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This research sheds light on the effect of market knowledge and human 
knowledge on product success. Most Enterprises do not appreciate 
knowledge management and do not fully perceive its importance to 
Enterprise success. To address this indifference, we market knowledge and 
human knowledge in Product success. Data were collected using a 
questionnaire distributed to several Industrial Enterprise in China. When 
providing products to the market, the products should meet customer needs 
through product success. The design should be identical to the specifications 
accredited by knowledge management. Achieving competitive advantage 
cannot be successful without effective product design, which requires 
knowledge of the qualities and characteristics of products. Results indicate 
that Product design success is important to achieve competitive advantage 
by meeting customer requirements. Without realizing market, human 
knowledge in Product success, companies cannot provide products that meet 
customer requirements and achieve satisfaction. Knowledge management 
positively affects product success. The direct effects of market and human 
knowledge on Product design success have been clarified. How these 
classifications affect on knowledge management itself, which in turn affects 
Product success, has not been explained. Product design success does not 
only comprise product and operations management or simple management's 
participation. The foundation of Product design success is valuable 
knowledge. 
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INTRODUCTION 

This research investigates why and how knowledge management affects Product success. 
Recently, researchers introduced of market and human knowledge that direct affects Product 
design success in achieving competitive advantage of Enterprise (Fu et al, 2008).  
 
Product design success do not last long because of competition. An institution must continually 
plan for the future and seek ways to increase efficiency and productivity by relying on 
knowledge management awareness and knowledge of workers. Researchers confirmed that 
knowledge dissemination among employees leads to the creations of products with high quality, 
low costs, and simplified operational processes. 
 
Knowledge management supports all sections of a institution, especially the production 
department, by providing the latest information on project research and development. It also 
supports all stages of Product design success and integration proficiency and prolongs the life 
cycle of products to achieve the best results (Jennex, 2005; Yan et al., 2006). Designers deal with 
massive amounts of information during Product success. The problem is that many knowledge 
management systems interact poorly with the design process (Fu et al, 2008). Thus, Product 
design success depends on successful knowledge management. Effective knowledge 
management is crucial because everything is based on knowledge. Recent studies confirmed the 
effect of knowledge management on Enterprise performance. Competitive advantage is achieved 
by offering products that satisfy customer requirements through integrating IT and human 
resources (MahdaviMazdeh & Hesamamiri, 2014). 
 
Many factors maintain a company’s competitive advantage, and one of these factors is 
knowledge management. Knowledge is the main source of competitive advantage (Mingliang & 
Bin, 2009) as well as to Organizations and skillful Managements (Lucarelli & Peters, 2001). 
Previous studies on the effect of creating knowledge on Product design success confirmed that 
knowledge management is considered as one of the fundamental factors for Enterprise success 
(Voelpel et  al., 2006). 
 
A few studies introduced knowledge management classifications and identified their effect on 
Product success. 
 
This research focuses on the two knowledge management classifications that affect Product 
design success and explains the relationship between different kinds of knowledge, namely, 
human and market knowledge, and their direct effect on Product success. 
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RESEARCH MODEL AND HYPOTHESES 

Figure 1 shows the proposed model of the research and the nature of the relationship among 
three key variables. 

 

 

 

 

 

 

 

Market Knowledge 

Human Knowledge 

Product success 

 
 Figure 1 
Model of the Proposed 

 
  The above figure indicates that market and human knowledge is the independent variable that 
affects Product design success (dependent variable). 

MARKET KNOWLEDGE 

One of the key factors for Product design success is market knowledge. According to marketing 
literature, market knowledge is generated through the use of internal knowledge of the 
companies to gain external knowledge. Compiling information about current and potential 
customers along with milestones related to customers and competitors is considered the 
foundation of Product success. Such information gives companies an insightful and broad view 
of ideas for products that meet different customer needs. It allows companies to understand their 
customers and competitors and implement complex tasks quickly. Companies should analyze 
many available new alternatives of strategies and inquiries (Luca & Atuahene-Gima, 2007). 
Market knowledge is the main foundation for idea generation of products (Ammann, 2009). It 
helps companies understand the market and what benefits them, make rapid decisions that meet 
the market needs, and adapt to market changes (Heirati & O’Cass, 2015). In addition, market 
knowledge allows companies to explore and utilize markets, products, capabilities, and 
techniques. Companies can also have superior performance and upgrade their abilities to obtain 
an extended competitive advantage and achieve a maximum range of efficiency (Vorhies et al., 
2011). The trend toward market knowledge increases the efficiency of companies for designing 
their products by exploring and utilizing specializations (Atuahene-Gima, 2005). Market 
knowledge is one of the basic conditions for a successful expansion by providing customer 
needs. 
 
