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Abstract: In today’s world, development of businesses is determined on the basis of existing 
knowledge of their processes and products, but not based on the volume of their capital goods 
and tools. The effect of knowledge, particularly in information technology and businesses that 
are active in this field is more specific. The present study aimed to explain the entrepreneurial 
effect of customer knowledge management and its dimensions on the innovations in active 
Electronic businesses (hereafter acronym as E-business) as well as the role of organizational 
knowledge absorptive capacity in the relationship between these two. The data of the 115 
administrators and knowledgeable people in the business of two- star medal in the electronic 
tru.st icon were collected using a questionnaire that its validity and reliability have been 
confirmed. The results of this study show that entrepreneurial effect of customer knowledge 
management, both generally and in each of its dimensions, positively influences on the product 
innovation in the E-businesses. In addition, absorptive capacity of knowledge moderates the 
relationship the entrepreneurial effect of customer knowledge management and product 
innovation in E-businesses. 
Keywords: Customer Knowledge Management; Absorptive Capacity; Innovation; E-Business 
 Introduction 
E-business, its diverse models, and its effects on the economy of the countries is discussed in 
the many research and academic circles around the world ((Huang et al., 2014). Due to the 
range of E-business, this topic is striking from both perspectives of the domestic economy and 
international trade (Al-Shammari, 2016)). The increasing development of the information and 
communication technology and the convergence between the processes of the development of 
information, has created a change and movement called the communications revolution in 
human societies (Alegre et al., 2013).  
Durability in a competitive and open economy depends on efficient actions with high focus on 
customer knowledge and competitiveness. So, companies should immediately learn the 
competition rules-of-the-game and the factors affecting competitiveness in E-business system 
(Stefanou et al., 2013). 
In today’s digital economy, Knowledge is considered as an asset, and the implementation of 
knowledge management supports a company in the development of innovative products and is 
crucial in taking strategic decisions (Meihami & Meihami, 2014)   . But for a successful presence 
in the dynamic modern market, another important component called the customer knowledge 
should be taken into account. Customer knowledge management provides the chance for 
businesses to be able more likely to detect the opportunities emerged in the market and 
increases their competitive advantage (Rollins & Halinen, 2005). Customer knowledge 
management is activities for acquiring, sharing, and the expanding the customer knowledge in 
order to provide a common benefit to customers and business (Wu et al., 2013).  
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Dess and Lumpkin (2015) state that among the many kinds of knowledge in a company, the 
knowledge of the product and the customer knowledge have very important rank, because they 
have an effect directly on competitive advantage and financial performance of companies.          
Product innovation is the answer to customer requirements when it is along with technical 
capacities and learning process of customer (Darroch, 2015). Until the twenty-first century, 
competitive advantage was expressed only in the product innovation and brand, but in recent 
years, this advantage is attained by collecting data from customers (Hong et al., 2004). So far, 
many studies have been conducted in order to determine the extent of the innovation effect on 
product acceptance by the customer, but there is little literature conducted in entrepreneurial 
effect of customer knowledge management and the n product innovation. 
In addition to the role of knowledge management in product innovation, the arrival of the 
knowledge to the business is a function of the absorptive capacity of the business. Escribano et 
al. (2008) have shown that the absorptive capacity of the business can moderate the impact of 
the arrival of the knowledge to the business on innovation(Escribano et al., 2009). In the study 
by Wang and Han (2011), this moderating effect has been found. Hence, in order to achieve a 
more comprehensive introductory model, there is necessity of investigating this variability in 
the relationship between the customer knowledge management and business innovation that 
has been neglected a lot in the field of electronic businesses (Foss et al., 2011).  
The present study was aimed to investigate the effects of customer knowledge management on 
innovation in e-businesses as well as explain the role of absorptive capacity of e-businesses in 
this respect. Hence, in this study, the stream of research starts by these questions: firstly, what 
is the entrepreneurial effect of the customer knowledge management on product innovation in 
E-businesses? And secondly: how the absorptive capacity of E-businesses moderates the 
relationship between the entrepreneurial effect of the customer knowledge management and 
product innovation? 

