper introduces a
theoretical framework in KM combined both CKM andRKZ through concentrating on Customer Attraction.
This paper will explore the effect of CKM on custenattraction from the point view of mangers in B\Bank

in Amman, The paper is structured as followingtisectwo exhibits the literature studies for KM, RIRCKM,

and Customer Attraction and their relation betw&M and Customer attraction process, then sectioget
presents a conceptual model for customer knowledgeagement towards customer attraction CKAM, and
section four presents research methodology, anthsheection presents the conclusion.

2. Study Aim and Objectives
The aim of this study is to identify the effect@fistomer Knowledge on Customer attraction.
The objectives of this study are as following:

e To explore CKM and its three main factors

e To explain Customer attraction processe concept.
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3. Literature Review

This section summarizes the contribution of literatreviews related to the subject of the study, an
provides an overview of different contributions anfbrmation about Knowledge Management (KM), CKM,
and CRM, it also clarifies Customer Attraction. ShCKM, CRM and Customer Attraction were studied an
other authors' opinions were stated. As well aestigating the customer knowledge in multiple sgbftviews.

3.1 I dentifying Knowledge M anagement (KM)

It seems that having knowledge and utilizing ibhganizations has become a procedure which canthesul to

the advantage of competition (Sanayei and Sagdil). (Becerra-Fernandez et al, 2004) defined Kedge
Management (KM) as doing what is needed to getntiost out of knowledge resources, KM focuses on
organizing and making available important knowledgderever and whenever it is needed. Knowledge
management includes supporting innovations, brainsd ideas and utilization of organizational tliigk
power (Sanayei and Sadidi, 2011). Additionally, Kéan approach that is used to capture, createapply
knowledge to make the CRM process successful (kty al, 2008).

Rowley (2002) revealed that Knowledge managemerbigerned with the management and exploitation of
corporate knowledge. It is a holistic philosophwttlirives organizations to optimize the utilizatiohtheir
knowledge resources that include both explicit kieolge (that might be recorded in databases and othe
archives), and implicit knowledge (that is heldworkers’ minds, and which is embedded in the finifént of
their job role).

Becerra-Fernandez discussed that KM is relatechéocbncept of intellectual capital. KM is the preseof
critically managing knowledge to meet existing reeed identify and exploit existing and acquirecbtedge
assets and to develop new opportunities (Salomtaah 2005). While (Lin et al, 2006) defined Knodtge as
information that is relevant, actionable, and basekbast partially on experience in a businesdectn(Lin et

al, 2006) described knowledge as an emerging fieldd has commanded attention and support from the
industrial community where many organizations coilse engage in knowledge management in order to
leverage knowledge both internally within organizatand externally with shareholders and custom&ké.is

not something new; it is going to be something tangible and, there is a type of revolution on KM today (Alhawari

et al., 2008). KM involves applying the collectikaowledge and ability of the entire workforce tchimwve
specific organization objectives which, in retutan lead to getting the right information to rigigople at right
time and help people generate and share knowleglgmhance organizational performance (Alryalatlet a
2008). The objectives of KM are to make the orgatiin act as intelligently as possible to be grointterm of
viability and overall process, and to realize ttestbvalue of its knowledge assets. Moreover, kndgde
currently is regarded as one of the vital resouafesiodern organization (Lin et al, 2006). Lin &t §2006)
discussed that KM strategy can help in tearing dtraditional cross functional boundaries, in additto that it
entails helping people share and put knowledge &ufion by creating access, context, infrastructared
simultaneously reducing learning cycles. Knowletitgnagement (KM) is to get the knowledge about austo
constantly improve it and share it through thosespaf organization, which need the knowledge te iihence
add value to their work (Sulaiman et al, 2011).