Knowledge from the outside market through market information should be acquired, collected, 
analyzed, and stored, such that companies can benefit from it. Companies should also keep a 
continuous internal communication to add the newly acquired knowledge to the existing ones, 
which can help them improve their performance and achieve competitive advantage, continuity, 
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and conservation (Xu, 2016). Effective performance directly contributes to the success of 
product designs. 
 
A detailed understanding and analysis of customers and competitors is the basis for product 
design implementation. Interest in product design and meeting customer needs can help 
companies to achieve a competitive advantage and profit by selling their products. Successful 
companies produce the best product design with high quality and low cost and time, and the most 
difficult aspects that they face in Product design success are customer requirements and 
competitors’ products (Kumar et al., 2014). Based on the above statements, we posit the 
following: 

 
H1   Market knowledge has a statistically significant positive effect on product design 

success. 
  

Human knowledge   

an era of rapid technological changes, human knowledge pertains to the convergence between 
objectivities and target (Brier, 2000). With extant human skills and expertise, errors can now be 
detected before they occur or fixed quickly through it can super Product design success (Hori et 
al. 2004). (Pozna & Precup, 2012) clarified that through human perception, attention, memory, 
logical thinking, causal relationships, experimentation, and intelligence, Product design success 
can be realized. Human knowledge is important in testing and determining the best (Yang et al., 
2014). Knowledge can be implicit or explicit, which helps in making the right decision and 
determining what is best through all stages of Product (Mayer et al., 2015). These two types of 
knowledge can be expanded by converting them for interaction and knowledge creation. Several 
studies presented four modes of conversion, from implicit to implicit, from implicit to explicit, 
from explicit to implicit, and from explicit to explicit. Human knowledge can improve Enterprise 
performance by offering competitive products (Song, 2008). It generates ideas, which represent 
the extent of knowledge absorption of an individual, such as skills, expertise, and creativity. 
Knowledge is important because it exists in all designers and must be utilized by a team. It refers 
to how much know and what is known. Is Knowledge you can depend on it, and it is required in 
making Product design success decisions. It is vital to accomplish goals and perform efficiently 
(Yuan et al., 2006). Knowledge improves Enterprise performance and develops companies’ 
ability to adapt to the changing competitive environment. It represents the ability of human 
cognitive and learning new innovations In addition to his infrastructures. Many opportunities to 
link internal and external company activities, thereby increasing efficiency and effectiveness and 
improving operations through human knowledge, together with other classifications of 
knowledge, companies can provide products that conform to the specifications of their customers 
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and achieve competitive advantage (Ibrahim, 2012). This observation leads to the following 
hypothesis: 

 
H2: Human knowledge has a statistically significant positive effect on Product design success. 
 
Data and Sample 

The research sample comprised Industrial Enterprise in Wuhan of China, focusing on managers, 
engineers, and specialists in research and development, knowledge management, and operation 
production and management. We ensured that the survey was conducted with 200 samples, as 
shown in the table 1 To obtain the most accurate results, we verified that the respondents have 
adequate experience to respond to our questions. A five-point Likert scale (strongly disagree (1), 
disagree (2), neutral (3), agree (4), strongly agree (5)) was adopted to display data as well as 
analyze and extract results. 