 

Literature review 
Customer Knowledge Management 
Most of the businesses emphasize on the importance of knowledge as a creator of a competitive 
advantage(Huang et al., 2014). In today's world the basis of business has been changed and the 
new rules have affected market activities (Liao & Yu, 2013). These events include items such 
as more access to knowledge, technology development, the global business and change in the 
rules, and the customers who have knowledge about their needs, and also about goods and 
services that can meet their needs (Lin & Ting, 2012). Then, in this regard, this study began 
the discussion of the concept of knowledge and proceeded to explain the relationships between 
knowledge management with innovation as well as the position of the absorptive capacity of 
knowledge in the business. 
According to Yang et al., (2014), knowledge is the information that has been mixed with 
experience, ideas, interpretations and thoughts. Knowledge is classified from different 
perspectives: for example, private or public knowledge, theoretical or practical knowledge, 
hard or soft knowledge, internal or external knowledge, and more accepted than all, explicit or 
implicit knowledge (Darroch & McNaughton, 2003). Cui and Wu (2015) have defined 
knowledge as a fluid composition of the experiences, textual information, values and 
professional insight that provides a framework for evaluating and incorporating new 
experiences and information. In the global economy, knowledge is one of the most important 
assets of an organization (Huang et al., 2014).In high economic uncertainty, the only way to 
maintain a competitive advantage is having knowledge (Xu & Walton, 2005) 
Knowledge of the organization is retrievable, reusable and shareable through the processes, 
methodologies, models, and software (Yang et al., 2014). 
Customer knowledge is a part of an organization's knowledge (Wang et al., 2010). Taherparvar 
et al.(2013) believe that customer knowledge is a kind of knowledge where a customer as a 
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direct or indirect impact on the performance of the organization. Sun et al., (2010) goes one 
step ahead and suggests that customer knowledge include the collection of customer 
knowledge, supply chain knowledge, knowledge of the collection of the business partners and 
the like. This knowledge is as a result of two knowledge entrepreneurial flows that creates 
value for supplier and buyer and is beyond the information relating to the identification and 
classification of clients (Yang et al., 2014).It includes a set of knowledge that is obtained 
outside of the organization and inside the industry and market(Buchnowska, 2011). The 
examples include customer preferences towards new products and knowledge related to the 
business environment trends (Darroch & McNaughton, 2003). 
Knowledge about  the actual and potential customers that can include knowledge in product 
range, competitors and markets (Rowley, 2002; Xu & Walton, 2005). In addition, customer 
knowledge can be explicit (structured information in the database) or implicit (knowledge in 
the minds of employees and customers) (Buchnowska, 2011) as well as customer knowledge 
can be individual or collective. Finally, customer knowledge can be classified at different 
levels, ranging from lowest to highest (Al-Shammari, 2009).  
Customer data are recorded in the database of the organization, paper documents and the minds 
of employees (Cui & Wu,2015). Usually the customer data includes contact information, 
transaction data, selling data and customer feedbacks (Al-Shammari, 2009). These points 
include the point of purchase, services and support contact, website visits, surveys of customer 
satisfaction, interactions and payments by credit cards or market studies(Belbaly et al., 2007).      
According to Stefanou et al. (2003), knowledge management is a key competitive advantage 
of collective intelligence and is used in innovation and continuous learning (Sindakis et 
al.,2015). However, knowledge capturing, sharing and interpreting is important for firm 
strategic and operational activities (Jiménez-Barrionuevo et al., 2011). 
By providing the possibility of data mining and decision tools and technologies to 
interpretation, information technology facilitates the knowledge management. Of course, the 
ultimate goal of knowledge management and customer relationship management is close 
together and both are looking for continuous improvement of processes in order to provide the 
customer's goals (Alegre et al.,2013). 
Some technological advances related to knowledge management systems, and customer 
relationship management are also similar; for example, data storage, data recovery engines, 
workflow systems and Web technologies(Stefanou et al., 2003). Knowledge management is 
usually the support process and due to the inclusive nature of knowledge, every business 
process can be converted into a "knowledge management process like knowledge creation, 
knowledge dissemination and the like(Gibbert et al., 2002). Almost every definition of 
knowledge management involves the storage of knowledge and knowledge management 
includes the acquisition of knowledge, storage of staff knowledge and to make information 
