M KEREREFSEREIEH

Treatise Series of Economics & Management
Business School of Zhengzhou University

10181 ﬁlgl

amlmmmmalalal

Customer Knowledge MensgenGuentl ‘ SVl

Ruiciprise Pechnicel nnove tfcm

2 5 B % H R

Economic Bgcience Press




INXFRYREAFEERR N

S IR



BEEEFE (CIP) HiE

AR EH S VAR / EAE. —dtE: &5
Blaf iR, 2008.9

(KON REZE BB 20 5 E IS M)

ISBN 978 —7 — 5058 —7529 -6

[.B- 0. £ IO EE. HEEEOMLE
M -AREH V. F27

o AR AS [T 4518 CIP $dii iy (2008) 55 135781 5

DB AEN
DAL R
Bt AVhI
BRGE: 2RE

MEMREES LR ARG
T & ¥
ZFEA B . BT FERBIESH
il b RTATEBER BN 28 5 HE4R: 100142
BMmE OB, 88191354 KRATHRER . 88191540
Rk . www. esp. com. cn
HBFHF: espbj3@ esp. com. cn
AL E B PR e
880 x 1230 32 JF 9.75 Eigk 290000 F
2008 4E9 H%E 1 ik 2008 429 HE 1 ¥KENRI
ISBN 978 -7 — 5058 — 7529 — 6/F - 6780 Ef: 20.00 T
(EHHMEDRE A, FitEBH)
(A BENLER)



= F

PHAAEETENN—EAS, ZHBMAETERE
FHE-—MEEEFERBEN —EREMENRE,

A BAE —AAFW SR, BAMAERET
“BRAMI AT, RENFELE, EARH EATR
WREER, AR ESERGERERE, BRET “UH
FAEh R, UFHEEAEL, UWIANERERE
AFPRFREDTH, UEHEAFR YRR D, RERA
HERWBERL A RABHE” WERESE, FRBEF
EETH-ARRWEAR: BRER T H, WHEIKH
Vo, NEESRERBREEBERNRH; BEEANK
1, BHAFER, FEAFHEXARRRIATE,; BER
R NE, EEFRAE, 14EFAFRLE -HF A
FHEE, BERELEALE “985” HREFIHT —
MEFHBFE, CEEEL, B THTAEEF. ¥
4w, FRRERLFIGEE ¥, A
EHE—HERFREEE, HRLHRBHFERKE,

XELNEBERGEN “ANAEFEREFEGER
A", EAEEZEYAHE—BHRE, ERNEBEER
Bk, RVEF, TLEF. AHEF. em¥,. LHE
HESE, AHER - RERNEEY TR



BEARERSEYRARAH

Eapode N e - B s

R, MAS kLB PRI TENIREXWE S, 25
TEKRENEE, EATAENXW, #TTHETH
FAERE, BATZRR, EHEZENFFHTFHET )
WER, 48, dTERAPREERK. R A #FR
EERHE, AP ERAFSTRZILA, BNEAFELR
WX EAS, LFREANTHREREFFHT, FFFH
THAIFHE, URIFMITH ALK

FERBOA B2, 2O R E R AR A G P A
RhFHEHRBE T ARSI, £ R E AT R kA
HHA R, MNBAREBRERE LN IHES, Hizh
BHHBRBTARBIH, RIETZABRURE N RN A
B, ROBEREMELAA @ MATRFTRR S HE
WA

Uk $u i

2008 48 A 15 H



W '

B EFSFLd, BRAUFERY DV EREL GBI WEE
WahH, RSV FESHEEHAE, CAEBTHH K, SIFY
AMEEEE, FRETHRUFERAR Y N EEHWE L
BB, AT AE W RER, T4 e e iR KH 9K E 4
B}, LERENEEE, BERL L ERUAHFEANEN Rk
B, KBHFEABFRCERYE THE, BE 0 RKRES TR
RSN AR, TAGSAEETE v BETHFERM
B4, A#TRBEERUFSER. FESOEIEHAHATHE
R BRES, EREAVFE R EEGEINXBEE, T
FoiREER -NHWHARTE, BREENTR], LERHR
UHEETRAFE L RARELSHERD LT HFRREEH
BAERMRE, LIFRXBRERT, KB4 FE R
M, FRTHEESE., IS AABELREBRmELH P HL
B, B THEELRRABRESHFBAHER ML BARAR
WEKERE, NTHRTAERENTRE, BAWHNELE L
LEE L,

AHBRAA BRI ERFON, BT T BB E 2R R
BAWABREE, MRSV RBEFANBE L REEHNEE 4,
EREMERERT - ARTHESH, I A 5HE 2RKR
FELEHHAAFERETAREE, AIXAFEEH., FI5H
5BEmREBRESHHEXR, URBEORIRMELL >
RO BTN AT EIEAE, BT AR RS RM