 
Table 1 

Description Sample of Respondents 
variable Category number percent 

 
 

The Enterprise Type 

Private 20 10.0 
Joint stock 20 10.0 

State-owned 120 60.0 
Joint venture 20 10.0 

Foreign funded 20 10.0 
Total  200 100.0 

Period of the 
enterprise development 

11-20 20 10.0 
more than 20 180 90.0 

Total 200 100 

 
Number of employees 

more than 5000 40 20.0 
1000-5000 80 40.0 

less than 1000 80 40.0 
Total 200 100 

Total sales in 2015 
(Unit: Yuan) 

50-100m 40 20.0 
100-500m 60 30.0 

more than 500 
million 100 50.0 

Total 200 100 
period of service in 
the company 

1-5 48 24.0 
5-10 63 31.5 
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10-15 15 7.5 
more than 15 74 37.0 

Total 200 100.0 

period of service in 
the current position 

1-5 119 59.5 
5-10 69 34.5 
10-15 9 4.5 

more than 15 3 1.5 
Total 200 100.0 

 
Reliability of scale is determined through Cronbach's coefficient, which shows the internal 
consistency of items. In Table 3, all items are higher from acceptable when the ratio is greater 
than 60%. The total internal consistency 0.946654 shows the consistency of the scale (Sekaran 
2003, Hair 2010). 

 
Table 3 

 RELIABILITY STATISTICS 
The main variable The number of items Cronbach Alpha 
Market knowledge 4 0.826238 
Human knowledge 4 0.803909 
Product design success 5 0.676987 
 

Table 4 presents validity the internal consistency through correlation coefficient. The result is 
statistically significant, and all correlation coefficients are acceptable, showing validity the 
internal consistency. 
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Table 4 
CORRELATIONS 

 HK1 HK2 HK3 HK4 TK1 TK2 TK3 TK4 PS1 PS2 PS3 PS4 PS5 

HK1 
Pearson Correlation 1 

Sig. (2-tailed)  
N 200 

HK2 
Pearson Correlation .426** 1 

Sig. (2-tailed) .000  
N 200 200 

HK3 
Pearson Correlation .505** .532** 1 

Sig. (2-tailed) .000 .000  
N 200 200 200 

HK4 
Pearson Correlation .602** .372** .666** 1 

Sig. (2-tailed) .000 .000 .000  
N 200 200 200 200 

TK1 
Pearson Correlation .342** .390** .402** .290** 1 

Sig. (2-tailed) .000 .000 .000 .000  
N 200 200 200 200 200 

TK2 
Pearson Correlation .318** .570** .491** .386** .587** 1 

Sig. (2-tailed) .000 .000 .000 .000 .000  
N 200 200 200 200 200 200 

TK3 
Pearson Correlation .479** .533** .499** .452** .536** .741** 1 

Sig. (2-tailed) .000 .000 .000 .000 .000 .000  
N 200 200 200 200 200 200 200 

TK4 
Pearson Correlation .441** .642** .541** .462** .583** .801** .815** 1 

Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000  
N 200 200 200 200 200 200 200 200 

PS1 
Pearson Correlation .447** .646** .447** .363** .354** .476** .493** .548** 1 

Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000  
N 200 200 200 200 200 200 200 200 200 

PS2 
Pearson Correlation .401** .442** .356** .360** .212** .373** .334** .385** .325** 1 

Sig. (2-tailed) .000 .000 .000 .000 .003 .000 .000 .000 .000  
N 200 200 200 200 200 200 200 200 200 200 

PS3 
Pearson Correlation .060 .479** .348** .167* .291** .420** .309** .407** .349** .277** 1 

Sig. (2-tailed) .401 .000 .000 .018 .000 .000 .000 .000 .000 .000  
N 200 200 200 200 200 200 200 200 200 200 200 

PS4 
Pearson Correlation .542** .417** .460** .486** .348** .341** .503** .486** .582** .331** .266** 1 

Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000  
N 200 200 200 200 200 200 200 200 200 200 200 200 

PS5 
Pearson Correlation .241** .140* .484** .395** .380** .526** .454** .468** .182** .171* .206** .280** 1 

Sig. (2-tailed) .001 .048 .000 .000 .000 .000 .000 .000 .010 .016 .003 .000  
N 200 200 200 200 200 200 200 200 200 200 200 200 200 

**. Correlation is significant at the 0.01 level (2-tailed). 
*. Correlation is significant at the 0.05 level (2-tailed). 

