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THE ROLE OF OPEN KNOWLEDGE
MANAGEMENT IN DRIVING
MARKETING INNOVATION
WITHIN ORGANIZATIONS:

THE MEDIATING ROLE OF
TECHNOLOGY EMPOWERMENT

Abstract

Open knowledge management has become a strategy for enhancing marketing innova-
tion using internal and external knowledge resources. This study aims to examine the
impact of open knowledge management on marketing innovation in an organization
and the mediating role of technology empowerment in this relationship. This study
adopts a quantitative research approach. Data were collected from November 2024 to
April 2025 using structured questionnaires and semi-structured interviews with 150
marketing professionals representing a variety of industries in the Iraqi city of Nineveh.
The results indicate that collaboration has a positive and significant effect on marketing
innovation (P = 0.121, p < 0.011). Similarly, collaboration has a positive and significant
effect on technological empowerment (B = 0.317, p < 0.000). In addition, accessibility
to knowledge has a strong effect on marketing innovation ($ = 0.080, p < 0.012) and
technological empowerment (p = 0.210, p < 0.002). The mediating role of technologi-
cal empowerment has a significant effect between open knowledge management and
marketing innovation (B = 0.382, p < 0.000). Knowledge sharing has no significant
impact on marketing innovation (f = 0.069, p < 0.065). On the other hand, knowledge
sharing has a significant effect on technology empowerment ( = 0.181, p < 0.026). The
findings highlight the need for managers to achieve a competitive advantage through
significant impacts and knowledge-based strategies.

Keywords knowledge sharing, knowledge accessibility,
collaboration, marketing innovation, technology
empowerment

JEL Classification 032, M15, D83, L25

INTRODUCTION

In an increasingly digital and knowledge-intensive business landscape,
organizations are compelled to adopt agile and innovative approaches
to maintain competitiveness. Traditional marketing paradigms are
being disrupted by the acceleration of digital technologies, globaliza-
tion, and the democratization of information (Dwivedi et al., 2021).
Consequently, open knowledge management, which emphasizes the
unstructured, cross-functional flow of insights to encourage collab-
oration and collective learning, has gained significant strategic im-
portance. However, leveraging open knowledge effectively presents
a considerable challenge; it is often insufficient unless supported by
enabling digital technologies that facilitate its access, sharing, and ap-
plication (Janssen et al., 2020).

While a growing body of literature explores knowledge management

and marketing innovation independently, a critical gap exists in un-
derstanding their integration through the lens of technology empow-
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erment. In recent years, studies have focused on primary enterprises within developed countries, ne-
glecting the role of the state, as well as any small and medium-sized enterprises (SMEs) present in tran-
sitional countries, such as Iraq (Nuseir & Aljumah, 2020). This is rather a serious shortcoming as these
entities have differing resource and cultural constraints. It is interesting to explore the particular effects
of the various practices of open knowledge management on, for example, knowledge sharing, accessibil-
ity, and collaboration, and how these practices result in marketing innovation.

1. LITERATURE REVIEW

AND HYPOTHESES

Knowledge sharing is a pivotal mechanism within
the framework of open knowledge management,
enabling organizations to harness the combined
knowledge resources of internal employees, ex-
ternal partners, and a broader network of stake-
holders (Shabbir et al., 2025). By promoting the
seamless transfer of tacit and codified knowledge
across organizational and disciplinary boundaries,
knowledge sharing strengthens the infrastructure
needed to improve decision-making, accelerate in-
novation cycles, and increase operational efficien-
cy (Yang et al., 2025). In the context of marketing,
organizations that adopt and establish knowledge-
sharing platforms are better positioned to formu-
late flexible, data-driven marketing strategies and
calibrate offerings to adapt to dynamic and often
unpredictable market trends.

