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1. 2229 Hols welds} CRM Aol g f&F ANE B2 1A 478 FEAIIE
2 4 Hlole wheldst eCRM AAE A B 4 958 Hed S0 . 479 5
3 AARIE AR A AlE Feld 7Y Ag 2387 93 BA o)28 AN ANRIz2AA
o 4 diojy rlode] FHF Tk A AFES AR
4 NuZIZAAAT @ lolE DOIdS S | 3 quzgzedad 9 dold sopde Agea Aze
X A4t EIX}O,_I a2l A7l YAl #HHGAE AFdlde § wlojg ol
1. Design Trend Analysis 3 ANRBIz2A27E TR FEE AT Av9
2. Design Improvement Information eCRME Aj4l-7]t dapisfzigolel Jaoh)e Altae.
3. Customer Categorization
4. Design Intelligence
5. Consumer Orientation Analysis (Abstract)
The world has rushed into knowledge information society.
5. 42 Information technology is one of the causes to show up
knowledge management and one of the motives to
accelerate knowledge management. And, these days
7 235 information technology and internet have made startling

progress. Therefore, the objective of this study is to take out
- latent knowledge of customers through web data mining in a
vast amount of data on the internet in rapidly developing
digital environments, to develop the knowledge-based design
paradigm applied to knowledge management framework, and
finally to develop design which satisfies customers’ needs.
To reach the objective, knowledge management process and
varied previous studies related to web data mining are
reviewed on a theoretical basis, and then a new
knowledge-based design paradigm (in this study, eCRM in a
tfrue sense which combines web data mining with knowledge
management process is called knowledge-based design
paradigm) combining knowledge management process with
web data mining is suggested.

(Keyword)
data, information, knowledge, knowledge management, CRM,
eCRM, web data mining, knowledge-based design paradigm
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2} 4% (Decision-Making)

FU(Synthesis)

x| Y
(Knowledge)

¥4(Analysing)

x3 E
(Information)
6 olg
(Data)

29%(Summarizing)

ZEXH{Organizing)

2% {Collecting)

J8 1. XMEE =242

Source : Frey, Robert S., Knowledge management,
development, and small businesses,
Development, Vol.20(1), 2001, p. 40.
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