 
 

The previous data are valid for statistical analysis. Table 5 indicates that all the average of search 
(i.e., agree) agrees with the research objectives. Thus, the researched companies have an 
acceptable level of application of research variables (Likert 1932). 
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Table 5 
DIRECTION OF MEASURE 

item
s 

 1 2 3 4 5 Std. Mean 
item 

Sample 
direction 

Direction and 
variable Mean  

MK
1 

frequenc
y 

  67 98 35 .698 3.84 agree 3.8125 
AGRE

E percent   33.
5 

49.
0 

17.5 

MK
2 

frequenc
y 

  78 80 42 .755 3.82 agree 

percent   39.
0 

40.
0 

21.0 

MK
3 

frequenc
y 

  83 88 29 .700 3.73 agree 

percent   41.
5 

44.
0 

14.5 

MK
4 

frequenc
y 

  50 12
9 

21 .579 3.86 agree 

percent   25.
0 

64.
5 

10.5 

HK
1 

frequenc
y 

  35 12
4 

41 .617 4.03 agree 3.83 
AGRE

E percent   17.
5 

62.
0 

20.5 

HK
2 

frequenc
y 

 14 42 10
8 

36 .803 3.83 agree 

percent  7.0 21.
0 

54.
0 

18.0 

HK
3 

frequenc
y 

  10
0 

75 25 .698 3.63 agree 

percent   50.
0 

37.
5 

12.5 

HK
4 

frequenc
y 

  68 99 33 .690 3.83 agree 

percent   34.
0 

49.
5 

16.5 

PDS
frequenc
y 

  41 11
9 

40 .638 4.00 agree 4.122 
AGRE
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1 percent   20.
5 

49.
5 

20.0 E 

PDS
2 

frequenc
y 

  34 11
2 

54 .657 4.10 agree 

percent   17.
0 

56.
0 

27.0 

PDS
3 

frequenc
y 

  15 11
5 

70 .593 4.28 agree 

percent   7.5 57.
5 

35.0 

PDS
4 

frequenc
y 

  35 10
0 

65 .693 4.15 agree 

percent   17.
5 

50.
0 

32.5 

PDS
5 

frequenc
y 

  41 10
3 

56 .694 4.08 agree 

percent   20.
5 

51.
5 

28.0 

 
RESULTS 
 
We used a statistical program (i.e., SPSS) for extracting linear regression to test our hypotheses. 

H1: Market Knowledge has a statistically significant positive effect on Product design success. 
we can clarify hypotheses through next outputs, Supported by Tables 6–8, we proved the 

hypothesis: Market Knowledge has a statistically significant positive effect on Product success. 
 

Table 6 
Model Summary 

Model R R Square Adjusted R Square Std. Error of the 
Estimate 

1 .628a .395 .392 .33792 
a. Predictors: (Constant), Market Knowledge 

The R= 0.628; and 40% of the chang in Product design success are  due to  the market 
knowledge because R2= 0.395. 
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Table 7 
 ANOVAa 

Model Sum of Squares df Mean Square F Sig. 
 Regression 14.758 1 14.758 129.25 000b 

Residual 22.609 98 .114   
Total 37.368 99    

a. Dependent Variable: Product success 
b. Predictors: (Constant), Market Knowledge 

Calculated F > F tabular, where it is 129.245, compared with 6.76. Sig=0.00, which is less than 
the required significance level  1%. 
 
The table 8, show linear regression equation between market knowledge and Product design 
success is as follows: 

Y=2.253+ 0.490X (2) 
 
Where (Y) represents the dependent variable (Product success), and (X) represents the 
independent variable (market knowledge). This equation represents the effect of market 
knowledge on Product design success via coefficient (B), which has a value of 0.490. 

 

H2: Human Knowledge has a statistically significant positive effect on product design success.  
 
While the following tables 9-11 support Hypothesis H2: wherein Human knowledge is 
independent variable, and Product design success is Depended variable 

 
Table 8 

 Coefficients 
Model Unstandardized 

Coefficients 
Standardized 
Coefficients 

t Sig. 

