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Abstract – Technology based knowledge sharing and
marketing intelligence have both emerged as an
important driver to deliver innovative products
comparing with competitors. The study seeks to
identify not only the impact of Technology based
knowledge sharing and marketing intelligence on
product innovation,
but to examine the mediation
impact of marketing intelligence between study
variables as well. A convenience sampling technique of
(106) senior and middle managers who are dealing
with knowledge sharing practices and marketing
intelligence in Jordanian pharmaceutical companies is
described. The findings confirmed the mediation effect
of marketing intelligence in the relationship between
study variables. Therefore, adoption Technology based
knowledge sharing and marketing intelligence could
create innovative product.
Keywords –Marketing Intelligence, Technology
Based knowledge Sharing, Product Innovation

1. Introduction
Knowledge sharing refers to the process which
tacit or explicit knowledge that is communicated
among individuals through
interaction with
coworkers to solve problems in an effective methods
at the individual level, and sharing knowledge where
and
when needed to other members at the
organization level [1].
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Accordingly, Technology plays a crucial
transformational role in changing business nature and
supporting knowledge sharing among business
partners in the real time around the world. Hence, the
sharing of knowledge is considered as a process of
knowledge exchange among organization members
in order to play a significant role in workforce
behavior for maximizing organization’s ability of
providing solutions to achieve goals and sustaining
the competitive advantage. Knowledge can be either
explicit knowledge which easily can be expressed
and shared or tacit knowledge which cannot be easily
shared and articulated one hundred percent [2].
Hence, information technology is a key issue to assist
the organization in managing knowledge resources
efficiently. Due to turbulent business environment
and globalization caused by strong competition in the
marketplace
new challenges are created and
pressures on business firms as well. Thus ,
technology-based knowledge sharing became the key
initiative to responding to market pressures and gain
sustainable competitive advantage. In order to enter
new markets, companies maximize market
intelligence capabilities to differentiate itself from
others through providing innovative products in the
marketplace. However, despite the nurturing and
encouragement of technology based knowledge
sharing, many Jordanian companies are not
effectively utilizing emerging technology and
knowledge sharing systems .The purpose of this
paper is contributing literature related to knowledge
sharing, marketing intelligence and product
innovation in order to investigate the mediating
impact of marketing intelligence between
technologies based knowledge sharing and product
innovation.
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2.1. Technology Based Knowledge Sharing
Recent turbulent and dynamic business environment
forces business firms to sense rapidly changing
environment and quickly respond through using
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innovative strategies in order to become leader in the
marketplace [3]. Information and telecommunication
technologies, considered as an essential and enabler
tools, can assist business firms to overcome and force
the environment pressures through using advanced
information
and
communication
technology
supporting knowledge sharing process for the purpose
of creating innovative ways and idea to attain winning
position in such dynamic and changing environment
[4]. Information sharing systems play an important
role in reshaping and redesigning business processes,
enhancing work flow including knowledge flow
among business units internally, and with business
partners externally enabling digital knowledge sharing
of business firms [5]. Therefore, the extensive uses of
advanced technology increase the amount of
information and create a huge amount of data, at the
same time facilitate quick reach to data and
information resources [6]. However, information
technology is becoming increasingly important
communication tools that Transferring data,
information and knowledge among business members
and its partners to generate new ideas, which can be
useful in facilitating knowledge exchange via
networking systems operating across thousands of
machines such as accessing the worldwide web,
business intranets and databases [7]. In addition,
knowledge socialization through the use of a
communication medium can assist
collaboration
among project teams solving problems and enabling
the development of new knowledge for innovation [8].
Accordingly,
Technology
plays
a
crucial
transformational role in changing business nature and
enabling knowledge sharing among interested parties.
2.1.1.

Explicit knowledge exchange

Knowledge exchange refers to transfer or
communicate
explicit
knowledge
between
individuals, groups, organizations [2], [9]. It can be
done easily through several means either traditional
means such as manual, documents, books or
technological means that support exchange,
groupware, web based access to data, databases and
information repository such as best practices
databases, expert locater systems and lesson learned
systems through formal training in order to enhance
the ability of employees doing their tasks in
innovative way [10].
2.1.2.

