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Abstract

The purpose of this article is to present an applicable framework for discovering
and managing the knowledge in marketing department. For this aim, the authors
suggest that at first build a marketing database with customer profiles then
discover the marketing knowledge which is hidden in this database with data-
mining techniques. In the next stage, the research focuses on managing of this
knowledge through the whole organization. The authors present the result of this
research, which is consequence of categorizing and enriching the previous
researches, in two models. One of these models is used inside the other one. At
the first model the process of producing the knowledge with data mining tools will
show with a flowchart and in the second one we will see a five step guideline for
managing the knowledge which is produced in the previous model. This model
helps the marketing managers that manipulate not only the operational and
technical matters but also the human resources issues in KM implementation.
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