B Std. Error Beta 
 (Constant
) 

2.25
3 

.166  13.582 .000 

Market 
Knowledge 

.490 .043 .628 11.369 .000 

a. Dependent Variable: Product success 
 

   
 



   International Journal of Innovation, Creativity and Change. www.ijicc.net 
Volume 15, Issue 9, 2021 

 

429 
 

Table 9 
Model Summary 

model R R Square Adjusted R 
Square 

Std. Error of 
the Estimate 

 .737a .543 .541 .29367 
a. Predictors: (Constant), Human Knowledge 

 

Table10 
 ANOVAa 

Model Sum of 
Squares df Mean 

Square F Sig. 

 

Regression 20.29
2 1 20.292 235.304 .000b 

Residual 17.07
5 198 .086   

Total 
37.36

8 199    

a. Dependent Variable: Product success 
b. Predictors: (Constant), Human Knowledge 

 

Table 11 
Coefficientsa 

Model Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. 

B Std. Error Beta 
 (Constant

) 
1.935 .144  13.443 .000 

Human 
Knowledge 

.571 .037 .737 15.340 .000 

a. Dependent Variable: Product success 
R= 0.737, and R2= 0.543, which represents the level of change in the dependent variable, that is, 
a 54% change in Product success, because of human knowledge 
 
From the value of F, human knowledge is statistically significant in Product success, where the 
value of F (1, 119) = 235.304, which is the largest from the tabulated value; and the Sig =0.00, 
which is less than the required significance level 1%. 
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The table 11, indicates the linear regression equation between human knowledge and Product 
success, which is as follows: 

Y=1.935+0.571X                                                    (3) 
 
This equation represents the effect of human knowledge on Product design success by a 
coefficient (B), which has a value of 0.571. 
 
Through the above statements, we accepted the hypothesis: Human Knowledge has a statistically 
significant positive effect on Product success. 

DISCUSSION 
 
This paper presents a knowledge framework and its application. It is one of the first to attempt to 
integrate Market and human knowledge and Product design success theoretically and practically 
in various Industrial Enterprise  in China. Through research samples, we found the importance 
and effect of knowledge management in achieving competitive advantage for companies through 
performance and Product design success according to customer requirements. Companies need 
knowledge and information on internal and external environment to serve customers in all 
categories. The foundation of company success is reaching the customers at the lowest possible 
cost, which can be achieved through knowledge management according to trends. Through this, 
competitive advantage can also be achieved. 
 
Knowledge has different classifications.  
 
This research focuses on Market and human knowledge is from knowledge management 
classifications that affect Product design success (Yuan Fu et al., 2006). These classifications 
positively affect Product success. Companies should acquire these classifications to achieve their 
goals. These classifications create high competitiveness among companies. They cannot operate 
separately; rather, they complement each other (Gao & Clarke, 2008). 
 
Previous studies focused on knowledge management and Product success. Most of them dealt 
with knowledge management capabilities, theory, and practice. However, Market and human 
knowledge and their theoretical and practical effect on Product design success are rarely 
discussed. 
 
The recent awareness of companies about Product design success and the misuse of knowledge 
management in Product design success are of great interest in this field (Hertenstein et al., 2012; 
Yuan Fu et al., 2009). The results of the present research revealed that Market and human 
knowledge affect Product success. This finding can provide a basis for evaluating knowledge 
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management in companies. Companies should enhance these capabilities for effective 
knowledge management to contribute in Product design success significantly. They may design 
products inaccurately if they do not adopt knowledge management or not use it properly (Russell 
& Taylor-Iii, 2011; Fu et al., 2008). Moreover, we found that the effects of the Market and 
human knowledge on Product design success differ according to the nature of the company and 
its industry. 
 
Finally, market and human knowledge, exerts a positive effect on Product design success (Fu 
Qiu et al. 2008). 

CONCLUSION 
 
Several conclusions are drawn from this research. 

• All types of companies need knowledge management in Product design success and 
development because Industrial Enterprise emanate from the principle of meeting 
customer requirements. 

• Expertise, skills, and teamwork are needed in making the right decision in Product design 
success and development process, which leads to faster Product success. 

• Product design success depends on market analysis and the conscious awareness and 
meeting of consumer demands. 