Tacit knowledge Socialization

Tacit knowledge socialization is the integration
multiple streams and synthesis of tacit knowledge
among individuals using joint activities instead of
verbal or written instructions. There is difficulty in
expressing tacit knowledge directly in words [1], it
can be done by traditional means such as employees
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rotation, conferences and brain storming or facilitate
socialization through technological tools that
enhance quality of the workers outcomes such as
video conferencing, electronic email and electronic
discussions [10].
In summary, knowledge sharing process was found
in several studies that have significant impact on
business performance as a whole including marketing
intelligence and product innovation [12]. Therefore,
the study predicted that:
H1: Technology based knowledge sharing has a
significant impact on marketing intelligence.
H2: Technology based knowledge has a significant
impact on product innovation.
3. Marketing Intelligence
Business firms face a stiff competition in the
global business environment. These changes and
pressures force business firms to respond in an
innovative manner sustaining competitive advantage
in the marketplace [13]. Market intelligence refer to
business ability to information processing,
interpreting and disseminating to enhance the
coordination process among business partners being
agile to respond to changing environment in order to
enter new markets that have to maximize market
intelligence capabilities which require details
knowledge of competitors, best practices through
capturing and processing relevant information about
specific market environment [14]. Therefore,
marketing intelligence is information about the
business environment that support decision makers in
the process of developing their marketing strategies
according to surrounding environment. The
marketing intelligence required understanding the
market needs including competitors and customers
information through using information technologies
to systematically collect and analysis of data about
business environment from several sources, and
provide it to decision makers who use it for take
better actions [15]. Thus, business firms should take
into account the importance of continuously scanning
and monitoring market needs in order to exploit the
opportunities for the purpose of being leader in the
market and avoid threats to minimize the business
risk sustaining competitive advantage. Also,
collecting
information about market is very
important and ongoing process, maximizing
competitive ability and competition position in the
market. Due to a huge amount of marketing data and
developing new technology tools new opportunities
are created for business firms to make more on in
depth assessment of customer’s needs using
marketing
intelligence
systems.
Marketing
intelligence systems considered important tools to
capturing relevant data for marketing managers under
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uncertainty to provide more complete information, as
well as the storage capacity and information
retrieving of marketing intelligence systems allow
wider variety of data being gathered and used.
However, Emerging and advanced technologies
enable business firms capturing, process, analyze,
disseminate a huge amount of customer data to
remain close relationship to customers in order to
update intelligence and predict new market
requirement [16]. Thus, in this research paper, it is
expected that:
H3: Marketing intelligence has a significant
impact on product innovation.
H4: Marketing intelligence has a mediation impact
between technology-based knowledge sharing and
Product innovation.
4. Product Innovation
Products innovation considered an important term
that can provide opportunities for business growth
and improving the product features to gain
sustainable competitive advantage in the market [17].
Product innovation refers to “the novelty and
meaningfulness of new products introduced to the
market at a timely fashion” [18]. Based on the
previous literature product innovation which
considered the developing of new products and
improving the existing products using new
techniques in the production process, we can state
that product innovation is a strategic component of
business ability to succeed and be able to gain high
market share in the turbulent business environment.
Therefore, the ultimate goal of product innovation is
developing new products
with different
specifications or improving the existing product to
meet customer needs. On the other hand, product
success depends on product innovativeness that can
meet the consumer’s preferences through introducing
and designing competitive products to maintain
customer loyalty. Also, Product innovation is a

strategy involving commercial, technical design and
production efforts to create a unique product that
includes new ingredients in the market. Thus, a
product can be viewed as innovative when it
introduces new value which is impossible to imitate
due to the uniqueness of product compared with the
products pushed in the market. This is based onthe
study predicted that product innovation might be
enhanced as a dependent variable through adopting
technology based knowledge sharing and marketing
intelligence concepts.
5. Research Methodology
5.1. Study Population and Sample
The target of the study is senior and middle
managers who are dealing with technology-based
knowledge sharing practices and marketing
intelligence in the pharmaceutical companies in
Jordan. A convenience sampling technique was used
for this purpose, according to Mills and Smith (2011)
stated that highly educated sample is suitable for
studies that required awareness for knowledge
management practices in the business.
5.2. Data Collection
For data collection this study employed
questionnaire. The instrument we used is five-point
Likret scale from (1) strongly disagrees and (5)
strongly agree to examine study hypotheses as shown
in table (1). Total of (125) questionnaires were
distributed to the researched sample and (106) usable
questionnaires were returned for analysis purpose.
Pilot study was employed as well as Cronbach’s
Alpha to measure the internal consistence reliability
of the questionnaire as shown in the Table (1) is
0.842, 0.884 and 0.823 respectively. It means that the
questionnaire has high internal consistence
reliability.

Table 1. Structure of Instruments and Cronbach’s Alpha results
Variable

Item
No
1

Technology
based knowledge
Sharing (TBKS).

2
3
4

(K. Exchange)
5
6

690

Cronbach’s
Alpha

Item
The company members use telecommunication networks
to exchange the latest innovations in the marketplace.
Based technology explicit knowledge exchange is a
formal practice among company members.
The company utilizes computer-based systems to access
and exchange information from inside and outside.
The company support sharing of best practices between
individuals and exchange of knowledge.
Our company members are linked by single knowledge
base to solve problems.
The company use teleconferences to share knowledge
among employees to generate new ideas.

Author

[19]

[20]
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Item
No

Variable

9

The company periodically organizes brainstorming
sessions to create new products.
The company rotates their employees across departments
to gain experience.
The company use social networks to share knowledge
about customer’s needs.

10

Our company utilize informal meeting to solve problems.