Empirical studies demonstrate that knowledge
sharing enhances organizational effectiveness by
leveraging diverse perspectives that fuel creativity
(Sunarsi et al., 2025). In marketing, knowledge dif-
fusion stimulates the generation of creative con-
cepts, providing a collaborative environment in
which marketers share ideas, refine proposals, and
apply shared understanding to emerging strategic
initiatives (Zamiri & Esmaeili, 2024). Creating an
integrated cultural ecosystem that enables the free
flow of knowledge is critical to the sustainability of
innovation (Chareonvong et al., 2024). Companies
that establish structured knowledge-sharing pro-
tocols are better able to adapt to changing markets,
more adept at discerning consumer preferences,
and better able to design differentiated marketing
responses (Igbal et al., 2025). But, debilitating fac-
tors (such as rigid cultural norms, widespread dis-
trust, and the absence of strong incentives) weak-
en knowledge diffusion and, consequently, reduce
the capacity for marketing innovation (Alshehri &
Hadoussa, 2025). Knowledge sharing enables the
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seamless movement of implicit and codified sche-
mas across organizational boundaries, enhanc-
ing deliberation, increasing creative productivity,
and boosting operational efficiency (Memory et
al., 2024). Knowledge sharing can directly impact
the generation of innovative ideas in the market-
ing discipline, where the marketing team works
collaboratively, brainstorms, and applies shared
knowledge to new marketing strategies (Wang,
2025). Companies that share knowledge effective-
ly can react more quickly and better understand
market trends and customer preferences, allowing
them to develop innovative solutions (Perotti et
al., 2024). Nevertheless, trust issues, organization-
al culture, and lack of incentive can impede effec-
tive knowledge sharing, constraining the poten-
tial marketing innovation (Wikansari et al., 2023).
Thus, organizations’ work culture must be open
and collaborative, stemming knowledge shar-
ing from the top and providing knowledge-based
information for products, processes, and service
improvements.

Knowledge sharing allows for information to be
utilized, but knowledge accessibility enables it to
be easily found and employed by its audience. In
the digitalization age, organizations are increas-
ingly dependent on technology to administer
and disseminate information (Srijith et al., 2023).
Establishing mechanisms and processes that en-
able members of the organization to discover and
apply pertinent information is called knowledge
accessibility (Ndawula, 2025). Organizations
that invest in digital technologies that enhance
knowledge accessibility are better positioned
to capture real-time insights, helping them to
create more effective and innovative market-
ing campaigns. Digital instruments, knowledge
management systems, document management
systems, and enterprise social networks are le-
gitimate players in increased knowledge acces-
sibility (Ai et al., 2024). Data accessibility is of
the essence for marketing innovation, as access-
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ing real-time customer data, market trends, and
competitive insights is critical for marketers to
create effective campaigns. Organizations that
devote resources to technology to facilitate ac-
cess to knowledge can capitalize on efficient and
effective marketing solutions (Surawan, 2024).
Making important information readily available
allows businesses to rapidly respond to shifts in
market demand, personalize marketing efforts,
and enhance customer experiences. However, we
cannot close by only the technical innovations
because knowledge silos and inefficient systems
remain obstacles to accessibility, particularly in
large, complex organizations.

Another dimension of open knowledge manage-
ment is collaboration, which allows for the in-
tegration of diverse expertise, perspectives, and
resources to achieve common goals (Agyabeng-
Mensah et al., 2020). The success of innovation,
particularly in the domain of marketing, is com-
pletely reliant on how effectively individuals
and teams work together. Teamwork stimulates
creativity due to the contribution of cross-disci-
plinary knowledge and accelerates the process of
solutions by drawing on combined intelligence
(Petriello et al., 2024). Sharing information is
not enough for collaboration in organizations;
it is about co-creation, which occurs when par-
ticipants contribute to the co-generation of new
knowledge or a new product. Collaborative
platforms, digital workspaces, and knowledge
management systems are essential tools for fa-
cilitating knowledge exchange and enhancing
team-based innovation in marketing. Exploring
marketing innovation in greater detail, we need
collaboration to design and implement new mar-
keting campaigns, in understanding what cus-
tomers need, and in forming strategies to reach
them effectively (Elia et al., 2020). Project man-
agement software, digital workspaces, and social
media platforms help foster collaboration by en-
abling communication, document sharing, and
real-time problem-solving. The ability to lever-
age knowledge diversity through collaborative
methods plays a fundamentally pivotal role in an
organization’s capacity to innovate in its market-
ing. Nonetheless, geographic distance, cultural
difference, and communication barriers are chal-
lenges of collaboration, particularly in global or-
ganizations (Dirani et al., 2020).
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Problems and Perspectives in Management, Volume 23, Issue 4, 2025

