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Abstract: The purpose of this study is to know that how maximum benefits can get by involving customer in
innovation and  product  development process. Firms are applying knowledge managementto reduce
production costs, radical innovation of new products, attract new customers as well as suppliers. In this study,
empirical investigation has done to unearth how firms can enhance customer knowledge management (CKM)
and benefits attained by those organizations that are employingCKM practices. Data was collected from 237
employees of five telecom firms who have direct interaction with customers. The SEM (Structural Equation
Modeling) was employed to probethe proposition that whether there is any impact of CKM on customer
orientation and competitive advantage or otherwise? The results portray that customer knowledge management
enhances the customer orientation and competitive advantage as well as customer orientation enhances
competitive advantage. Moreover, this study provides insight about the core benefits of CKM.
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INTRODUCTION It  gives  competitive  advantage  to organizations [2]

Most of the Pakistani organizations do not use the customers. Sometimes customers have identified their
term knowledge management (KM) in general and latent needs with the help of CKM process.
‘customer knowledge management’ in meticulous, while Firmswould be able to differentiate themselves from
doing  their  knowledge-related  business.  However up competitors if they are fully aware of customer’s choices.
to some extent, telecommunication firms are more In fact CKM gives information about how to fulfill the
competitive in employing and working on these concepts. needs of valuable customers [3]. Customer base
To learn about and from the customers-understanding knowledge helps to determine what customer wants and
customers [1] compel the organization to strategically thinks about products/services consequently companies
focus on knowledge and learning for gaining competitive align their processes according to customers’ needs [4].
advantage. Competitive environment in telecom industry In contemporary epoch, most of the firms are
is rapidly intensifying which escort towards war price in changing their strategies from innovation for customers
industry. Firms are trying to give maximum benefits to to innovations with customers in order to engagethem in
customers at minimum prices. All firms are offering co-creation process [5, 6]. The purpose of this study is to
attractive benefits to surpasstheir competitors but sadly ascertainthat how maximum benefits can be obtainedby
there is hardly any firmwho is truly representing involving customers in innovative and product
customers’ actual needs. Therefore, at this critical stage development processes since product development is
where the  needs  of  the customers are not met, it is knowledge intensive  process [7]. Many firms have
utmost obligation of firms  to  cope  with this situation. applied knowledge management to reduce product cost,
The first initiator firm will get a first mover advantage. product innovation, attract new customers and suppliers
There is a need to get maximum feedback from customers [8]. CKMnot  only provides solution to customers but
and consult them before launching a new policy and also solves their problems [9].
products/services. In return, offers and products/services Nowadays, most of thefirms are collecting massive
would be more successful and appreciated by customers. data for, about and from customersbut they do not know

since these offerings will be based upon the needs of
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how to manage and use this data [10] in order to get strengthen competitive position as well as maximizing
competitive advantage. In current scenario most of the return to make strappingfirms [16, 17]. CRM is not only
firms  consider  themselves  as customer oriented or based on transactional data but it also focuses on amount
market driven but only few of them are properly managing of knowledge that can be worthwhile fororganizations.
their most precious resource, i.e. the knowledge residing
in their customers as opposed to knowledge about their Customer KnowledgeManagement:Customer knowledge
customers [11]. “The purpose of CKM is to make is at origin of improvements in  customer  value [18].
customer from  passive  recipients of product and “CKM is about gaining, sharing and expanding the
services, to empower as a knowledge partners” [11]. knowledge residing in customers, to both customer and

Conventionally customers are only users of corporate benefits” [9, 11, 19]. In CRM concept most of
productbut in contemporary era,firms are trying to create the managers said that retention is cheaper than
culture where  customers  critically think about products acquisition but now a days in this competitive and
or services and give their valuable suggestions for technological eon acquisition is easier than retention
improvement. This study addresses the mainly two since customer preferences has changed on one mouse
research questions; what is the relative impact of click [11]. CKM is about interaction between firms and
antecedents  on  customer   knowledge  management? customers in common platform to exchange innovative
And Does CKM engendermarket orientation and ideas for process improvement and growth [10, 20].
competitive advantage for firms? Organizations should design products or services

Literature Review: KM comprises of four components Furthermore, CKM is about creating a valuable leverage
i.e.content, competence, composition and collaboration and direct interaction with customers [8, 21]. CKM is a
which provides support to customer relationship holistic view of customer knowledge that is the
management (CRM) processes that are campaign, lead, knowledge for customers, about customers and from
offer,  contract,  complaint   and  service  management customers.
(Appendix 2). Marketing, sales and services are the core Knowledge for customers is a knowledge which
functions of any organization [12] since through these isbasic requirement of customers to make decisions about
functions interaction with customers is possible. The KM products or services which they get through interaction
components play service provider role to CRM process. with organization [20]. Knowledge for customers includes
This process affects CKM that is generated by combining knowledge  from  other customers, competitors,
KM components and CRM process. consulting firms as well as firms themselves which is need