7
Technology
based knowledge
Sharing (TBKS)
(K. Socialization)

8

11
12
13
Marketing
Intelligence (MI)

14
15
16
17
18
19

Product
Innovation (PI)

Cronbach’s
Alpha

Item

20
21
22
23
24

To exploit opportunities the company, collect
information about market needs.
Our company analyzes collected information about
business partners to meet market needs.
The company uses advanced technology to capture the
necessary marketing information about customer.
Our company focus on marketing information about its
competitors
The company gathers marketing information about the
product and service provided.
The company collects information about changing
market environment.
The company uses information and telecommunication
technology to collect and analyze information from
various sources in the marketspace to support future
decisions.
Our company policy develops new products or product
area.
Our company design and introduce friendly innovative
products to its customers.
Company’s products are highly innovative compared
with competitors in the market.
All products are frequently supported with new features
and customized for the customers.
The company product is considered to be innovative in
terms of product design and specifications.
The company product is frequently updated with new
models according to market needs.
The company products have high market share compared
with competitors.

Author

0.842

[21]

[22]

0.884

[11]

0.823

6. Data Analysis and Discussions

6.2. Regression Analysis

6.1. Descriptive statistics

To examine the first three hypotheses, regression
Analysis among variables shown that Technology
based knowledge sharing (β=0.758, p<0.001) and
marketing intelligence (β=0. 0.767, p<0.001) are
positively significant related to product innovation.
Moreover, Technology based knowledge sharing
(β=0.778, p<0.001) has significantly impact on
marketing intelligence. Table (3) shows that, H1, H2,
and H3 hypotheses are supported.

Table (2) shows the variables statistics mean. The
mean of all variables is high due to the fact that
pharmaceutical companies in Jordan is considered
the pioneer sector in Jordanian economy.
Table 2. Means of participants’ responses on the study
variables
Variable

Mean

Importance
level

Rank

(TBKS)

4.14

High

1

(MI)

3.81

High

3

(PI)

3.97

High

2
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Table 3. Regression Analysis among variables
hypotheses
H1: (TBKS) has a significant impact on (MI)
H2: (TBKS) has a significant impact on (PI).
H3: (MI) has a significant impact on (PI).

β
0.778***
0.758***
0.767***

R2
0.608
0.547
0.551

F
799.112
619.351
624.228

Sig.
0.000
0.000
0.000

Result
Supported
Supported
Supported

* p<0.05, **p<0.01, ***p<0.001.

6.3. Mediation Test
To examine the fourth hypothesis, regression
analysis was used to investigate the mediation impact
of marketing intelligence between Technology based
knowledge sharing (TBKS) and product innovation
(PI). The first model, the study deal with Technology
based knowledge sharing as independent variable and
marketing intelligence as dependent variable. The
results show that Technology based knowledge
sharing has significantly impact on Marketing
Intelligence (β = 0.778, p<0.001). The Second
model, Technology based knowledge sharing and
marketing intelligence are the independent variables,
and product innovation is the dependent variable.
The results indicate that Technology based
knowledge sharing

has a significant impact on product innovation (β=
0.758, p<0.001), and marketing intelligence has a
significant impact on product innovation (β= 0.767,
p<0.001).The third model, Technology based
knowledge sharing and marketing intelligence
regressed with product innovation (β= 0.408,
p<0.001; β= 0.413, p<0.001). The result shows that β
value of Technology based knowledge sharing is
reduced from 0.758to 0.413, and both Technology
based knowledge sharing and marketing intelligence
are significantly related to product innovation. Thus,
the fourth Hypothesis (H4) is supported, showing
that marketing intelligence has partial mediating
impact between Technology based knowledge
sharing and product innovation as shown in table (4).

Table 4. Mediation test of marketing intelligence in the relationship between technology-based knowledge sharing and
product innovation
Variables
(TBKS)

Model 1
MI
0.778***
(0.000)

Model 2
PI
0.758***
(0.000)

MI
R2
Adj R2
F

0.608
0.596
799.112

0.547
0.520
619.351

PI
0.767***
(0.000)
0.551
0.523
624.228

Model 3
PI
0.408***
(0.000)
0.413***
(0.000)
0.591
0.604
404.799

* p<0.05, **p<0.01, ***p<0.001

7. Conclusions and Recommendations
The purpose of this study is to enrich the literature
linking technology-based knowledge sharing with
marketing intelligence and product innovation, and to
investigate the extent to which technology-based
knowledge sharing influence on product innovation,
at the same time determining the mediation role of
marketing intelligence in Jordanian pharmaceutical
companies. According to findings of the study there
are significant impacts of technology-based
knowledge sharing and marketing intelligence on
product innovation, and there is a significant impact
of technology-based knowledge sharing on
marketing intelligence which has partially mediation
role in the relationship between technology-based
knowledge sharing and product innovation.
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However, the findings of study correspond with
previous theoretical deductions which indicate that
knowledge sharing and marketing intelligence have a
key role to achieve product innovation. Based on
study findings managers should be taking into
account the importance of using information
technology in knowledge sharing as well as
marketing intelligence to enhance product innovation
for bigger market share. Therefore, this shed light on
knowledge sharing systems and marketing
intelligence to create innovative products. Finally,
future researches could be applied in different sectors
through using qualitative approach.
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