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ABSTRACT : For the success of the electronic commerce, the acquisition and the
utilization of the customer information has greater importance. This paper proposes the
classification of customer information, and also the acquisition and the utilization
framework of the information. Customer information can be classified into the general
information, preference information, buying power, performance information and the
satisfaction information. The acquisition of the customer information can be achieved
by prior and posterior methods. An example of the former method can be the registration,
the latter example is the observation. The utilization of the customer information can
be applied to three levels — the entire customer group, the customer segment, and the
individual customer.
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