Knowledge  Management  and  Customer  Relationship market if developed through customers’ involvement
Management: From last decades  many organizations since  itreflects  customers’manifest  and  latent  need.
have developed an understanding of the value of The reason behind failure of many new developed
knowledge and try to retain it into more manageable form products is lack of customer involvement [22].
[9]. Knowledge management is not only considering Knowledge  about  customersis a knowledge  that
knowledge of customers but it deals with knowledge firm attains to know better about customers i.e. histories,
related to all firm’s stakeholders. In fact KM is keenly requirements, expectations, buying pattern and other
concerned the practical knowledge of employees as well demographics factors [3, 23, 24]. Knowledge may
as managers rather just focus on knowledge produced comprise  prospective  customers and  segments  as well
academically [13]. Knowledge management includes as individual customers [20, 25].
knowledge of the products/services, competitors, Knowledge from customers is knowledge in which
customers, suppliers, methods and processes as well as firmshastried to unearth what actually customers want by
industry [10]. getting feedback or making them partner in co-creation

CRM is managing relationship between firm and process [17]. Firms use ideas, thoughts, creations and
customers by focusing on knowledge about and for suggestions from customers’ experiences to make
customers [14] that was originated from relationship innovative and need-based products [5,6]. The focus of
marketing [15]. Relationship marketing concept was not CKM is knowledge from customers that how customers
considering holistic view of firms. CRM aimis leveraging become active partners from being the passive recipients
investment in customers’ relationship in order to of products/services.

according to customers’ manifest and latent needs [1].

of the customers [10]. A product would be successful in
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As discussed previously six CRM processes Market  Orientation:   Marketer   orientation   comprises
playimperative role to divulge and attain customer of three elements customer orientation, competitor
knowledge. orientation    and       cross      functional    orientation.

Campaign management is a core process of One dimension of this construct has chosen that is
marketing activities which is actually an idea of customer orientation as this study is only focused on
relationship  marketing  [14, 26]. Campaign  management customer related issues. The soul of this concept is to
is an activity that is performed to better know about understand customer needs through customer
current and prospective customers by realization, control interactions. Through effective CKM, customers’
and monitoring. Campaign management deals with orientation can be increased [29] since market oriented
planning, organizing, controlling and monitoring firms are more preemptive about assembling and using
marketing activities for further CRM processes [17]. market information [30, 31]. By identifying customers’

Lead management is a process by which needs through customer knowledge organizations can
organizations prioritize and consolidateprospective enhance customer satisfaction, customer loyalty and
customers’ contacts and other information that were frequency of buying  resulting  in  high switching cost
gathered through previous process. This course provides [29, 32]. Market orientation or customer orientation
a list of customers to sales  staff  for further processing creates the competitive edge for any organization [33].
[14, 17]. Sales staff offers a product/service to customers
by using  precise  and  prioritized list of contacts that Competitive Advantage: The firms will get competitive
leads toward offer management. advantage more easily if continuously involved in the

Offer management is a core process of every process of creating and managing knowledge [34, 35].
business. Sales are generated through offer management, Effective management of customers’ knowledge enhances
customer inquiry, qualified lead or any other opportunity. the firm’s competitive advantage [1, 36] as well as CKM is
Customers’  requirements  are  fulfilled  in  this  process perilous source of CA [2]. For gaining the competitive
[14, 17]. advantage organization must know regarding market

Contract management Creating and maintaining knowledge about customers i.e. firm should be customer
contracts  for  the  delivery  of   products  or  services. oriented [37]. Firms get competitive advantage through
This is essentiallya supporting process to offer two sources one from internal source and other from
management or service management. It is mostly used in external source. For internal sources research and
service sector to maintain long term contracts like in development is required since without it, sustainable
insurance firms [14, 17]. Contract is made when a product competitive advantage is not possible [38]. Competitive
or service is at delivery stage. advantage can be achieved through two ways one is to

Complaint management Complaints would be perform activities in an improved way than competitors
received  if  customer   faces  any  problem  when a and other is  differentfrom competitors [39]. IT knowledge
product is delivered and  contract  is  made  [14, 27]. management also plays essentialrole inenhancing
Firstly, complaints are processed and communicated to competitive advantage [40]. Firm’s resources are not
respective departments when received from customers easily converted into firm’s competitive advantage
[28] to provide customers satisfaction. howeverit should match with organization’s objectives,

Service management is the process of planning, goals,and market conditions [41].
realizing, controlling and providing services that are
promised in contract management [14, 17]. Services are Training: Employees’ involvement in some programs that
intangible outputs that are provided after sales to satisfy are related to community would enhance benefits forfirm
customers. and community as well. Employees should be properly

Knowledge for customers is mainly generated by trained to interact with community to gain maximum
CRM process and campaign management is responsible benefits out of it within the firm’sboundaries [42]. In some
to gather such type of information. Knowledge about circumstancesfirms have strong systems of customers’
customers is particularly collected through campaign feedback but employees are not trained about how to
management and service management. Knowledge from implement this feedback within the limited resources.
customers  is  collected   through  service  management. Knowledge culture plays asignificant role in creation,
In fact customers share their experienceswhen they use a transfer and use of knowledge within the organization
product and give suggestions for improvement as well [34]. It creates awareness and educates employees to
ascome up with innovative ideas. share  knowledge  for  betterment  of the firmas well as to
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Fig. 1: Research Model3