Marketing innovation is the process of creating
and applying novel marketing strategies, practices,
and channels that enhance business performance
(Firman et al., 2020). Recent studies focus on a new
contracting approach, in which marketing gener-
ates superior and sustainable value for consum-
ers and establishes a distinct competitive position
(Hermawan et al., 2024). As it evolves in the digi-
tal environment, marketing has transformed into
a discipline based on the holism of data, behav-
ioral insights, and econometric modeling, result-
ing in a highly dynamic approach that prioritizes
precise personalization at scale (Gharaibeh et al.,
2020). Marketing innovation is thus closely linked
to the effective integration of open, crowdsourced
knowledge capital with algorithmically managed
digital infrastructures, both of which enhance the
ability to translate rapidly and periodically moni-
tor transient market signals. A significant body of
empirical studies confirms that companies that are
able to manage integrated knowledge repositories
activate superior marketing practices, manifested
in product novelty, channel novelty, and targeted
communication novelty (Sarkar et al., 2022). This
marketing innovation is based on a constant com-
mitment to aligning implicit and explicit learning
paths across organizational boundaries (Nuseir &
Aljumah, 2020). Technology, in particular, serves
as a key enabler of innovation by providing com-
prehensive data channels that enable the accurate
assessment of consumer trajectories, the orches-
tration of highly automated touchpoints, and the
sustained, synchronous, and multichannel inter-
action enabled by porous digital environments
(Pscheidt-Gieseler et al., 2018). Open knowledge
management practices combined with digital tech-
nologies will result in well-informed, creative, and
agile marketing execution tactics (Almustafa et al.,
2024). Marketing innovation, for all its promise,
comes with complications. Environmental fac-
tors, including competition, regulation, and eco-
nomic conditions, can hinder the creation and im-
plementation of innovative marketing strategies.
Furthermore, organizations can find it challeng-
ing to reconcile a creative approach with overall
business targets, which can hinder ongoing inno-
vation in marketing (Aranyossy, 2022).

While considering technology empowerment as a

mediating variable, this study used a quantitative
research method to explore how open knowledge
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management affects marketing innovation. The
study was based on the technology acceptance
model (TAM), which explains the role played by
perceived ease of use and perceived usefulness in
the implementation of technology. TAM served as
the theoretical foundation for connecting knowl-
edge-sharing behaviors and digital enablement
with innovative marketing performance.

Technology empowerment in relation to knowl-
edge management relates to the purposeful inte-
gration of information and communication tech-
nologies (ICTs), enabling effective access, sharing,
and use of knowledge across the organization
(Maulina & Yustika, 2022). When implemented
effectively, enablement initiatives facilitate seam-
less collaboration and enable the synchronous ex-
change of ideas, making marketing strategies re-
sponsive and data-driven. Future companies will
increasingly develop, disseminate, and leverage
knowledge in highly collaborative and innova-
tive environments, a transformation enabled and
shaped by advanced technologies (Filipe et al.,
2024). In contemporary management discourses,
knowledge management, enabled by appropriate
technologies, has assumed a positioning function
within the broader marketing innovation eco-
system, underscoring that enablement is no lon-
ger secondary but essential (Theresa et al., 2024).
Thus, innovative advantage relies on a knowledge
management architecture that skillfully balances
the capture, sharing, and retrieval of knowledge,
which would otherwise wither in organizational
silos (Hautala-Kankaanpad, 2022). Old knowl-
edge transfer methods, already in decline, are be-
ing replaced by digital spaces where information is
constantly circulated, rendering silos functionally
moribund. The evolution of both cloud infrastruc-
tures and collaborative software architectures en-
ables organizations to enhance and revitalize tra-
ditional knowledge retention processes while tran-
scending their inherent temporal and procedural
constraints (Dwivedi et al., 2021). By mediating
cloud-based data warehouses, modular knowledge
management systems, enterprise-wide social net-
working forums, and flexible collaborative work
platforms, companies create a knowledge and
participatory climate that transcends procedural
formalities and generates continuous, user-centric
defect removal and mutual reinforcement (Bai et
al., 2020). By integrating these innovations, cross-
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functional teams create interconnected workflows
across diverse geographic and temporal environ-
ments. These teams coordinate best practices, ap-
ply contemporary market metrics, and transform
tacit expertise into clear and actionable data re-
positories that facilitate rapid market review, sig-
nificantly enhancing their evolutionary and stra-
tegic agility. Moreover, knowledge management
systems can achieve significant gains through ad-
vanced analytics and artificial intelligence, which
identify data patterns and highlight contextually
relevant information, facilitating knowledge ac-
cess and operationalization (Falloon, 2020). When
combined, these competencies complement an or-
ganizational structure that makes it adaptable and
flexible in the face of rapid fluctuations in con-
sumer demand and the competitive environment
(Janssen et al., 2020). However, the clear benefits of
technological enablement remain limited by bar-
riers to adoption and integration (Abu AlSondos
& Salameh, 2020). Financial resources are insuffi-
cient in organizations with limited budgets, limit-
ing the acquisition of high-level digital tools and
platforms (Abu AlSondos, 2023). This restrictive
structure is exacerbated by the insufficient digital
workforce pipeline and the inherent ambiguity of
emerging tools, leading to long adaptation periods
and hindering the commercialization of technolo-
gy-based tools. Organizational change unleashes
a host of other dilemmas. Although the arsenal of
digital tools provides extensive information isola-
tion and transfer, selecting tools whose architec-
ture, structure, and strategic alignment align with
defined objectives is non-negotiable. Mobilization
dialogue across different functional areas is ham-
pered by entrenched silos and incompatible pre-
functional systems (Bashatweh et al., 2023).