• Market and human knowledge significantly affect Product success. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



   International Journal of Innovation, Creativity and Change. www.ijicc.net 
Volume 15, Issue 9, 2021 

 

432 
 

REFERENCES 
 

Ammann, E. M. (2009), "The Knowledge Cube and Knowledge Conversions", InVolume I, 
Proceedings of the World Congress on Engineering 

Atuahene-Gima, K. (2005), "Resolving the capability—rigidity paradox in new product 
innovation",  Journal of marketing, Vol. 69 No. 4, pp. 61-83. 

Bao, Y., Sheng, S., Zhou, K. Z. (2012), "Network-based market knowledge and product 
innovativeness",  Marketing Letters, Vol.23 No.1, pp. 309-324. 

Baxter, D., Gao, J., Case, K., Harding, J., Young, B., Cochrane, S., & Dani, S. (2008), "A 
framework to integrate design knowledge reuse and requirements management in 
engineering design",  Robotics and Computer-Integrated Manufacturing, Vol.24 No.4, pp. 
585-593. 

Brier, S. (2000), "Trans-Scientific Frameworks of Knowing: Complementarity Views of the 
Different Types of Human Knowledge (a)". Systems research and behavioral science. 
Vol.17 No.5, pp.  433-433. 

Chen, J. S., Li, E. (2010), 'The effect of information technology adoption and design 
customisation on the success of new product development" International Journal of 
Electronic Business, Vol.8 No.6, pp. 550-578. 

Chiva, R., Alegre, J. (2009), "Investment in design and firm performance: The mediating role of 
design management",  Journal of Product Innovation Management, Vol.26 No.4, pp. 424-
440. 

Dumas, A. 2002. Theory and practice of industrial design. 
Fu Qiu, Y., Ping Chui, Y., Helander, M. G. (2008), "Cognitive understanding of knowledge 

processing and modeling in design",  Journal of Knowledge Management, Vol.12 No.2, 
pp.156-168. 

Gao, F., Li, M., Clarke, S. (2008), "Knowledge, management, and knowledge management in 
business operations",  Journal of knowledge management, Vol.12 No.2, pp. 3-17. 

Hair J. F., Black W. C., Babin B. J., Anderson R. E. “Multivariate Data Analysis”, 7th Ed., 
Pearson Prentice Hall, 2010. 

Heirati, N., O’Cass, A. (2015), "Supporting new product commercialization through managerial 
social ties and market knowledge development in an emerging economy", Asia Pacific 
Journal of Management, pp. 1-23. 

Hertenstein, J., Platt, M., Veryzer, R. (2012), "What Is “Good Design”?: An Investigation Of 
The Structure And Complexity Of Design",  Leading Through Design, pp.175. 

Hori, S., Hirose, K. and Taki, H., (2004), September. Acquiring After-Sales Knowledge from 
Human Motions, In International Conference on Knowledge-Based and Intelligent 
Information and Engineering Systems, Springer Berlin Heidelberg, pp. 188-194. 

Jennex, M. E. (Ed.). (2005), "Case studies in knowledge management",  IGI Global. 



   International Journal of Innovation, Creativity and Change. www.ijicc.net 
Volume 15, Issue 9, 2021 

 

433 
 

Kumar, N., Kumar, A., Yadav, P. (2014), "Concurrent Engineering-An Emerging Tool For 
Production Industries In Product Design & Development",  International Journal Of 
Mechanical Engineering And Robotics Research, Vol.3 No.3, pp. 422. 

lbrahim Aminu, M.,  Mahmood, R. (2016), "On the Relationship Between Procedural and 
Declarative Organizational Memory and their Effects on SME Performance", 
 International Business Management, Vol.10 No.3, pp. 241-247. 

Likert, R. (1932), "A technique for the measurement of attitudes", Archives of psychology. 
Luca, L. M. D., Atuahene-Gima, K. (2007), "Market knowledge dimensions and cross-functional 

collaboration: Examining the different routes to product innovation performance",  Journal 
of Marketing, Vol.71 No.1, pp. 95-112. 

Lucarelli, C. M., Peters, L. S. (2001), "Developing competencies and capabilities through 
knowledge management: a contingent perspective",  IEEE Conference on Management of 
Engineering and Technology, 2001. PICMET '01. Portland International Conference, 29 
Jul 2001-02 Aug 2001, IEEE press, Portland, OR. Vol.2 , pp.257 - 267 

Mahdavi Mazdeh, M., Hesamamiri, R. (2014), " Knowledge management reliability and its 
impact on organizational performance: an empirical study",  Program, Vol.48 No.2, pp. 
102-126. 