meet the customer needs. Conventionally working H6: Service management significantly enhancecustomer
structures of  many organizations are machine focused knowledge management
and employees are known as machine men but in this H7: Customer knowledge management significantly
modern era organizations adopt different strategy which enhance competitive advantage
is called human  oriented  working environment in which H8: Customer knowledge management significantly
lot of knowledge, skills and knowledge sharing habits are enhance market orientation (customer orientation)
acquired  through people [43]. Knowledge  sharing H9: Market  orientation  significantly  enhance
activity is performed when  all  employees are open competitive advantage
minded, honest, hating organization politics and H10: Knowledge culture significantly moderate the
playsconstructive role for this  imperative  task  [34, 44]. impact of complaint management on CKM
All customer  knowledge management activities fail if H11: Training significantly moderate the impact of CKM
there is absence of knowledge culture environment [45]. on market orientation
Successful firms reward those employees who
areinvolved in knowledge sharing activities [46]. In the Research Design
result of this complaint management cannot play Instrument   Development:   Instrument   was  developed
momentous role if firms have got no knowledge culture through   extensive    literature    review    andwith    the
environment since people are reluctant to share anything help  of  academic  experts.  Eleven  variables  were
with colleagues. presented in above model including two moderating

Based on the above discussion framework of this variables i.e. campaign management, lead management,
study is presented in Figure 1. offer management, contract management, complain

Hypotheses:    After     extensive   theoretical knowledge   management,   competitive   advantage,
underpinningeleven hypotheses are given underneath. market orientation,knowledge culture and training.

H1: Campaign   management   significantly items   including    demographic    questions.    First    part
enhancecustomer knowledge management of  this  questionnaire  encloses   eleven   constructs’

H2: Lead management significantly enhancecustomer items and second part restrains demographic related
knowledge management items.

H3: Offer management significantlyenhancecustomer Firstly, content and face validity was done with the
knowledge management help of domain experts and instrument was modified

H4: Contract   management   significantly according  to   the   recommendations   made  by  them.
enhancecustomer knowledge management The purpose of content validity is to examine that to what

H5: Complaint   management   significantly extent items are addressing all dimensions of a particular
enhancecustomer knowledge management construct  [47]. Instrument was finalized after pilot testing.

management,   service   management,   customer

Initially,    instrument      encompasses      of    seventy
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Atfinal   stage,  instrument   comprised   of  64  items
including  five  demographic  questions.  Except
demographics, all items  were  measured  on five point
likert scale (1=Strongly Disagree, 2=Disagree, 3=Neutral,
4= Agree, 5=Strongly Agree). CKM is measured with ten
items, campaign management with four, lead management
with four, offer management with four, contract
management with four, complain management with five,
service management with four, competitive advantage
with six, market orientation with five, knowledge culture
with seven and training is measured with six items.

Data Collection: The questionnaire was distributed
among 350 respondents and out of them 254
wasobtained;as a resultresponse rate was 73%. For final
data analysis 237 questionnaires were used and rests of
questionnaires were discarded due to inappropriate
responses. Sample size of 242 was calculated through
statistical formula in which 95% confidence interval was
taken with 50% value of successive event and 4.5%
margin of error [48]. Respondents are telecom employees
who directly interact with customers including front desk
employees, business center managers, back-end
employees who handle customer inquiries and sales
people who deal with corporate customer. Data was
collected from business centers as well as from call
centers. Two stage sampling was used for this study.At
first stage stratified sampling was employed on the bases
of employees’ designations (bottom, middle and top level
employees) and  at  second stage convenient sampling
was used.

The questionnaires were filled from the employees of
five telecom operators. The demographics of these
employees are given in Appendix B.Data normality was
checked through skewness and value of skewness for all
variables is within suggested range that is ±1 [49].

RESULT

Validity, Reliability and Factor Analysis: Before any
study embarks on data analysis, perchance to check either
measurement devices used in the study are vigorous,
reliable and valid or not [50]. To examine this, different
methods were employed like content validity, convergent
validity,inter item consistency, exploratory factor analysis
(EFA) and confirmatory factor analysis (CFA).

In validity a particular measure would be considered
valid if it measures what is supposed to be measure [51].
Generally content validity is measured through domain
experts  or   practitioners  [52,  53].  Content  validity  for
this  study  was  examinedthrough  two   domain   experts.

Table 1: Convergent Validity
Constructs Variance Extracted Construct Reliability
Customer knowledge 
management 0.82 0.97
Campaign Management 0.82 0.94
Lead Management 0.95 0.98
Offer Management 0.86 0.87
Contract management 0.93 0.94
Complain management 0.88 0.89
Service management 0.87 0.93
Competitive advantage 0.92 0.96
Market orientation 0.83 0.85
Knowledge culture 0.89 0.92
Training 0.86 0.90

Table 2: Reliability (Internal Consistency)
Construct Cronbach Alpha No. of items
Customer knowledge management 0.875 10
Campaign management 0.688 4
Lead management 0.807 4
Offer management 0.810 4
Contract management 0.843 4
Complain management 0.868 5
Service management 0.856 4
Competitive advantage 0.844 6
Market orientation 0.860 5
Knowledge culture 0.853 7
Training 0.882 6

Two criteria’s were suggested to check the convergent
validity one is variance extracted (VE) and second is
composite or construct validity [54, 55]. The value of
VEshould begreater than 0.70 and the value
ofconstructvalidityis greater than 0.50. A table 1 shows
the results of VE and constructs  validity.  All  values  of
VE are greater than 0.70 and the values of construct
validity are also greater than 0.70.