available for other databases and the Transformation of implicit knowledge to possible explicit 
knowledge (Lopez-Nicolas & Molina-Castillo, 2008).  
According to Dess and Lumpkin (2015),knowledge management process includes: 
1)generating new knowledge; 2)access to knowledge on foreign sources; 3) presenting the data 
in the documents,, databases, software, and so on; 4)embedding knowledge in processes, 
products or services; 5)transfer of current knowledge throughout the organization; 6)using of 
accessible knowledge in decision-making; 7) facilitating the growth of knowledge through 
culture and incentives; and 8) measuring the value of knowledge assets and the impact of 
knowledge management. 
The first step in customer knowledge management is the assimilation of knowledge of the 
surrounding environment(Sindakis et al., 2015). In such a situation, an understanding of the 
concept of absorptive capacity of the business seems to be essential. According to Alegre et 
al.(2013), absorptive capacity means the ability to recognize new information, to integrate and 
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synchronize it and to use it for commercial purposes (Jiménez-Barrionuevo et al., 2011) 
Absorptive capacity is one of the basic features of learning that companies can develop it in 
order to discover the outer organizational information and knowledge(Cui & Wu,2015). This 
information that can be helpful for companies in the next phase is internalized in the 
organization and is matched to the specific needs of the organization and ultimately is operated 
in line with the objectives of the market (Gibbert et al., 2002). This depends on the previous 
level of knowledge of the company and the knowledge that is done increasingly during the long 
process of researching and collecting the knowledge in the organization (Yang et al., 2014).   
Therefore, organizations that have a good knowledge base in a particular area usually have a 
higher absorptive capacity and will be able to assess and evaluate new information and 
ideas(Jiménez-Barrionuevo et al., 2011). In fact, the absorptive capacity refers to learning and 
taking action based on scientific findings and technological activities outside the organization's 
boundaries(Sun & Anderson, 2010). This capacity enables the organization move to acquire 
knowledge, handle it effectively, put a powerful impact on the ability of companies to innovate, 
adapt it to their environment and ultimately be more competitive(Jiménez-Barrionuevo et al., 
2011). 
Absorptive capacity is defined first as the ability to recognize the value of new information, 
integrate and internalize this information and use it to produce commercial 
products(Taherparvar et al.,2013). The capacity to learn is one of the fundamental capabilities 
of learning that companies can use it in order to discover useful knowledge and information 
outside the organization and then internalize this knowledge and adapt it with their specific 
needs and use them for commercial purposes (Jiménez-Barrionuevo et al., 2011). 
The absorptive capacity refers to the previous level of knowledge available in the organization, 
and is developed through a long process of research and collecting the cumulative knowledge 
(Wang & Han, 2011). So, organizations that have the respectable knowledge base in a specific 
field, have high absorptive capacity and will be able to assess information or new ideas that are 
developed in this field of knowledge, and make the necessary measures based on them Stefanou 
et al.,2013). 
Absorptive Capacity and Innovation 
Customer Knowledge Management plays an important role in providing benefits such as 
vision, characteristics, habits, and contact with customers for an organization to establish a 
close relationship with its customers (Lin et al., 2012). In addition, according to the 
entrepreneurship literature, innovative activities to be emerged, often take advantage of the 
knowledge management systems. Innovation is a key element of entrepreneurial strategy 
(Wang & Han, 2011). Innovation refers to the efforts of a company to find new opportunities 
and solutions (Sindakis et al., 2015). Innovation employs creativity and experience so that it 
leads to new products, new services or improved technological processes (Dess & Lumpkin, 
2015). 
According to Hong et al. (2004), customer knowledge has a direct effect on the success of the 
products and the business performance. In addition, the knowledge shared by the client have a 
far higher effect than knowledge of suppliers and knowledge of internal processes on product 
performance and business performance (Hong et al., 2004). 
In a major study, Yang et al. (2006) found that customer knowledge management has a positive 
impact on the organization's performance and this positive impact on each organizational 
project is also supported by knowledge management activities. 
Wang et al. (2012) showed that the sharing of knowledge, in its explicit form, has a direct and 
positive impact on the quality and speed of innovation of the business. In addition, they found 
that sharing of implicit knowledge has a direct and positive effect on the quality of innovation. 