For this reason, similar to previous findings re-
garding open knowledge management within
organizations, TAM may provide an explana-
tion. This model helps explain the key elements of
open knowledge management (knowledge sharing,
availability, and collaboration) and their impact on
achieving marketing innovation within an organi-
zation (Alrjoub et al., 2021). This study confirms
that technology enablement serves as a link be-
tween open knowledge management practices and
marketing innovation. By integrating the TAM,
the study demonstrates the enabling role of tech-
nology in the practical application of open knowl-
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edge management and the resulting marketing in-
novations that stem from facilitating knowledge
sharing and access. It is worth noting that technol-
ogy enablement is one dimension of research ex-
amining tools and technologies such as collabora-
tive software, data analytics, and cloud computing
systems that enable effective knowledge building
and collaborative interaction among individuals
within organizations (Atta et al., 2023). If these
tools are deemed useful and easy to use, they sig-
nificantly enhance employees’ ability to dissemi-
nate knowledge, connect relevant information, and
coordinate across different functions. Knowledge
sharing (i.e., the dissemination of information, ex-
pertise, and best practices among individuals and
teams) is critical to open knowledge management.
Facilitating the flow of knowledge enables organi-
zations to learn from it, eliminates duplication of
effort, and fosters collective learning.

Knowledge sharing, the distribution of informa-
tion, experiences, and best practices among peo-
ple and teams, is critical to open knowledge man-
agement. Easing the flow of knowledge allows
organizations to derive lessons from information,
eliminate duplication of effort, and enhance col-
lective learning. In marketing, this results in ef-
fective ideation processes, increased campaigns
across departments, and the same brand voice.
Moreover, knowledge sharing contributes to the
adoption of digital tools and sustainability prac-
tices in marketing, facilitating the integration of
environmentally conscious approaches into inno-
vative marketing strategies.

On the other hand, knowledge-sharing tran-
scripts act as a catalyst for technological empow-
erment as well. Sharing knowledge surrounding
digital tools and platforms enables employees to
overcome technical challenges and adapt faster to
new systems.

This study aims to examine the impact of open
knowledge management on marketing innovation
within organizations, with the mediating role of
technology enabling. Thus, the final hypotheses
are as follows:

HI: Collaboration positively influences mar-
keting innovation in Al-Mishraq General
Company for Sulphur.
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H2: Collaboration positively influences technol-
ogy empowerment in Al-Mishraq General
Company for Sulphur.

H3: Knowledge accessibility positively influ-
ences marketing innovation in Al-Mishraq
General Company for Sulphur.

H4: Knowledge accessibility positively influenc-
es technology empowerment in Al-Mishraq
General Company for Sulphur.

H5:  Technology empowerment positively influ-
ences marketing innovation in Al-Mishraq
General Company for Sulphur.

H6: Knowledge sharing positively influences mar-
keting innovation in Al-Mishraq General
Company for Sulphur.

H7:  Knowledge sharing positively influences
technology empowerment in Al-Mishraq
General Company for Sulphur.