BEARERSRYBANN

=%

e 2 1 w4 0 9 e e o

ARRW 12 £B%, AR I MNHEARBEHLTER, oHE
BB FARBAETRE YN, FRTEREEERER T
R, MBRTHER AR MES AR ARCUF NI RZENE, &
AREBREHRNTR, RFRTRAUEFE Py — L E @
TERERHBE X, EFTAREEREGTBERMESLHUA
R, MEGRET —SHFefa. Bk, AFEEATHAAEA
WARNSHE, ARAERATOLARRE L REERGHERAH
GREA-EHREHFE L

AFREENAFUEIHERALRATUHANUTILAFE:

F—, AMAT MOV ARARES OIS FOEERE
MPBATRBRARCUF RN ERER, REFHNATHAUF
HETHERREERZ-NNEA5HENRALHERA P&
WM, EXMHERMRALAUERNEYG T XL TR
LR, AEFXRXBEERWTRESAMET SR SRR H
BHWKER, BRTHERRRBRIEAET M5 0 LA ¥ %
RZEHHERER, BNUAREERAEAAFR P HANEE
FH., FIE, FRUFFARUFERER, XM THEHR
Bk, BERRARBROBELRELERTE, R THAAEIRT
MNBEEREEYHBARUHAROFETRE, LiELEREN, &
RAEEERLRATRIE, TURGHBERE L REARTELY
] 7 A 5 A R A BT e LR

B, aM THERA., ¥ 308 HHE LR RRmE A8
WA, KIEFRARA, BERES AL RRBARE R E AR
AEEHEMRKR, ¥IRHAAELRXAVRET RAWF AR
Bi, FE %3 % 0 B S iR RS By B v b R AR A 8 B
MEK, FARERRN, AREwREEIEY, & LRRIATH
FREARTBY, ¥V FHNIANGYREFETANFTERK
R, AHERROVHER WG EREIAN, ATARERE
HIRRABAELSNRE,



FZ, UBBRHREFHESNRATEE, 2 THEZERH
BEmRRRAPERESNIR, LIEARRA, BERRE
BHEABEESEERERRIRTESHMERZELA R WE T %
o RARERBT, BE RN AN wBUE R 54 08 K fr
A, BRATRBEMESCBE mRAOBR, FHW 0 HE mR
RBAELWER, K-SR FFTHERREENTL R, %
W Em REEEHmREEN— o XFoy B, ©H LR
RNBATHRHE, THETEHERN o REEE L ) —HL A
ko

FW, KBETT B E 50 BRI A Soxd 5 A3 B A
GRWRE, T RRR, BE R RREE ™ &6 A2 a5
AHEENEMARA, BEFRECAELRXRAFREAFAK
Fo ARHEREZYN, BERRARREARE m R ELHTRE & &
AHPL BT NGER, BIETHSFERYERBOIANEE R
BARAUFHEZRRRBEHLE, HEOUHRUHERE -FARK
WigfE, FAEToRELNERBET HAHTH. 54, HA
WERPFAERTRERA, FEUAFTIRC KT AR 4
WREMB AR, ZEMRANFAMT D5 HE 362
WHR, BT THERRAEIARCHFY O AGEE, ¥ETHEL
WA S AR R FTAR AL

55 3 08w v 30 I e B



Abstract

Now in many industries, the technical innovation (TI) has be-
come the mainly drive power of enterprises to gain the competitive advan-
tage. If enterprises can’t continuously innovate, they will be out of the
market. However, the failure rate of innovation is so high that increas-
ing the performance has become an important theoretical and practical is-
sue. The innovation is based on a great deal of knowledge, and the
knowledge source of enterprises mostly comes from outside, especially
from their customers. The originality of most new products is from cus-
tomers. Customers are the most worthy knowledge source of enterprises’
TL. Customer knowledge acquisition ( CKA) and integration ( CKI)
not only can promote enterprises’ TI, but also can create products and
service which are widely accepted by customers, thus raise the perform-
ance of innovation. The customer orientation ( CO) and learning orien-
tation (LO) contribute to CKA and CKI, and they are the key factors
that improve enterprises’ customer knowledge management (CKM) abil-
ity. CKM is a new research field, which has not established a perfect
theoretical framework, to the best of our knowledge. Furthermore, the
specific organizational actions that can foster CKA and CKI have not
been identified under the background of TI, and lacked for much empir-
ical research literature. Aiming at the customer knowledge characteris-
tic, this paper studies the process of CO/LO’s influence on CKA/CKI,

and discusses the concrete path of product innovation and process inno-
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vation performance which are affected by CKA/CKI, thus makes up the
shortage of the existing research, and has a specific theoretical and
practical significance.