  

Vol. 6, no.3, Autumn, 2019  16 
 

Elsewhere, Lai (2014) have shown that knowledge management has a significant and positive 
impact on product innovation. The results of the study have shown that knowledge acquisition 
and sharing of knowledge have a significant positive impact on innovation. 
In another study, Lin et al. (2012) have shown that customer knowledge management is an 
important determinant of the performance of product innovation. In addition, the increased 
capabilities of customer knowledge sharing and its integration lead to better performance of 
product innovation of the business. 
In this vein, Darroch (2015) identified that all dimensions of knowledge management have a 
positive impact on market and product innovation and organizations with more knowledge, 
disseminate greater knowledge and better accountability in their activities. In this vein, 
Taherparvar et al. (2014) have shown that customer knowledge management has a positive 
impact on innovation.  
It is remarkable that ssome studies also have implicitly addressed the impact of knowledge 
management dimensions on innovation and they did not have direct claims on the customer 
knowledge management (e.g., Lai, 2014;Wang & Wang, 2012).  
Foss et al.(2011) has found that internal relationships and entrusting to the customer has a large 
and significant effect on the performance of innovation. In other words, their study has 
concluded that the impact of dimension of knowledge sharing in business through relationships 
on innovation is significant. Other studies have examined the customer knowledge 
management propellers in innovation in business and have found a significant relationship 
between them.  Ngo and O'Cass (2013) have found that the ability to innovate develops the 
customer partnerships, and in addition.  
Therefore, based on the literature review, the main hypothesis of this study is presented as 
follows: 

   Hypothesis1: The entrepreneurial effect of customer knowledge management has an 
impact on product innovation of E-business.  

 

The current study also considered the effect of customer knowledge management dimensions 
in the business innovation. Hence: 

 Sub-hypothesis 1a: Storage of customer knowledge has an impact on product 
innovation of        E-businesses.  

 Sub-hypothesis 1b: Customer knowledge sharing has an impact on product 
innovation of E-businesses.  

 Sub-hypothesis 1c: The customer knowledge acquisition has an impact on product 
innovation of E-businesses.  

 Sub-hypothesis 1d: the customer knowledge Application has an impact on product 
innovation of E-businesses.  

However, the role of absorptive capacity of knowledge in relationship between entrepreneurial 
effect of knowledge management and innovation cannot be ignored. Wang and Han (2011) 
have shown that knowledge properties and also absorptive capacity are two integral factors on 
innovation performance, and absorptive capacity moderates the relationship between the 
knowledge properties and innovation. Similarly, Escribano et al. (2009) has shown that the 
absorptive capacity of the business positively moderates the impact of knowledge flows on 
innovation.  
 In another major study, Liao and Yu (2013) found that the absorptive capacity of business 
moderates the relationship between external relations of the business (including the acquisition 
of knowledge) and innovation. The results showed a moderating effect of the absorptive 
capacity on the relationship between the local relationships of business is higher than its 
international relations.  
Wang et al. (2010) have found that the acquisition of knowledge, including the outer 
knowledge of organization, which is a component of the knowledge management activities, 
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has a positive and significant impact on innovation in business. However, they have been 
unable to find a necessary statistical support for a moderating effect of the absorptive capacity 
between the acquisition of knowledge and innovation. This result has also been obtained in 
studies by Soo et al. (2002). They showed moderating effect of the absorptive capacity in the 
relationship between entrepreneurial effect of customer knowledge management and 
innovation is not supported empirically. Hence, since the number of studies that support the 
moderating effect of the absorptive capacity in the relationship between knowledge 
management and innovation is more than the studies that did not believe that such a relationship 
is significant, and also since there is a theoretical contradiction in this area, the second main 
hypothesis of this study is expressed as follows: 
  

   Hypothesis 2: The absorptive capacity of the business moderates the relationship 
between customer knowledge management and product innovation of E-businesses.  