To check either all items are internally correlated or
otherwise,Conbach alpha was employed. The suggested
value of Cronbach alpha is greater than 0.70 but greater
than  0.60  is  also  acceptable  [56,  57].  In Table 2 values
of all variables are greater than 0.80 which shows
outstanding consistency among items of a particular
construct except campaign management which is 0.688.

EFA was carried out to check either all items are or
not properly loaded on a specific variable. Sampling
adequacy is the assumption of exploratory factor analysis
that is checked through KMO and Bartlett test. EFA can
be applied if value of KMO is greater than 0.60 and
Bartlett test is significant at 5% [58]. Factor analysis was
carried out with the extraction of principal component
analysis with verimax rotation and factor loads on the
basis of eigen value. In Table 3 Eleven constructs with 59
items  are presented. In this table the values  of  KMO are
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Table 3Exploratory factor analysis (Loading scores of all items)

S.No

1

2

3

4

5

6

7

8

9

10

KMO

Bartlet

Variance %

T

0.72

0.753

0.843

0.781

0.617

0.72

KC

0.506

0.676

0.778

0.854

0.688

0.54

MO

0.628

0.796

0.752

0.79

CA

0.618

0.606

0.742

0.738

0.719

SM

0.85

0.875

0.745

0.673

CLM

0.759

0.848

0.678

0.778

0.72

CTM

0.66

0.841

0.732

0.874

OM

0.677

0.705

0.788

0.723

LM

0.666

0.761

0.776

0.671

CM

0.766

0.738

0.571

0.325

CKM

0.644

0.785

0.797
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0.653

0.536

0.461

0.413

Table 4: Confirmatory factor analysis (Loading scores)
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greater than 0.75 except complain management which is [62, 63]. AMOS 16.0 was used to run CFA. The suggested
0.679 and Bartlett test is significant at 5%. All items are standardized loading scores of items are significantly
loaded on particular construct with one dimension. greater than 0.40 [64]. In Table 4 loading scores of all
Loading scores of all items are greater than 0.63 except items are significantly greater than 0.50 except few items.
two items having scores of 0.52 and 0.53. The suggested For the overall fitness of the model/constructs multiple
value of these loading is greater than 0.40 [59, 60, 61]. global fit indices are availablethat shows fitness of the
Variance explained from all these components is greater model [55, 65, 66]. In  table  4 and 5results of all items and
than 0.50 which is reasonably good. fit indices are presented in which all values are within

Confirmatory factor analysis was carried out to check acceptable range. Consequently all observed variables are
the relationship between the manifest and latent variable properly measured to all latent variables.



Middle-East J. Sci. Res., 19 (7): 880-892, 2014

886

Table 5: Measurement model fit indices
Construct CMIN (P-value) CMIN/df RMR GFI NFI TLI CFI RMSEA
CKM 0.00 2.64 0.047 0.96 0.95 0.94 0.97 0.084
CM 0.052 3.78 0.029 0.99 0.98 0.91 0.98 0.100
LM 0.086 2.45 0.022 0.99 0.98 0.97 0.99 0.078
OM 0.166 1.79 0.020 0.99 0.99 0.98 0.98 0.058
CTM 0.802 0.063 0.003 1.00 1.00 1.00 1.00 0.000
CLM 0.012 2.79 0.031 0.98 0.97 0.96 0.98 0.09
SM 0.055 3.69 0.019 0.99 0.99 0.99 0.96 0.10
CA 0.061 2.11 0.026 0.98 0.97 0.97 0.98 0.069
MO 0.54 0.63 0.01 0.99 0.99 1.00 1.00 0.000
KC 0.25 1.27 0.023 0.99 0.98 0.99 0.99 0.03
T 0.083 2.06 0.027 0.99 0.99 0.99 0.98 0.067

Table 6: Correlation Analysis
CKM CM LM OM CTM CLM SM CA MO

CKM
CM 0.625
LM 0.624 0.564
OM 0.673 0.578 0.647
CTM 0.611 0.532 0.579 0.678
CLM 0.730 0.596 0.543 0.662 0.675
SM 0.725 0.560 0.568 0.700 0.627 0.756
CA 0.679 0.627 0.645 0.691 0.717 0.696 0.716
MO 0.654 0.654 0.630 0.673 0.663 0.695 0.658 0.715
Note. All values are significant at 1%.

