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Abstract

This is an era of knowledge, often
described as “Knowledge is power”. In an
increasingly competitive business environment,
to use knowledge effectively becomes the key
to success. Though there is literature and
research on Knowledge Management, research
on the creation and use of marketing
knowledge within a firm is still lacking. We
adopted a qualitative research method in which
four marketing professors and nine senior
marketing officers were interviewed, and
obtained research findings on (1) the definition
and content of marketing knowledge, (2) a
framework for effective use and analysis of
marketing knowledge within afirm.
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