Mayer, F., Bührer, U., Pantförder, D., Gramß, D., Vogel-Heuser, B. (2015), "Automatic 
Generation of Integrated Process Data Visualizations Using Human Knowledge", 
In Human Interface and the Management of Information. Information and Knowledge in 
Context ,Springer International Publishing, pp. 488-498. 

Mingliang, W., Bin, L. (2009), "Study on Construction of Multinational Corporation's Global 
Learning Capability Based on Value Network",  IEEE Conference  On Education 
Technology and Computer Science, 2009. ETCS'09. First International Workshop , March 
2009, IEEE Press, Wuhan, Hubei, Vol. 2, pp. 177-181.  

OCR. (2012), 'GCSE in Design and Technology: Product Design",  J305/J045: Here’s How To 
Contact Us For Specialist Advice: www.ocr.org.uk/gcse2012 

Pozna, C., Precup, R. E. (2012), "Ideas on a Pattern of Human Knowledge", In Applied 
Computational Intelligence in Engineering and Information Technology. Springer Berlin 
Heidelberg, pp. 273-286. 

Rajpathak, T., Narsingpurkar, A. (2013), "Managing knowledge from Big Data analytics in 
product development",  White Paper, Tata Consultancy Services. 

Russell, R. S., Taylor-Iii, B. W. (2011), "Operations management creating value along the supply 
chain" , 7th ed., John Wiley & Sons, USA. 

Sekaran, U. (2003), "Research methods for business: A skill building approach), 4th ed., John 
Wiley & Sons, inc, new York. 

http://ieeexplore.ieee.org/xpl/mostRecentIssue.jsp?punumber=4958702
http://ieeexplore.ieee.org/xpl/mostRecentIssue.jsp?punumber=4958702
http://www.ocr.org.uk/gcse2012


   International Journal of Innovation, Creativity and Change. www.ijicc.net 
Volume 15, Issue 9, 2021 

 

434 
 

Song, J. H. (2008), "The effects of learning organization culture on the practices of human 
knowledge‐creation: an empirical research study in Korea",  International Journal of 
Training and Development, Vol.12 No.4, pp. 265-281. 

Voelpel, S. C., von Pierer, H., Streb, C. K. (2006), 'Mobilizing organizations for innovation and 
value creation: An integrated model of the mobile company", Journal of Knowledge 
Management, Vol.10 No.6, pp. 5-21. 

Vorhies, D. W., Orr, L. M., Bush, V. D. (2011), "Improving customer-focused marketing 
capabilities and firm financial performance via marketing exploration and exploitation", 
 Journal of the Academy of Marketing Science, Vol.39 No.5, pp. 736-756. 

Xu, H., Feng, Y., Zhou, L. (2016), "Market Knowledge Development of Indigenous Chinese 
Firms for Overseas Expansion: Insights from Marketing Ambidexterity Perspective", 
In Asian Businesses in a Turbulent Environment, Palgrave Macmillan UK, pp. 115-141. 

Yan, W., Pritchard, M. C., Chen, C. H., Khoo, L. P. (2006), "A strategy for integrating product 
conceptualization and bid preparation",  The International Journal of Advanced 
Manufacturing Technology, Vol. 29 No.5-6, pp.616-628. 

Yang, W., Chen, Z., Gao, Z., Zou, Y., Xu, X. (2014), "GUI testing assisted by human 
knowledge: Random vs. functional",  Journal of Systems and Software, Vol. 89, pp. 76-86. 

Yuan Fu, Q., Ping Chui, Y., Helander, M. G.  (2006), "Knowledge identification and 
management in product design",  Journal of Knowledge Management, Vol.10 No.6, pp.50-
63 


	Introduction
	Research model and hypotheses
	Market knowledge
	Human knowledge
	Data and Sample
	H1: Market Knowledge has a statistically significant positive effect on Product design success.
	H2: Human Knowledge has a statistically significant positive effect on product design success.
	Discussion
	Conclusion
	References