Customer Knowledge Flows

3.2 Customer Knowledge M anagement (CKM)

Customers are the basis of a company’s econommessdqWilde, 2011). The contemporary economy iagei
increasingly based on the value of knowledge, ri®eas, designs, and business models, which are ladiakpd
as intellectual capital (Pavicic et al, 2010). QGuwgie assets include the value of human talentomes
relationships and stocks of already accumulatedwledge such as best practices learned, insights int
competitors and their practices that are eitheredtan databases, or reflected by the company’ssrul
procedures, and structures (Pavicic et al, 201djay, companies recognize knowledge as a crugablree in
the competition and the importance of utilizing Wihedge to gain a competitive advantage, but mangheimn
still ignore Customer Knowledge, which is at thegior of most improvements in customer value (Ogueatial,
2010). (Sofianti et al., 2010) distinguished that; at first glance, CKM may seem just another name for Customer
Relationship Management (CRM), or Knowledge Manag@mKM). But customer knowledge managers
require a different mindset along a number of kagiables.
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CKM is the systematic handling and management ofs@dge collected at customer interaction pointéctvh
are required for the efficient and effective supparbusiness processes (Salomann et al, 2005)e\Wi2011)
viewed that implementation of CKM tries to fill tlyap of insufficient knowledge that is taken frorRI@ which
primarily focused on the iheuse knowledge of customers; as the customer himself and the knowledge about
him are insufficiently and unsystematically intetgdhinto the organizational processes.

Ogunde et al., (2010) discussed that In order @ laagood relationship with their customers, custefocused
companies specifically dotcoms have to communieatd interact with them in a satisfactory manner and
continuously meet customers’ changing needs and réguires the management of customer knowledge.
(Sofianti et al., 2010) addressed that CKM is tinategic process by which cutting edge companiesneipate
their customers from passive recipients of prodaot services, to empowerment as knowledge partgensie

et al., (2010) defined Customer Knowledge Managert@KM) as the application of Knowledge Management
(KM) instruments and techniques to support the argle of knowledge between an enterprise and itsmess,
enabling the company to make appropriate businessidns. Gibbert et al., (2002) proposed five estybf
CKM: “prosumerism, team-based co-learning, mutnabiation, communities of creation, and joint ilgefual
property” ,Gibber et al., (2002) show that by mangghe knowledge of their customers, corporatiaresmore
likely to sense emerging market opportunities befdheir competitors, to constructively challenge th
established wisdom of doing things around heretandore rapidly create economic value for the coapon,

its shareholders and last, but not least, its custs. In their approach CKM refers to the managenoén
knowledge from the customer (knowledge residingha customer), in contrast to knowledge about ensts.
Moreover, they discuss that theft approach is difie from traditional knowledge management in thgective
followed: Where as traditional knowledge managenieratbout efficiently gains which means avoidingref
inventing the wheel, CKM is about innovation andwth.

CKM can be generally regarded as the processesptoire, share, transfer, and apply the data, irdtom, and
knowledge related with customers for organizatiohehefits. The processes can occur not only among
customers and within organizations, but also betvarganizations and customers (Zhang, 2011). CKbut
gaining, sharing, and expanding the knowledge imegith customers, to both customer and corporatefite
(Sofianti et al., 2010). Michael et al, (2002) dissed that Customer Knowledge Management (CKMgff
from for Customer Relationship Management (CRM),stBmer knowledge managers require a different
mindset along a number of key variables. Customemkedge management, first focus on knowledge fitoen
customer which residing in customers, rather tlmouging on knowledge about the customer, as cleaisiot

of customer relationship management. In other wosisart companies realize that customers are more
knowledgeable than one might think, and consequestlek knowledge through direct interaction with
customers, in addition to seeking knowledge abastamers from their sales representatives. Corvesiti
knowledge managers typically focus on trying tovarh employees from knowledge hoarders into knogded
sharers.

Wilde, (2011) and Bueren et al, (2004) discusseéethypes of Customer Knowledge: Knowledge aban, f
and from customer. Wilde, (2011) discussed Knowdealgout the Customer, which represents customented
knowledge comprises information about the customegyarding his purchase and payment behavior, his
motivation, buying habits and demandsqwdred mainly in a passive way; not by interaction with the customer
actively. It is the result of analyses, interviearsd observations as done. Wilde, (2011) discussemvédge
from the Customer as Knowledge from the customesstiynarrive at the comapy in a direct way; Where the
customer informs the organization about his expegs with products, services, processes or hiscéadiens.

In addition to interpretations of the market or thestomer’s knowledge of his competitors or techg@s as
well proposals for solution belong to this categofjnowledge. Consequently, the company takeseaygtpart

in the customer’s stock of knowledge. Wilde, (20ti¢ntioned Knowledge for the Customer as: when the
customer shares his knowledge with another comphis/,company is then in a position to identify gibte
knowledge gaps and to further develop the custameon-knowledge’. The customer should be supponrtitial
knowledge for the customer in order to close theated knowledge deficits. An example of this formation
regarding products as well quality and prices.

