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Summary:

You've got the subject knowledge of the customer's interest in a lot of
organizations of different types and because it is important in achieving success and
continue to excel them , so it has become imperative for organizations to collect
information about their customers , enabling it to provide services in line with their
wishes | and thus access to excellence.

Keywords: customer knowledge , excellence , information, loyalty.
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3 Baker Michal, Marketing Strategy and Manageme8f edition, Macmillan
business, London, 2000, p:246
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