Table 7: Regression Weights
Estimate S.E. C.R. P Hypothesis

CKM <--- CM .337 .090 3.753 0.000 Support
CKM <--- LM .197 .075 2.619 0.000 Support
CKM <--- OM .003 .151 .018 0.986 Not Support
CKM <--- CTM .077 .077 .995 0.320 Not Support
CKM <--- CLM .120 .121 .994 0.320 Not Support
CKM <--- SM .392 .140 2.798 0.000 Support
CA <--- CKM .856 .094 9.127 0.000 Support
MO <--- CKM .536 .110 4.894 .0000 Support
MO <--- CA .357 .103 3.462 0.000 Support

Table 8: Moderating effect
Independent variables Coefficients t Stat P-value Hypothesis
Constant 2.39 29.11 0.00
KC*CLM .093 18.28 0.00 Supported
Notes. (DV: CKM, R = 0.59; F(1,235) = 334.24; p = 0.000)2

Independent variables Coefficients t Stat P-value Hypothesis
Constant 2.33 20.97 0.00
CKM*T .101 14.41 0.00 Supported
Notes. (DV: MO, R = 0.47; F(1,235) = 207.77; p = 0.000)2

Correlation, Structural Model and Test of Hypothesis: Model of this study was run in two phases i.e.
Correlation was carried out to observe the strength and without and with moderating effect. First model was
directionamong  variables.  The  relationshipfirst  six carried  out  in  AMOS  16.0 without moderating effect
variables of model withCKM is significantly strong (Appendix C) and results are presented in table 7. CM
positive (Table 6). CKM significantly correlated with CA significantly enhances CKM that supports first
and MO as well as MO significantly correlated with CA. hypothesis (  = 0.337, p-value < 0.05). LM significantly
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increases byCKM ( = 0.197, p-value < 0.05). This result customers is gathered through complaint and lead
supports second hypothesis. CKM is not significantly management. In OM knowledge and preferencesabout
enhanced by OM (  = 0.003, p-value > 0.05) that rejects customers  are  observed  butnovel information is
third  hypothesis. CTM  insignificantly   increases  CKM sporadic from customers’ side. Consequently this activity
(  = 0.077, p-value > 0.05) but with less impact that does is only related to sales instead of knowledge from
not support fourth hypothesis. CLM enhances CKM customers. CTM enhances CKM is fourth hypothesis of
insignificantly  that  rejects  fifth  hypothesis  (   = 0.120, this study andit has least insignificant impact on CKM.
p-value >  0.05). Smpositively  impacts  CKM  (  = 0.392, This activity is one step ahead from OM in which during
p-value < 0.05) that  supports  the  sixth  hypothesis. or after sale contract is being made between firm and
CKM significantly enhances CA that supports seventh customers. There is trivialnovel information obtained
hypothesis (  = 0.856, p-value < 0.05). CKMsignificantly related to customers which might bereason of rejecting
enhances MO (  = 0.536, p-value < 0.05) that supports this hypothesis.
eighth    hypothesis.  MO   significantly   enhances   CA CKM is significantly enhanced by CLM is fifth
(  = 0.357, p-value < 0.05)  that  supportsninth hypothesis hypothesis. Empirical evidences show that CLM is not
of this study. contributing towards CKM and this hypothesis has

Plethora of indices were discussed to examine the rejected. Indeed complaints are received from existing
fitness of the model but most imperative indices that customers. Primarily in telecom sector during complaint
reported in every study are (x /df = 2.99, RMR = 0.07, processcustomers typicallyare not giving valuable2

RMSEA = 0.092, GFI = 0.75, CFI= 0.70, TLI= 0.85). suggestions/information and firms are already aware of
Generally some indices meet the criteria and some do not. their needs. In this entire process there is no activity
Most essentialis RMSEA and CMIN/df that are less than which supports CKM. Sixth hypothesis is SM positively
0.10 and x /df that is close to 3. TLI is within suggested affects CKM and results show the significant positive2

range. Only two indices assume values less than impact of SM on CKM. During SM organizations try to
suggested criteria.  Model is considered moderately fit solve customers’ problems with the intention ofcustomers
and acceptable if some global fit indices are less than feel happier and deem themselves as a part of the firm.
suggested criteria [67]. They give valuable and innovative suggestions to the

In second phase  moderating  effect of KC and firmwith such feelings of ownership. 
training  was  examined   (Table   8).   Knowledge   culture The seventh hypothesis is CKM significantly
directly affects the impact of  CLM  on  CKM  (  = 0.093, enhances CA. Indeed one objective of this study is to
p-value < 0.05)  that  acceptthe tenth  hypothesis. prove that CKM is constructiveand it provides
Training is also  directly  affecting the significant impact competitive advantage to firms. The impact of CKM on
of CKM on MO (  = 0.101, p-value < 0.05) that accepts CAprovides empirical evidences for this study objective.
eleventh hypothesis of this study. Generally firms try to incorporate customers’ needs in

DISCUSSION Consequently they will be able to yieldthose products or

First hypothesis of this study is supported i.e. needs. Eighth  hypothesis  is CKM enhances MO which
Campaign management enhances the CKM. Literature is proved through empirical investigation. Customers will
suggested that CM is first interactive activity with work for firms in their innovative processes if firms have
customers. Through campaign firms meet with their complete knowledge about them and give ownership
customers and collect information. Second hypothesis is rights in knowledge sharing activities that leads to
LM; enhances CKM. In LM firms try to prioritize their customer satisfaction, loyalty, retention and acquisition.
customers to understand the actual needs in order to CA significantly enhances by MO is ninth
differentiate themselves from their competitors. The hypothesis of this study which is accepted. If customers
empirical investigation shoes that relationship between are happier then it will help in getting competitive
these two variables is positive and significant. advantage. The tenth hypothesis of this study is KC;