All kinds of companies from the profit sector amldwing suit, both the pure e-businesses, suctihas
eBay.com and Amazon.com, and the more traditionaiganies, including Harley Davidson (via the Harley
owners’ Group, which has multiple official web sitevhich can be accessed at http://www.hog.com@s&h
companies use their customers’ knowledge in ordgrémote their product or services, enhance tipocate
image, as well as to help customers connect to etieln and exchange their experiences (Pavicit; 2040).

49



Information and Knowledge Management www.iiste.org
ISSN 2224-5758 (Paper) ISSN 2224-896X (Online) “—.i.l
Vol.6, No.11, 2016 IIS E

Customer knowledge is at the origin of most improgats in customer value (Peng et al, 2009). Therdoar
different categories of consumer behavior researafnition, customization, accumulation and contéxtd all
of these levels engage with customer knowledgea Aslatively new area of research, CKM definitiofasy
from different backgrounds and research purposks/ & concerned with the management and exploitatib
customer knowledge. (Salomann et al., 2005) distsiged three kinds of knowledge flows that playitalvole
in the interaction between an organization anduttomers: knowledge for, from and about custon{&afianti
et al., 2010) revealed that Smart companies re#tiaecorporate customers are more knowledgeahle dine
might think, and consequently seek knowledge thinodigect interaction with customers, in additionfitad the
knowledge about customers from their sales reptasess. Conventional knowledge managers typicfabus
only on trying to convert employees from egoistiowledge hoarders into altruistic knowledge sharers

Peng et al, (2009) additionally presented severaitp of views of customer knowledge which are:
(1) Knowledge about customers, which may includewdedge about potential customers and customer
segments as well as knowledge about individualcosts. (Peng et al, 2009 and Rowley, 2002).
(2) Knowledge possessed by customers, about prodaoges, such as compatibility between computer
hardware components, and about the wider contektnaarketplace into which products and services are
delivered. In addition to the ideas, thoughts, arfdrmation the organization receives from its onsérs
regarding the preferences, creativity, or consuompgxperience of specific products or servicesis It
customer’s knowledge of products, suppliers andketar(Peng et al, 2009, Xu & Walton,2005, and Rgwel
2002).(3) Knowledge for customers. Samples inckmtevledge on products, markets and suppliers (lRéeng
al, 2009).

Moreover, Xu and Walton, (2005) differentiated cusér knowledge from customer data and customer
information, and suggested that customer knowledgebe explicit, the structured customer informatio
databases, or in tacit customer knowledge whichesgmts knowledge in mind of employees and cust@mer

The author has proposed a conceptual and ModeKdf ©ward Customer Attraction which developed into
CKAM. Starting with the knowledge about Customertguire new customers, Knowledge for Customer to
attract more customers, and knowledge from Custdémexpand the relationship with customers (Alryaltzal.,
2008) relying on taxonomy of CRM process maintaiime@iable 2.

Table (1) Taxonomy of Customer Knowledge Management (CKM)

Dimensiot Suk-dimensiol Descriptior Reference

(Peng et al, 200!
(Gibbert et al, 2008)

Knowledge about potential customers and (Michael et al, 2002)
Knowledge about Customer customer segments, and about individual (Wilde, 2011)
customers. (Salomann et al.,2005)

(Alryalat et al., 2008)
(Bueren et al,, 2004)
(Peng et al, 200!
(Wilde, 2011)
Knowledge for customer Knowledge on products, markets and suppliel (Alryalat et al., 2008)
(Salomann et al.,2005)
(Bueren et al,, 2004)

Customer
Knowledge Process

(Gibbert et al, 200t

(Peng et al, 2009)
. (Michael et al, 2002)

Customer knowledge about products, service )
Knowledge from customer . . (Wilde, 2011)
markets, suppliers, processes and his expectat
(Alryalat et al., 2008)
(Salomann et al.,2005)

(Bueren et al,, 2004)

Customer Knowledge Management (CKM)
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CRM Process Flows