This book discusses the key factors that affect CKA and CKI, un-
derstands the importance of the strategic orientation for CKM through the
induction and analysis of related theories, and on this base the paper
abstracts a study framework in which CKA and CKI based on CO and LO
influence TI performance. Through the empirical research of the mutual
relationship between CO/LO and CKA/CKI, as well as the correlation
between CKA/CKI and product/process innovation, this paper puts for-
ward 12 hypotheses of interrelations which are involved in the model.
Using the analytical result of 162 sample data and the analysis of direct
effect, moderating effect and mediation effect, the effect of each varia-
ble is studied in the theoretical framework, explains the process and
mechanism of that CKA/CKI affects TI. According to the further discuss
about each hypothesis, this paper not only provides empirical analysis
and data support for some viewpoints in the former research, and clari-
fies the conflicting and competitive viewpoints put forward by different
scholars, but also puts forward some new viewpoints. Therefore, this
study has deepened and expanded the existing theories, and the re-
search conclusion has a certain practical significance on enterprises’ im-
proving TI performance via CKM.

The innovative work as well as its conclusions of this paper can be
mainly summed up in the following aspects:

First, this paper constructs a theory framework in which enterprises
make use of CO and LO to manage customer knowledge in order to en-
hance innovation performance. Although there is a general understanding
that CKM is a bilateral process of firm-customer interaction in the TI

process, this understanding has not been formalized in terms of a theo-
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retical construct, and not verified by empirical research. There are a lot
of literature which directly explore the correlation between CO/LO and
TI performance. Therefor, these researches negnected the CKA and CKI
playing an important bridge role in the correlation between CO/LO and
innovation performance. The model not only includes factors in existing
literature such as CO, LO, product innovation and process innovation
and so on, but also adds factors such as customer knowledge stickiness,
CKA, CKI and so on, and makes up the research shortage of CKM af-
fecting TI performance in existing literature. Empirical results show that
the model has been validated in general and can explain the inner mech-
anism of CKA/CKI affecting product/process innovation.

Secondly, this book analyzes the process of CO/LO affecting CKA/
CKI. Empirical research finds that there is an obvious positive correla-
tion between CO and CKA/CKI, and LO plays a complete mediation
effect, as well as that LO has more effect on CKI than on CKA. Re-
search results show that, during the process of CKM, that enterprises
only carry out CO is not enough, the introduction of LO not only can im-
prove the quality and effect of CO, but also can generate enterprises’
adaptive and creative learning behavior, thus improve the efficiency of
CKA and CKL

Thirdly, taking customer knowledge stickiness as moderating varia-
ble, we analyze the process of CO influencing CKA/CKI. Empirical re-
search suggests that customer knowledge stickiness has a negative moder-
ating effect on the interrelation between CO and CKA/CKIL Research re-
sults indicate that customer knowledge stickiness will increase the diffi-
culty and cost of customer knowledge transfer, and decrease the aspira-
tion of employees acquiring and integrating customer knowledge, thus
influence the effect on CKA and CKI. This conclusion enriches the re-

search literature of CKM and indicates that CKM as a branch and expan-
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sion of knowledge management has its special research contents and re-
search background, so we can’t apply the general process and methods
of knowledge management theory mechanically and simply.

Fourthly, this book discusses the process of CKA/CKTI’s influence
on product/process innovation performance. Empirical research suggests
that there is a significant positive correlation between CKA and product/
process innovation, and CKI plays a mediation effect. Research results
show that CKA increases the performance of product innovation and
process innovation via CKI, which validates the viewpoint, put forward
by many scholars but not testified, that customers are the important
source of TI, and explores an effective way for enterprises’ TI, thus
makes its own contribution to the development of knowledge-based theo-
ry. Otherwise, our theoretical analysis and results show that, product
innovation and process innovation depend on different knowledge sources
and types, which compartmentalize the theoretical research about coop-
eration innovation between enterprises and customers even more fine,
and indicate the specific path by which customer knowledge affects the
TI, thus expands the traditional market-pulled TI model.



E—E LEID e (1)
ﬁg._*.r,- AR B EIR AT B oo (2)
*"“_—_*.I# ﬁ%%;ﬁ1€%% .................................... (13)
FET OARAFE, AEAEL (26)
B HREH. FEAEHEHE (31)

FBTE HKIBILEWHRRIE oo (34)
F—F ATHEBEELBELERE v, (34)
;ﬁ;:‘ﬁ Eﬁg%ﬂ‘if"\%’ﬁﬂ‘i@ ................................. (50)
B BB FEIEE o (64)
FBvaF RARAFILH e (82)
BEY BABFRIFE (93)

FETE SR (101)
B BEARE e (101)
B OMEEA (112)

SBUOEE  THSURRIE  ---ocevvvrvrrmrrme e (119)

f—% BEFORED TSRS IR RRE S
B B verrrreri it e e (119)