Third  hypothesis   CKM   is   enhanced  by  OM. playing a moderating role between CLM and CKM. This
This concept is empirically investigated and results are hypothesis is  accepted. Theoretical  evidences
found opposed to this hypothesis. Essentially in OM suggested that during complaint management CKM
products/services offered to customers and data about activity becomes  worthwhileif  employees are encouraged

their innovative process ifthey aware with them.

services that are preciselydemonstrating customer’s
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to share their activities. The last hypothesis is that of CKM onmarket orientation is 0.536. It means CKM is
training enhances impact of CKM on MO. Empirical very effective tool for any firm to become customer
evidences support this hypothesis. oriented. These empirical evidences heartento those

According to findings of this study, out of eleven people who are practicing CKM andprovoketo those who
proposed hypothesis eight hypotheses were accepted are still not employing CKM processes. This study
whereas threewere rejected. contributes enormously to the academic world by

Implication: Effectiveness of CKM provides a competitive as well as two consequences and two moderating
advantage to organizations and   they   become   customer variables. This research investigationunboltsample ways
oriented. The impact of CKM on competitive advantage for future researchers. Firms should focus on campaign
is 0.856 that is highly significant as compared to  all  other management, lead management and service management
variables. CKM  generates  and   improves  customer to make practices of CKM more operative. There are some
related attributes like customer satisfaction, retention, other factors that help in getting competitive advantage
loyalty,  services which leads to rise in sales. The impact but CKM and MO is most imperative factors.

empirically testing CKM with  six independent variables

APPENDIX
CRM processes

Appendix B: Demographic analysis of respondents

Category Percent Category Percent

Company Name Gender
Mobilink 12.7 Female 43.9
Ufone 31.2 Male 56.1

Job Title 
Telenor 22.8 CRO 54.0
Warid 16.9 Floor Supervisor 19.0
Zong 16.5 Business Center Manager 17.3

Qualification
Intermediate 4.6 Other 9.7
Bachelor 46.0 Job Level

Bottom 31.2
Master 47.3 Middle 57.4
Above Master 2.1 Top 11.4
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Appendix C: Estimated Structural Model A

CONCLUSION This study  discusses  only two outcomes of CKM

Previous studies didn’t empirically investigate the some   supplementary   upshots  can  be  investigated.
impact of CRM process and KM on CKM. This study This research is cross sectional but true sense of CKM
empirically ties the knowledge management, customer will be  observed  if  steered  it  on  longitudinal bases.
relationship management, customer knowledge This process is first applied on a particular organization
management and  upshots  of CKM. In this study out of and  after  some  time  market  survey  can  be conducted
six CRM processes three (complain management, lead to examine the effectiveness of CKM practices by
management and service management) are significantly calculating the difference between before and after CKM
enhancing   CKM   whereas   other   three   processes practices. More  dimensions  can  be  added to the
(offer management, contract management and complaint outcome of MO i.e. competitor orientation and functional
management) are not significantly contributing towards orientation to see the holistic view. At large scale
CKM. comparison should be made between two types of firms

Limitations    and     Future     Research:     Being  the This model can be replicated on other firmsand industry.
first  time  to  empirically   examine   the   complete  model Comparison of two lucrative sectors whoare employing
of  CKM  (antecedent  and  consequences  of  CKM) CKM practices i.e. telecom and banking sector can be
research  is  unique  in  its  nature.  Not  as  much of inspected through future research.
empirical research is available on CKM. There are
abundant  opportunities  to  expand   this   research REFRENCES
further. To scrutinize complete picture of CKM
auxiliaryantecedents can be addedlike opportunity, 1. Murillo, M.G. and H. Annabi, 2002. Customer
product improvement, product development and Knowledge Management. Journal of Operational
knowledge about competitors. Research Society, 53: 875-84.

i.e. Customer related and Competitive advantage further

those who are practicing CKM and those who do not.



Middle-East J. Sci. Res., 19 (7): 880-892, 2014

890

2. Mukherji, S., 2012. A Frameworkfor Managing 15. Levitt, T., 1983. After the Sale is Over. Harvard
Customer Knowledge in Retail Industry.IIMB Business Review, 63(5): 87-93.
Management Review, 24: 95-103. 16. Bahrami, M., M. Ghorbani and M. Arabzad, 2012.

3. Davenport, T.H., J.G. Harrise and A.K. Kohli, 2001. Information Technology IT as an Improvement Tool
How do They Know Their Customer So Well? MIT for Customer Relationship Management CRM.
Sloan Management Review, 42(2): 63-67. Procedia - Social and Behavioral Sciences, 41: 59-64.

4. Yang, L.R., C.F. Haung and T.A. Hsu, 2013. 17. Bueren,   A.,    R.    Schierholz,    L.M.   Kolbe   and
Knowledge Leadership to Improve Project and W. Brenner, 2005. Improving Performance of
Organizational Performance. International  Journal of Customer-Processes With Knowledge Management.
Project Management, 1-14, http://dx.doi.org/ Business Process Management Journal, 11(5): 573-88.
10.1016/j.ijproman.2013.01.011 18. Novo, J., 2001. The Source of Customer Value-

5. Desouza, K.C. and Y. Awazu, 2005. Maintaining Customer Knowledge, available at, www.crm.forum,
Knowledge Management System: A Strategic accessed date 10 April 2001.
Imperative. Journal of the American Society for 19. Rollins, M. and A. Halinen, 2005. Customer
Information Science and Technology, 56(7): 765-8. Knowledge Management Competence, Toward a

6. Desouza, K.C., 2008.  Customer-Driven  Innovation. Theoretical Framework, Proceedings of the 38th
To be a Market Leader, Let Your Customer Drive. Hawaii International  Conference  on  System
Industrial Research Institute, Inc. Science, Big Island, HI.