3.3 Customer Relationship Management (CRM)

CRM is probably one of the most recognized managerapproaches of the past decade (Rollins & Halinen
2005). Many organizations have recognized the witgdortance of information they have on their costos
(Thanuja et al, 2011). CRM has emerged as oneeofrthst demanding issues in business because wélihe
expected from carrying out the CRM in organizati¢hlsyalat et al, 2008). Customer Relationship Mgeaent

is often considered as database marketing of t@naation with the database of the customers (Tjhaet al,
2011). As the business world has shifted from pebdoicus to customer focus, managers have foundthiea
enhancement of existing customer relations brihgsbenefit of profitable and sustainable revenuwavtgr (Xu
and Walters, 2005). (Dennis et al, 2001) definedt@uer Relationship Management (CRM) as: (1) Ptesga
single image of the organization, (2) Understandimgo customers are and their likes and dislike3, (3
Anticipating customer needs and addressing thenacpikely, and (4) Recognizing when customers are
dissatisfied and taking corrective action. CRM t&en widely regarded as a company activity related
developing and retaining customers through incietasgisfaction and loyalty (Xu and Walters, 20@5RM is a
comprehensive strategy and process of acquirirtginieg and partnering with selective customersrgate
superior value for the company and for the custsr(iEnanuja et al, 2011).

CRM enables a business to understand better ttelstnd especially the implied requirements ofitstomers
(Lin et al, 2006). Customer relationship manageneat process to identify, select, acquire, develog retain
profitable customers, in addition to having loegn relationships with each one of the customers; CRM both

considers their requests and requirements andtériesme up with their satisfaction (Sanayei andidia2011).
Thanuja et al, (2011) distinguished that CRM hagrged in to reflect the central role of the custoifioe the

strategic positioning of a company, in additionttimkes a holistic view over customers.

Increased competition in every business, glob@dinathe development of information technologyatauality
movement, system-selling approach and the developaienetwork economy have all facilitated the rigehe
relationship marketing orientation which can benseethe origin of CRM (Rollins & Halinen,2005).

In the context of valuing knowledge as a relevantree of organizational success, the analysis@ttistomer
relationships can be considered as a natural datets the market orientation. This is being remfx by the
rapidly advancing information and communicatiorhteazlogies (ICTs), which enable organizations tonzn
and utilize massive databases of consumer-relag¢a. €Collecting and analyzing of such data is asfigc
valuable to companies operating on the businessitisumer market. As technology makes it easy tk taad
fulfill the needs of small customer segments, arewndividuals. At the other hand, companies onbtlrginess-
to-business market and similar organizations canalso make use of the contemporary technologynharece
their customer/stakeholder relationships (Pavitial €2010). CRM gains in importance for comparnieg serve
multiple groups of customers and exploit differerteractbn channels for them; due to the fact that information
about the customers, which can be acquired for gaghip and across any channel, should be integxaitid
existing knowledge and exploited in a coordinatehfon (Thanuja et al, 2011). Thanejal, (2011) addressed
that the customer life cycle has three stages:.cqliieing customers, b) increasing the value of austr, c)
retaining good customers.

Thanujaet al, ( 2011) explored that CRM consists of four dimiens which can be seen as a closed cycle of a
customer management system; where they share the common goal of creating a deeper understanding of
customers to maximize customer value to the orgdioiz in the long term. The first phase is Customer
Identification, the second phase is Customer Afitvagcthe third phase is Customer retention, andlly the last
phase is Customer Development.

3.4 Customer Attraction

Mortensen et al, (2008) defined Attraction in several viewpoints; Attraction is an alternative approach to
managing business relationships based on the @neafi voluntary motivation and commitment betwebe t
relationship partners, which differs from the ttamhial approach of managing relations by power.tiinother
hand; Mortensen et al, (2008) viewed the definition of thaction in marketing literature as slightly different;
where Attraction refers to cause interest, pulbapany toward yours and, furthermore, have thetald stay
attractive to the other parties. Xu and Walter)8)Oguoted that “it costs five times more to attracnew
customer than it does to keep an existing one”.
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Organizations can direct effort and resources aitacting the target customer segments after iigerg the
segments of potential customers. One element dbes attraction is direct marketing described laes t
promotion process which motivates customers toeptaders through various channels. Direct mailampon
distributions are typical examples of directs méng(Thanuja et al, 2011).

