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Abstract 

 

CKM-embedded Innovation Marketing as Success Driver for Product Innovation: 

Theoretical Framework and Empirical Research 

 

By Hongqing Sun 

 

Innovation is considered to be a key factor for companies since the beginning of 

business research (Schumpeter 1934). Thus there is no need to convince that innova-

tion is important, especially for current economical environment with intensive 

competition and fast changing markets and technologies, but to make sure of that 

“how to innovate” is the key issue (Drucker 1998). With the increasing customer 

competence, the role of customers is changing from pure passive adopters of con-

suming products or services to coequal partners in the process of adding value as 

co-designers (von Hippel 2001; Reichwald, Piller et al. 2003). Therefore, one impor-

tant approach that has emerged in the last decades on “how to innovate” more suc-

cessfully is to integrate customers earlier and more deeply into the innovation 

process (von Hippel 2001; Thomke and von Hippel 2002).  

 

Customer relationship management (CRM) has been accused for over-promising but 

under-delivering frequently. Recent studies conducted in the domains of CRM and 

knowledge management (KM) have proposed that these two approaches can have 

great synergies, which lead to customer knowledge management (CKM) as an inte-

grated management approach and competence that can exploit and use customer 

knowledge (CK) systematically and dynamically to enhance the business performance. 

The basic theme behind CKM is to generate and utilize CK to add value to customers 

as well as to companies, by delivering the right product/service, at the right price, to 
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the right people, at the right time and location, and through the right distribution 

channel (Al-Shammari 2009). This study confirms this idea by conceptualizing the 

term of CKM and key elements of customer knowledge management competence 

(CKMC), and develops a CKM-embedded innovation marketing framework as well as 

a theoretical model to explore how CKMC impacts on new product advantage, rela-

tionship quality and other factors. 

 

In short, with emphasis on relationship management and interaction management in 

innovation marketing, this study proposes and empirically tests a theoretical frame-

work for CKM-embedded innovation marketing to explore challenges and chances of 

customer integration under CKMC in new product development (NPD), and to ma-

nifest CKM-embedded innovation marketing is a success driver for product innova-

tion. This theoretical framework of CKM-embedded innovation marketing is pro-

posed to serve as a point of origin to reveal possible lacks of relationship manage-

ment in innovation, knowledge management in CRM and to be a possible explana-

tion for the mechanisms of CKMC in NPD. The related theoretical model based on 

structure equation modeling (SEM) and hypotheses have been tested quantitatively 

by examining the paths between CKMC, Intensity of customer interaction, customer 

relationship quality, knowledge exchange quality and new product advantage. The 

analysis report shows that CKMC not only influences new product advantage directly, 

but also influences it in an indirect way positively and significantly through interac-

tion and relationship quality. Thus, it proves the particular importance of relationship 

management in innovation, especially in the context of China. Based on theoretical 

deduction and empirical testing, this study discusses strategies for cultivating CKMC 

and managing customer knowledge and relationship in innovation marketing 

processes, to improve the innovation performance. Limitations and further research 

directions are also discussed at the end. 
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This study contributes to the literature on CKM in NPD in several ways:  

(1) by reflecting traditional CRM from customer, relationship and management as-

pects respectively and developing a complementary knowledge-enabled CRM 

framework, named CKM, to strengthen the competitive strategy that businesses 

need in order to stay focused on customers’ needs and to integrate a custom-

er-oriented approach throughout an organization;  

(2) by developing a comprehensive understanding of CKM-embedded innovation 

marketing as a high–involvement product attribute approach to build long-term 

interactive relationships with customers and as a success driver for product in-

novation;  

(3) by developing a construct that captures the defining characteristics of the CKMC 

composed of knowledge management infrastructure capability and customer 

knowledge process capability, which implicates the “Wave-Particle Duality” of 

knowledge management (Allee 1997a) with both object management and 

process management;  

(4) by providing an empirical test of the proposed theoretical model, which indicates 

the direct and indirect impacts of CKMC on new product advantage as well as the 

importance of relationship quality in the innovation processes. 
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