Based on the aforementioned discussed literature, the research conceptual framework is shown 
in the Figure 1. 

Figure 1: The Research Conceptual Framework 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Methodology 
 

The current study is a descriptive study aimed to assess the hypotheses by adopting quantitative 
approaches and to achieve the research objectives. In the present study, statistical population 
are managers and experts of the marketing and the research and development in the E-
businesses in the city of Tehran, Iran. 
Due to the specified number of businesses surveyed that was equal to 334, the finite population 
correction formula for determining the sample size was used (Hulland,1999).  
Based on the confidence level of 95%, and assuming normal distribution, the t-level is 
considered equal to 1.96, allowed error level (d) is equal to 0.05. 115 person were selected, 
bbased on using Cochran formula and through stratified random sampling method (as shown 
as in Equation 1 below). 
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In the current study, data were collected using a questionnaire. The main body of the 
aforementioned questionnaire includes information related to the dimensions of customer 
knowledge management, innovation in e-business products and the absorptive capacity of 
business. The customer knowledge management has been measured based on the tools used in 
the study by Yang et al. (2001), innovation has been measured based on structure expressed by    
Lee and Jima (2002) and finally, the absorptive capacity of knowledge has been measured 
based on the structure expressed by Hulland (1999). The questionnaire has been created in the 
38-question format and scoring has been set using a scoring method of 5- point Likert scale. In 
order to determine the quality of the measuring tools, the convergent validity and divergent 
validity along with composite reliability (CR) indicator and Cronbach's Alpha coefficient have 
been used, indicating the optimum reliability and validity of the structures. Since these 
indicators belong to the model analyses, so they have been offered in the data analysis section. 
In this study, Smart PLS 3 software version 2 was used to check the quality of the structures 
and presumed relationships between them. 
Results and Discussion 
 

The profiles of respondents are shown in Table 1.  
Table 1: Sample demographic 

 

Variable Percentage 

Gender 
Male 

Female 

 
52% 
48% 

Age 
20-25 
26-31 
32-37 
38-43 

Over 43 

 
20% 
20% 
30% 
11% 
19% 

 According to the adoption of a structural equation modeling approach with a PLS technique, 
it should be noted that in this approach, the two groups of analysis will be done, which includes: 
i) Evaluation of the measurement model (Outer model); and ii) evaluation of the structural 
model (Inner Model). According to Hulland (1999), the adequacy of the measurement model 
(Outer Model) is measured from the three different dimensions: a) the reliability of the 
measures and structures, b) convergent validity, and c) divergent validity(Hulland and 
Business, 1999).  
 As table 2 shows composite reliability index for each construct is above 0.707. These values 
indicate the optimal reliability for each of the measures and structures (Akin, Bloemhof et al., 
2009).Furthermore, Results suggest that all convergent validity requirements of the 
measurement model were met. 

Table 2: Convergent validity and CR of the research structures 
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Structure Cronbach’s 
Alpha 

Composite  
Reliability 

(CR) 

Average Variance 
Extracted (AVE) 

Absorptive Capacity  0.86 0.75 0.57 
Acquisition 0.81 0.89 0.72 

Transformation 0.75 0.84 0.58 
Assimilation 0.81 0.88 0.65 
Exploitation 0.72 0.84 0.65 
Customer Knowledge 
Management 

0.92 0.72 0.72 

Customer Knowledge 
Storage 

0.88 0.92 0.74 

Customer Knowledge 
Sharing 

0.77 0.90 0.81 

Customer Knowledge 
Acquisition 

0.78 0.87 0.70 

Customer Knowledge 
Application 

0.74 0.85 0.66 

Innovation  0.86 0.91 0.71 
 

  

 In addition, the Cronbach’s alpha index is also higher than 0.6 for all structures, which 
according to Moss et al. (1998) demonstrates a favorable reliability (Moss, Prosser et al., 
1998). Also, an average variance extracted for all the structures of this model is higher than 
0.5, which indicates a favorable concurrent validity for the structures(Chin, 1998). In 
examining the measurement model the divergent validity should be investigated for the 
structures under study. This study is carried out by a comparison the square root of the 
average variance extracted for every structure with the solidarity of the structure with other 
structures of the model. The result of this assessment is presented in the table 3. 
 