Mortensen et al, (2008) addressed that attraétidousiness relationships has been described dadtwr that
creates voluntary commitment, which can mobilize/dysupplier resources; but it also been described in
different ways over time, where the concept hadediht meanings and influences different aspects of
relationship building. Mortensesgt al, (2008) discussed that while others have seenctttrain business
relationships as important and central in complgationships, where there is need for creating affetting
commitment from the buyer-supplier relations aner¢hy extend the possibility for value creationtraddtion
will be seen as a prerequisite for developmentro$ttand commitment, not just in the initial stages
relationships but also in continuation and develepnthroughout the relational duration. Mortenséral,
(2008) found that Attraction derived from socialyplsology/exchanges literature, which is concerneth w
interdependencies between social actors and foausdake rewards and costs that individuals gaiouh
interaction with each other. The human factor dedimfluence between people are often explaindthamg an
important role in attractiveness.

Table (2) Taxonomy of Customer Knowledge Attraction Model (CKAM)

Dimensiot Sut-dimensiot Descriptior Reference

(Peng et al, 200!
(Gibbert et al, 2008)
(Michael et al, 2002)

(Wilde, 2011)
(Salomann et al.,2005)
(Alryalat et al., 2008)

(Peng et al, 200!

(Wilde, 2011)
(Alryalat et al., 2008)
(Salomann et al.,2005)

(Gibbert et al, 200t

(Peng et al, 2009)

(Michael et al, 2002)
(Wilde, 2011)
(Alryalat et al., 2008)
(Salomann et al.,2005)

Knowledge about potential customers and
Knowledge about Customer customer segments, and about individual

customers.

Customer Knowledge

Knowledge for customer
Process

Knowledge on products, markets and suppliel

Customer knowledge about products, service

Customer Knowledge Management (CKM)

Knowledge from customer markets, suppliers, processes and his

expectations.

To obtain Knowledge about customer.

Ciallal Clustei e ezl To present knowledge to customer.

(Madhoushi et al,2011)
(Sofianti et al., 2010)
(Xu and Walters, 2005)

(Madhoushi et al,2011)

To store the knowledge that obtained from/abc (Sofianti et al., 2010)

Storing Customer Knowledge customer.

Customer Relationship

Management Distribution Customer

Distribute knowledge for customer.
Knowledge

(Madhoushi et al,2011).

Customer Attraction Process

Benefits from Customer
Knowledge

the benefits from applying customer knowledg

to attract new customers. (MadhOUShl & a|'2011)'

3.5 The Relationship between CKM and Customer Attraction:

While KM is important for CRM because it can hefie torganizations make better services, enhancéyoél
product; reduce cost and respond to their customers more (Alryalat et al, 2008); CKM is important to help CRM
in achieving customer attraction process throughkhowledge gained about, for, and from customeany
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previous researchers studied the relationship htweustomer knowledge management and customer
relationship management, where this relation wasstigated, and the results showed that, theresigréficant
proved relation between customer knowledge manageara customer relationship management (Madhoushi
et al., 2011).

In Addition to, CRM and KM have gained importange business organizations worldwide and focus on
allocating resources with the aim of gaining coritppet advantages. Furthermore, both KM and CRM lag
importance for every Information Technology (ITpfassionals and business decision maker (talet)2@ka
result, the large customers data availability towds created opportunities due to new technologidbs
challenges for businesses to leverage the datgainda competitive advantage (Lin, Y., Su, H. YC&ien, S. ,
2006)

Since Customer attraction is one of the four dirnmrss that comprises CRM ( in addition to Customer
Identification, Customer retention, and Customewéd@pment) (Thanuja et al, 2011), and there iseaetlis a
significant proved relation between CKM and CRM (Madhoushi et al,2011); then we can concluded that there is

a relation between CKM and Customer Attraction,duse customer attraction is one part of CRM.

Based on the above discussion, the CKM has becavatapfor building an efficient and effective Caster
Attraction process. The role of CKM in Customerattion process is important for attract new cusisand
to gain customer satisfaction. After conductingagetul examination of all available studies frorhalailable
sources, it is recommended that the CKM proceggther with the KM process, still deserves furtsteidy. As
a result, organizations need to integrate their C&md Customer Attraction Process because theyzeetiat
CKM plays a main role in Customer Attraction susces