7. Revilla, E., B. Rodríguez-Prado and I. Prieto, 2009. 20. Peng, J., A. Lawrence and T. Koo, 2009. Customer
Information Technology as Knowledge Management Knowledge  Management  in  International Projects.
Enabler in Product Development, Empirical Evidence. A Case Study. Journal of Technology Management
European  Journal  of  Innovation  Management, in China, 4(2): 145-57.
12(3): 346-363. 21. Dimitrova, V., M. Kaneva and T. Gallucci, 2009.

8. Mollahosseini,  A.  and  M. Barkhordar,  2010. Customer Knowledge Management in the Natural
Supplier Knowledge Management for Supplier Cosmetics  Industry. Industrial Management and
Development. The Review of Business Information Data System, 109(9): 1155-165.
System, 14(4): 17-24. 22. Joshi, S. and S. Sharma, 2004. Customer Knowledge

9. Zhang, Z., 2011. Customer Knowledge Management Development. Antecedents and Impact on New
and the Strategies of Social Software.Business Product   Performance.    Journal    of  Marketing,
Process Management Journal, 17(1): 82-106. 68(1): 47-59.

10. Zanjani, M.H., 2008. Proposing a Conceptual Model 23. Day, G.S., 2000. Capabilities for Forging Customer
of Customer Knowledge Management. A Study of Relationship. Marketing Science Institute,
CKM Tools in British Dotcom.International Journal Cambridge, MA.
of Human and Social Sciences, 3(5): 376-80. 24. Stauss, B., 2002. Kundenwissense-Anagement

11. Gibbert, M.,  M.  Leibold   and   G.   Probst,  2002. Customer Knowledge Management, In H. Bohler,
Five Styles of Customer Knowledge Management Marketing Management und Unternehmensfuhrung,
and How Smart Firms Use Them to Create Stuttgart, pp: 273-95.
Value.European Management Journal, 20(5): 459-69. 25. Rowley, J., 2002. Eight Questions for Customer

12. Porter, M.E. and V.E. Millar, 1985. How Information Knowledge Management in E-Business. Journal of
Give  You  Competitive Advantage. Harvard Knowledge Management, 6 (5): 500-11.
Business Review, 63(4): 149-60. 26. Gronroos, C., 1994. From Marketing Mix to

13. Mingers, J., 2008. Management Knowledge and Relationship Marketing. Toward a Paradigm Shift in
Knowledge Management Realism and Forms of Marketing. Management Decision, 32(2): 4-20.
Truth. Knowledge Management Research and 27. Gronroos, C., 2000. Service Management and
Practices, 6: 62-76. Marketing, A Customer Relationship Management

14. Gebert, H., M. Geib, L. Kolbe and W. Brenner, 2003. Approach, Wiley, Chichester.
Knowledge-Enabled Customer Relationship 28. Stauss, B. and W. Seidel, 2002. Complaint
Management Integrating Customer Relationship Management. Avoiding Mistakes-Increasing
Management and Knowledge Concept. Journal of Performance-Achieving Customer Lock-in, Hanser,
Knowledge Management, 7(5): 107-23. Munchen.



Middle-East J. Sci. Res., 19 (7): 880-892, 2014

891

29. Liyun, Q., 2008. Research  on  the Relationship 43. Tapscott, D., 2003. Knowledge Culture.Intelligence
Among Market Orientation, Customer Relationship
Management, Customer Knowledge Management
and Business Performance.

30. Day, G.S., 1994. The Capabilities of Market-Driven
Organizations. Journal of Marketing, 58: 37-52.

31. Alpkana,  L.,  M.  ªanalb  and  Y.  Ayden,  2012.
Market Orientation, Ambidexterity and Performance
Outcomes. Procedia-Social and Behavioral Sciences,
41: 461-468.

32. Bulter, Y., 2000. Knowledge Management. If Only
You Know What You Knew?Australian Library
Journal, 49: 31-42.

33. Hunt,   D.,    Shelby    and    M.M.    Robert,   1995.
The Comparative Advantage Theory of Competition.
Journal of Marketing, 59: 1-15.

34. Magnier-Watanabe, R., C. Benton and D. Senoo,
2011. A Study of Knowledge Management Enablers
Across Countries. Knowledge Management
Research and Practices, 9: 17-28.

35. Nonaka, I., 1998. The Knowledge Creating
Organization. Harvard Business Review on
Knowledge Management, HBS Press, Boston, MA.

36. Lee, M.K.O., 2006. Understanding Customer
Knowledge Sharing in Web-Based Discussion
Boards. Internet Research, 16(3): 289-03.

37. Kumar, V., 2011. Is Market Orientation a Source of
Sustainable Competitive Advantage or Simply the
Cost   of    Competing?    Journal   of   marketing,
75(1): 16-30.