Table 3: Divergent validity evaluation matrix 
 

 1 2 3 4 5 6 7 8 9 

1. Acquisition 0.85         
2. Transformation 0.56 0.76        

3. Assimilation 0.32 0.43 0.81       

4. Exploitation 0.40 0.43 0.39 0.80      
5. Customer 
Knowledge Storage 

0.21 0.13 0.08 0.14 0.86     

6. Customer 
Knowledge 
Sharing 

0.32 0.13 0.15 0.14 0.80 0.90    

7. Customer 
Knowledge 
Acquisition 

0.17 0.00 0.05 0.06 0.61 0.51 0.83   

8. Customer 
knowledge 
Application 

-0.06 0.01 0.05 0.06 0.65 0.53 0.67 0.81  

9. Innovation -0.18 0.02 0.05 0.09 0.75 0.72 0.77 0.68 0.84 

The research structural model of the current study is presented in Figure 2 and Figure 3. 
Figure 2: Path analysis and significance level in the structural model (Main Hypotheses) 
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Figure 3: Path analysis and significance level in the structural model (Sub- hypotheses) 
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and therefore the significance of all questions and relationships between variables can be 
confirmed with a confidence level 95.0. Furthermore, in the mentioned figures, positive 
interstructural values reflects the positive impact of independent variables on the dependent 
variables. The summarized results of the hypothesis testing are presented in table 4. Moreover, 
in order to check the fitting of both models of the main and subsidiary hypotheses, GOF index 
has been used, which was equal to 0.63 and 0.74 for the main and subsidiary hypotheses, 
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respectively; furthermore, since the rate was higher than 0.36, it can be concluded that both 
proposed models have a strong fit  (Hulland,1999) 

Table 4: The Structural Model 
Hypothesis  Independent variable Dependent  

variable 
Regression 
coefficient 

γ 

Critical 
T value 

Result of the 
hypothesis 

Main 
Hypothesis 1 

Customer knowledge 
management 

Product 
innovation 

0.80 22.89 supported  

Main  
Hypothesis 2 

Absorptive capacity * 
Customer knowledge 

management  

Product 
innovation 

0.18 2.95 supported 

Sub-
hypothesis 1 

Customer knowledge 
storage 

Product 
innovation 

0.21 2.81 supported 

Sub-
hypothesis 2 

Customer knowledge 
sharing 

Product 
innovation 

0.27 3.34 supported 

Sub-
hypothesis3 

Customer knowledge 
acquisition 

Product 
innovation 

0.42 6.35 supported 

Sub-
hypothesis4 

Customer knowledge 
application 

Product 
innovation 

0.14 2.02 supported 

The results of the test of the hypotheses suggest that knowledge management has a positive   (γ 
= 0.8) and significant (T= 22.89, >1.96) impact on product innovation in the e-businesses in 
Tehran. Therefore, the main hypothesis of the research is supported. In addition, moderator 
variable of the absorptive capacity has a positive (γ=0.18) and significant (T=2.95, >1.96) 
impact on innovation in the e-businesses in Tehran. Therefore, the second research hypothesis 
is supported. Furthermore, the intensity of the moderating of the variable is equal to 0.13, which 
shows the average absorptive capacity in terms of customer knowledge management for 
innovation in this study. Similarly, the customer knowledge Acquisition has a positive (γ=0.419) 
and significant (T=6.35, >1.96) impact of product innovation in businesses in Tehran.           
Therefore, the first subsidiary hypothesis research is supported. The results indicated that 
customer knowledge sharing has a positive (γ=0.265) and significant (T = 3.34, > 1.96) impact 
on product innovation in the e-businesses in Tehran. Therefore, the second subsidiary 
hypothesis research is supported. In addition, the customer knowledge Application has a 
positive (γ=0.135) and significant (T=2.02, >1.96) impact on product innovation in the e-
businesses in Tehran, and so the third research hypothesis is supported. Finally, it was found 
that storage of customer knowledge has a positive (γ= 0.206) and significant (T = 2.81, > 1.96) 
impact on product innovation in the e-businesses in Tehran. Therefore, the fourth research sub-
hypothesis is supported. 
Conclusions 
 