4. Proposed Customer Knowledge Attraction Model (CKAM): A Conceptual Model

This section proposes a conceptual model of CKAIslt ttlescribes the integration of CKM and Customer
Attraction process to attract more customers inbABank and to achieve customer satisfaction. F{@yre
explains the links of the various forms of custorkaowledge (knowledge about customer, knowledge for
customer, and knowledge from customer) and Cust@tieaction process (Knowledge Process about Custom
Knowledge Process for Customer, and Knowledge Bsodmm Customer), based on the CKM process
proposed byMadhoushi et al.,2011), and the CKM process proposed by (Alryalat et ab&0

There are four phases in a CKAM. The first phagerd@nes gaining customer knowledge. The objedaiivihis
phase is to obtain the knowledge from customerfigBi et al., 2010) discussed that in CKM the rofethe
salesperson changes considerably and, insteagtgrjoviding basic information about a locatioregailability
of a product, he becomes an attentive listener igliying to understand the customer's needs. Alesgerson
also can gather knowledge from the customer about:

« Preferences to the product or service (color, sShape, textures, style for products and requirésnen

for services).
e Competing products and in particular the attribtles are appealing about them.
e Industry trends such as incoming products or sesvic

This phase includes obtaining knowledgem, and about customer from the CKM frame work. The second
phase is storing customer knowledge; this phasessaafter the gaining customer knowledge phaseugtro
updating customer information, using a databasetéoe customer information, storing information abo
transactions per customer, Easy access and rdtaeeastomer knowledge, Store information abouttomer
records and Interests, and Record and store custdmewledge after acquiring and developing (Madthdet

al, 2011). This phase implies that; while the costo expresses what they know and their preferenbes,
salesperson begins to create a mental map of eseisnBased on customer needs, the salespersdiegiitl to
identify the pieces of knowledge that can helpdbstumer in their particular situation (Sofiantaét 2010). To
help a customer make a decision, the salesperstmksmwledge relevant to that particular indivititegarding
product characteristics, functional attributes,oinfation about common problems, substitute products
maintenance information, quality records, compatitproducts, and options. The knowledge identibgcthe
salesperson should be articulated and presenttte toustomer not necessarily as pressure for absdlas a
genuine effort to assist in the decision-makingcpss. The customer in turn feels more comfortald&img a
decision that satisfies their needs and returnheostore to satisfy future needs (Sofianti et 2010). After
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storing gained knowledge there will be knowledgeuwtlcustomers in the Customer Knowledge Databdse. T
third phase is distribution customer knowledges thihase contains transfer knowledge about newcsanid
customers, transferring employees knowledge leatfegorganization to replace, Providing data tentk,
using information technology to distribute custonk@owledge, transfer to customers between sectods a
individual organizations, and existing the cultofesharing customers knowledge(Madhoushi et al,120This
phase includes distributing knowledige customer from the CKM frame work.

Finally, the last phase in CKAM is benefits fromstamer knowledge. Where in this phase CKM helps
organization which perceives customers better dtimately expressed using customer knowledge managée
organization to achieve many opportunities beftvertcompetitors that really increase sales andatnew
customers that this matter has benefits, both meste® and organization (Madhoushi et al, 2011).

Customer Attraction

CEMI
T '
Gaining Customer
Knowledge e o
e 4 K_r:uwl ed g_e a_E}mrt
‘ h Customer
' )

Storing Customer

Knowledge -
\ J Knowledge from
J Customer
iy N
Distribution — S
Customer Knowledge -
5 w ~ Customer

Benifits from
Customer Knowledge

8 v,

Figure (2) The Proposed Conceptual Model of the Customer Knowledge Attraction Model (CKAM)

5. Research M ethodology

In order to achieve the research main goal, thiecawgmployed various CKM and Customer attractiterditure
resources to propose conceptual mentioned abovelmbddustomer knowledge management attraction inode
CKAM; where all of those theoretical resources d&sed, explained, integrated and investigated thwar
suggesting CKAM model that may applied to attraetvncustomers in Arab Bank in Jordan. For practical
purposes and from the point of view of the natune aethods, this study combines both descriptivé an
analytical one; it uses the questionnaire as aftwatxplaining the main idea, the study refleckMCdefinition,
types and usage of CKM, customer attraction, aedré¢tation between CKM and customer attractionh e
intention of introducing CKAM model. The study usesgjuestionnaire as a data collection tool, it ma®f 25
guestions that are designed based on the rangeludiée Likert-scale questions.