38. Almahamid, S., 2010. Effects of Organizational Agility
and Knowledge Sharing on Competitive Advantage
An Empirical Study in Jordan. International Journal
of Management, 27(2): 387-396.

39. Shehaan, N.T. and C.B. Stabell, 2010. Reputation as
a Driver in Activity Level Analysis. Reputation and
Competitive Advantage in Knowledge Intensive
Firms. Corporate Reputation Review, 13(3): 198-208.

40. Nancy, L.M.  and  P.M.  Peter,  2010.  Business
Method Patents and Sustained Competitive
Advantage.Journal of Computer Information System,
Southern  Illinois  University  Southern  Carbondale,
IL 62901.

41. Leonidou, L.C., 2011. National Export-Promotion
Programs as Drivers of  Organizational  Resources
and Capabilities. Effects on Strategy, Competitive
Advantage and Performance. Journal of International
Marketing, 19(2): 1-29.

42. Cohn, A.G. and G. Spiegel, 2005. Effective Open
Source     Development        Business     Practices.
The Computer and Internet Layer, 28(1): 735-752.

Enterprise, 6(8): 12-26.
44. Darling, M.S., 1997. Knowledge Culture.Executive

Excellence, 14(2): 10-23.
45. Lam, W., 2005. Successful Knowledge Management

Requires a Knowledge Culture. A Case Study.
Knowledge  Management  Research  and  Practices,
3: 206-217.

46. Susanne, H., L. Thomas and S. Wolfarm, 2001.
Creating a Knowledge Culture. McKinsey Quarterly,
1: 74-81.

47. Cooper, D.R. and P.S. Schindler 2001. Business
Research Methods. Boston McGraw-Hill Irwin.

48. Burns, A.C. and R.F. Bush, 2000. Marketing
Research. London, Prentice-Hall International
Limited.

49. Nancy, L.L., C.B.  Karen  and A.M.  Goerg,  2005.
SPSS for Intermediate  Statistics.  New Jersey,
London Lawernce Erlbaum Associates.

50. Oppenheim, A.N., 2000. Questionnaire Design,
Interviewing and  Attitude  Measurement, London
and New York Continuum.

51. Aaker, D.A., V.  Kumar  and  G.S. Day, 1997.
Marketing Research. New  York  John  Wiley and
Sons, Inc.

52. Lin, R., R. Chen and K.K. Chiu, 2010. Customer
Relationship Management and Innovation Capability
An Empirical Study.  Industrial Management and
Data Systems, 110(1): 111-133.

53. Lopez-Cabrales, A., A. Pérez-Luño and R.V. Cabrera,
2009. Knowledge as a Mediator Between HRM
Practices and Innovative Activity. Human Resource
Management, 48(4): 485-503.

54. Fornell, C. and D. Larcker, 1981. Structural Equation
Models With Unobservable Variables and
Measurement Error. Journal of Marketing Research,
18(1): 39-50.

55. Hair, A.J.F., W.C. Black, B.J. Babin, R.E. Anderson
and R.I. Tatham, 2006. Multivariate Data Analysis.
Upper Sadle River, New Jersey Prentice Hall.

56. Nunnally,  J.C.,   1967.   Psychometric   Methods.
New York, McGraw Hill.

57. Nunnally, J.C., 1978. Psychometrict Theory. New
York McGraw Hill.

58. Pallant, J., 2001. SPSS Survival Manual, A Step by
Step Guide to Data Analysis Using SPSS for
Windows. Maryborough, Victoria, Australia,
McPherson’s Printing Group.

59. Gorsuch, R.L., 1983. Factor Analysis. Hillsdale, NJ
Lawrence Erlbaun Associates.



Middle-East J. Sci. Res., 19 (7): 880-892, 2014

892

60. Hair, A.J.F., R.R. Tatham and W. Black, 1998. 64. Ford,  J.K.,  R.C.  MacCallum  and  M.  Tait,  1986.
Multivariate Data Analysis. N.Y, Macmillan. The Application of Exploratory Factor Analysis in

61. Lee, T.H. and J. Crompton, 1992. Measuring Novelty Applied Psychology, A Critical Review and
Seeking in  Tourism.Annals  of  Tourism Research, Analysis.Personnel Psychology, 39(1): 291-314.
19: 732-751. 65. Kelloway, E.K., 1995. Structural Equation Modeling

62. Podsakoff,  P.M.,  S.B. MacKenzie,  L. Jeong-Yeon in Perspective. Journal  of Organizational Behavior,
and P. Nathan 2003. Common Method Biases in 16(3): 215-224.
Behavioral Research, A Critical Review of the 66. Bentler,   P.M.,    1990.    Comparative    Fit   Indexes
Literature and Recommended Remedies. Journal of in  Structural    Models.    Psychological   Bulletin,
Applied Psychology, 88(5): 879-903. 107: 238-246.

63. Tabachnick,    B.G.     and     L.S.     Fidell,   1996. 67. Kim,  M.K.,   M.C.   Park   and   D.H.  Jeong,  2004.
Using Multivariate Statistics, New York, Harper The Effects of Customer Satisfaction and Switching
Collins College. Barrier on Customer Loyalty in Korean Mobile

Telecommunication Services.Telecommunication
Policy, 28: 145-159.