Due to the absence of research literature and an integrated model of the relationships between 
entrepreneurial effect of customer knowledge management and product innovation, and the 
moderating effect of absorptive capacity in this respect in E-businesses, the present study was 
conducted. The results of this study revealed that the entrepreneurial effect of customer 
knowledge management has a positive impact on product innovation in the E-businesses. This 
finding was also supported by the research literature (e.g.,Foss et al., 2011;Gibbert et al., 
2002;Li et al., 2012;Taherparvar et al., 2014;Verma et al., 2012). 
The results of this study also determined that the absorptive capacity moderates the impact of 
entrepreneurial effect of customer knowledge management on the product innovation in the E-
business. In the literature, the finding has been presented contradictory. Some studies ,i.e., 
Wang and Han (2011) have supported the moderating role of absorptive capacity but other 
studies did not find a moderating impact absorptive capacity in the relationship between 
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entrepreneurial effect of customer knowledge management and innovation (e.g.,Soo et 
al.,2012). 
Present study has removed this inconsistency. In evaluating the subsidiary relationships in this 
study, it was shown that the storage of customer knowledge has a positive impact on       E-
business product innovations. 
 Later it was determined that customer knowledge sharing has a positive impact on product 
innovation in E-business. It has been widely supported by the research literature (e.g.,Hong et 
al., 2004; Lin et al., 2012;Wang & Wang, 2012). 
The current study also revealed that customer knowledge acquisition has a positive impact on 
product innovation in the E-business. The mentioned finding has been expressed in the research 
literature (e.g.,Darroch, 2005; Liao & Yu, 2013;Wang & Wang, 2012). 
Finally, the last relationship tested in this study showed that the use of E-business customer 
has a positive impact on product innovation in e-business. This finding also reinforces previous 
studies in this field(e.g.,Lin et al., 2012).  
In general, based on the results of this study, activities of the entrepreneurial effect of customer 
knowledge management reinforce product innovation in the E-business. In addition, in the E-
businesses that have created a higher capacity to absorb knowledge, the impact of activities of 
knowledge management on innovation is higher. Moreover, quad dimensions of knowledge 
management, each alone, has a positive impact on the incidence of innovative products in the 
E-businesses.  
According to the results of this study, it is recommended that activities of customer knowledge 
management be considered in E-businesses, as part of the business's daily operations. In 
addition, by creating the necessary infrastructure, knowledge absorptive capacity of the 
business environment can be increased in E-businesses. Moreover, it is better to upgrade 
environmental knowledge acquisition in the E-businesses by documenting the data of internal 
and external business environment. Additionally, by improving connections between different 
organizational parts of the E-businesses, the possibility of the higher sharing the customer 
knowledge can be provided; in addition, by improving technologies of knowledge storage the 
proper classification of customer knowledge in the organization can be provided. Furthermore, 
by establishing a connection between existing knowledge and business activities through the 
scenario analysis, use of organizational knowledge can be facilitated in the E-businesses; 
likewise, with the proliferation of connections between the business and the customer and also, 
business with the governmental and social institutions, a balance can be established between 
the demands of the customer, community and E-business; because the success of any business 
activity depends on the mutual consent of the beneficiary groups. Finally, for future studies, it 
is also suggested a validation of the findings of the current research on the businesses that are 
doing productive activities or services and their activities are not mainly electronic. 
Finally, future studies can investigate the role of other variables such as business 
entrepreneurial processes as a moderator in the relation between the entrepreneurial effect of 
customer knowledge management and product innovation. Alternatively, other driving 
variables that impact on the promotion of product innovation should be identified and their role 
and models should be examined. Another avenue for further research is to examine the total 
effects of determinants of product innovation (i.e., customer knowledge storage, customer 
knowledge sharing, customer knowledge acquisition, and customer knowledge application) on 
E-businesses 
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