The data was collected and Simple Linear Regregsiatysis was conducted to investigate the imp&&kiv
as the main independent variable on customer #itiraas the dependent variable. After proving thkdity and
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reliability of the questionnaire, the results ofttical computations and their descriptions gaifgy the
software SPSS20.

What is the effect of CKM on customer attractiorAirab Bank?
To answer this question a simple linear regresaialysis should be conducted.

Table(3): results of Smple Linear Regression Analysis to measure the effects of CKM on customer
attraction

Change Statistics
R Square Change F Change dfl df2 Sig. F Change

Model | R R Square Adjusted R Square

CKM | 0.662| 0.438 0.285 0.438 3.646 1 11 0.035

R equals to (0.662 where CKM explicate (43.8%) of customer attraction, which representdagistically
significant value; this leads to conclude that CKM affects positively on customer attraction.

6. Study Validity and Reliability

The study questionnaire was given to a jury of (Liijversity professors for their comments, themwis
modified accordingly to ensure questionnaire validihe reliability of the study questionnaire weerified
through the test-retest method on a group out @fptrticipants of the study. This group was chas@domly
from Arab Bank branches managers in Amman. The period between two tests was two weeks; in addition to
extract (Cronbach alpha) factor values to reash#ralegree of reliability of the tool of study. CKidliability
shows (0.79), whilst customer attraction reliability shows (0.81); which was higher than the minimum of
the stabilityof (0.60); therefore they were accepted for the purposes of condudtiegstudy according to
Sekaran and Bougi (2003).

7. The Study Sample and Population

Study population consists of Arab Bank Branches Managers in Amman the capital of Jordan; that are (51) branch
managers according to Directory of Bank Operatimngardan which is mentioned in Association of Bairks
Jordan*, the study sample cosnsits of (44) branches managers in Amman, therefor; (44) questionnaires have been
distributed on random sample that combined branchasagers in Amman, (38) questionnaires have been
returned and analyzed ; which means about 86% from all responds.

The sampling method of the research is multipledoam sampling. The study sample size was determined
according to Krejcie and Morgan (10970) table. Thie total population of (51) subjects (N = 51)the table

of Krejcie and Morgan (1970) sample size has betimated as (44) patients (S = 44), respectiveheréfore,

44 guestionnaires sent to managers of Arab Baniches and were collected later to be (38).

8. The Study Findings

From literature review and theoretical backgrounthlgsis and previous argument discussion it can be
concluded that there is an evident positive eftdc€ustomer Knowledge Management CKM framework (by
applying the knowledge from, for, and about cust@nen Customer Attraction in Arab Bank from bragsh
manager perspective in Amman

9. Conclusion

The paper represents a conceptual framework of GQKfégrated with Customer Attraction process called
CKAM model. By using the knowledge for, from, artubat customer to attain customer attraction. Tlsearch
findings revealed that CKM would give the broadmsalysis of the customer knowledge in order taaattnew
customers in Arab Bank. Results shows that thera @ositive relation between CKM and the Customer
Attraction process , and CKM works successfullyativact and gain customer in Arab bank, which cedlen
higher level of CKM; more Customer attraction. The objective of this paper is to describe a valid model to
pinpoint the way that Arab Bank deal with custongaijn customer knowledge, store customer knowledge,
distribute the knowledge for, from and about custsn and how this bank benefits from this collected
knowledge to attract new customers in the fututes Study also presented a new model (CKAM) thilgted

the relationship between CKM and customer attractibere there are no such models combined both @K

55



Information and Knowledge Management www.iiste.org
ISSN 2224-5758 (Paper) ISSN 2224-896X (Online) 5-'—.i.l
Vol.6, No.11, 2016 IIS E

customer attraction together, consequently thisehogpresents a rickource for researchers; where it can be
applied and developed and widely in different bheas; sectors, and countries, worldwide in the &tur

10. The Study Limitations

The study limitations can be assigned sample sfghidy covers the Marketing managers in one badkidan,
which also located in fifteen countries around the world; therefore there is a serious need for more researches
that should be applied to include different bramsctieough various countries.

11. Recommendations and Future Works

Since this paper conducted a special case studshwias applied in specific branches of Arab Banknmman-
Jordan; the future work recommendation will be to apply the CKAM model in different branches of Arab bank
inside and outside Jordan, and to conduct it oifégrdnt, banks, industries, and countries aroureworld in
order to generalize the study results and berbfitaighout other industries and countries worlawid
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