BENRERS U B AYA

4 B 2 %

¥

B 3 e w6

CES I F LY SRV p L
YK B e e
%_:_‘!P" JVEE e e
%ﬁﬁ H%E% ...................................................
%,_-:I‘; ﬁ%ﬂi% .............................................
B O EBHET e
%__:_‘*.]'5 if%}i’%'f‘ffﬁ' ....................................
;"5\71-73]’7’- BBLBGIETE i cvveerererei i
BB P EE e
%ﬁ% ﬁ*ﬁjﬁﬂ%% (_) .......................................
B MIBHFAEGHT e
%:_-!‘!; %ﬁ/ﬁ%%jl{&.’% 2{{};{%)il ........................
ﬁg__:_-‘.f; IVEE e e
%t—"é ﬁ*ﬁ*ﬂ%% (:) .......................................

$—% HESAR3IFO5RAELRERALES
FEABMIRIEIE oot

Y RErRRRES L E B4 R
f%éﬁﬁi‘b’i%ﬁ ....................................
gf;;‘*{ Iﬁﬁ‘é%ﬂ%%ﬁ“@éﬁﬁii&%ﬁ .....................
ﬁgw'ﬁ"; P 1
%/\%‘ %%ﬁﬁ/b\ ...................................................
B RFRAERIE e
BoW BFRERMIZRE L e
BV IR REEBE L oo



ENE GEILGRRE e (240)
B FEEBEIRLEESL e, (240)
B T BAFTE e (242)
R LT X Tt R (244)

[ ST T P (247)

BRI A BB RITRITRER o reererrr e (255)

SRR oo, (257)

JEFT  erverreene (294)

I B 0 ol dr SR S e B v




Z ®

MERERARAHAFHRKRBLURZT 2RISR W MR,
21 M ARH S EEHA—DUAR A E A, AR
BHa55sh . WA, LEA BRI REZEHEIE, HRK
Wad. Dkasr. FELFZE, MRKFRI AL RES
1k Wl B — KR B A B . B AR ARIRER (Nonaka, 1994) &
BERESE AUARHCHORFIE . ARSI BT R, o — AT B 5 1 2 2R
BT T AEN, BEBESFRBLIEERT R EIH
. DORAE | SRR LR S A AR RO IRIE T, RS
J& TR AW AIEF AR . LB MR T AL IR PR R UoR %
AREHEH TR, BAREFC B MR ERRAREE
BRSNS, RZ7 A Bk e 2 5 A N TT A SR A7 & A
5 B A 173 LA E (Schilling, 2005) o 24 1 K X4 38 4k B4 7l 7
5, WIS RIMNEFREFITTRESHIEXNEIE, 2 E40E
PERTE My R HALN Ry R A2 4 K2 2 A (Roberts, 2001),
IR RN, BEREWLIF A MEKRIE (Cooper & Klein-
schmidt, 1986), EH; M Fif ( Prahalad, 2003) A FRAML LY Y
FEEAC, MEMAFNAIRMEES . SRMBE AU E
Fril R A A TR S UK 55, BT b LA SR AR R L,



BEMPEERS &AM

=¥

B 3 R A 6N R R 3R

BESEEMEFRE-DRR. BEFRRAMUSR T MRS
AL E, BEEZHMIEMES] | LEMAREEPRFHE
RS . S R Al X BB AR B SR 7E & AT T 32 i AR 2
AIEES), RN RSy BREHAZI, THEXBYBE
(Dodgson, 2000) , ik FIBE — & A& # (8 2 R B0 37 S i —
AT, BE ARG 2w — R SR P

B— ARG ELEEZ

2

—. RVIMBAREIE

20 122 80 AFARLARY, B ol i e Y 2 — A ASUE B9 F0 AT T
MR, SR FERERENTSNFZRET. S EIHSTFE
THBE XA, T Tl F e EHE Lz b,
R PRBE RS . WAl ™ | Fra s KT G LUBUS H
BATTRENNE ZEE, KSU WM TERFKmETE -
SHAAFEGRFMEEK, BREME, TR ER, 2FFRK
BERHITEE, REEERAGSATESE, DELKBEEE
—&T A FEFREZLERFEMNMRERZ L, AT
MM RCEREEEIR, ST B R B R EAm R
ARE, BAEFEST, —HHEIMNSIRRSISMES SR T35
i H—EAL TS A RRAERER TY R, diTeH. £
AL, BIES, ERARFERRNER, JLEHASLEHREARR
BE EERH AN, HERMAREE, ERHNAZEFERS
ELEEMRE (B, 2005).

L BEMALSBEREmMIT 2 M H ., %30 F£H, 23K
BRZUGEHEURFHEFNRALRR T —F, LFXBITHRAR
$(#y 50% (Mintel, 2000) , HERER N RERERBEEN — M5