2. METHODOLOGY

A quantitative approach was used to analyze the
relationships between open knowledge manage-
ment, technology empowerment, and marketing
innovation. Purposive sampling was used to survey
150 marketing professionals, team leaders, and de-
partment managers from I'T, manufacturing, and
service companies in Iraq at Al-Mashraq General
Company for Sulphur, located in the Qayyarah dis-
trict of Nineveh Governorate, between November
2024 and April 2025. Data were analyzed using
SmartPLS 4.0 via partial least squares structural
equation modeling (PLS-SEM) to assess measure-
ment reliability, validity, and path relationships.
Senior managers and key decision-making per-
sonnel within the organization were interviewed
to gain valuable insights into knowledge sharing,
accessibility, and collaborative practices. The ques-
tionnaires were structured and distributed online
via Google Forms for data collection and accessi-
bility. The survey consisted of a series of detailed
questions related to knowledge sharing, accessi-
bility, collaboration, technology enablement, and
marketing innovation. Items were adapted from
previously validated scales to enhance the validity
and reliability of the survey instrument.
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To further validate the instrument, the items were
pretested and refined based on feedback from
a variety of subject matter experts in marketing
and knowledge management to ensure clarity
and relevance to open knowledge management.
Items adapted from the literature on organiza-
tional knowledge management related to knowl-
edge sharing; frameworks related to information
flow and resource management resulted in items
related to knowledge accessibility; and items re-
lated to collaboration were based on the teamwork
component of research on innovation processes.
The latter were drawn from studies of knowledge
management and its role in innovative marketing.
To ensure our questions were comprehensive and
clearly understood by our respondent group, we
pilot-tested the survey instrument with a small
subset of respondents. The final version of the sur-
vey was then administered to the selected sample,
and data were collected over five months.

Table 1. Demographic information
of respondents

Variable Frequency Percentage

Categor
. gon (n = 150) (%)
‘ Male 9% © o 64.0%
i Female 54 36.0%
£20-30 32
31-40 58
Age %.”...“...“...”...”4..”4.. terereseasiriterennne.
41-50 41
. Slandabove LI
 Manager N
N i Team Leader 37
POS|UOn %.”...“...“...”...”4..”4.. terereseasirinerennne.
i Department Head 28 .
| Executive 10 .
{ IT/Digital
i Marketing /0 :
Industry i Manufacturing 25
[Services 30
i Less than 5 years 29
5-10 years 47
Years of %.”...”...”...“...“4..”4..E....HHN....HH....
Experience i11-15vears i
More than 15 3 21.3%
years

The target population consisted of managers, team
leaders, and department heads working in both
large and small businesses involved in informa-
tion technology and digital marketing. A pur-
posive sampling strategy was used to select par-
ticipants who had significant influence in the
decision-making environment related to open
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knowledge management and marketing innova-
tion processes. The sampling frame was deliber-
ately distributed across multiple industry sectors:
digital marketing (46.7%), services (20%), manu-
facturing (16.7%), and other (16.7%), allowing the
findings to be initially extrapolated beyond iso-
lated operational contexts toward broader knowl-
edge-based innovation strategies.

Data were collected through a structurally restrict-
ed questionnaire (Appendix A), administered via
Google Forms, designed to elicit evaluative judg-
ments on salient open knowledge management
dimensions: knowledge sharing, accessibility, and
collaboration mechanisms; support from techno-
logical facilitators; and implications for marketing
innovation. To enhance the validity and reliabil-
ity of the measurement model, all questionnaire
items were derived from previous peer-reviewed
research and subsequently calibrated for relevance
and contextual applicability.

The demographic profile of the participants (Table
1) was summarized through descriptive statistical
techniques, detailing the categorical distributions
by gender, age, hierarchical job position, industry
affiliation, and cumulative years of professional
involvement. There were 64% males and 36% fe-
males, indicating a moderate gender imbalance.
Most participants were between the ages of 31
and 40 (38.7%), followed by those between 41 and
50 years of age (27.3%). In terms of job positions,
50% were managers, and the remainder were team
leaders (24.7%), department heads (18.7%), and ex-
ecutives (6.6%), thus indicating a well-represented
leadership cohort. The work experience of respon-
dents varied over time, with most having between
5 and 10 years (31.3%), and 11 to 15 years (27.8%).
This indicates that the sample was mature enough
to have more industry insight. This distribution of
experience ensures that both seasoned profession-
als and relatively newer entrants to the field con-
tributed to the study, providing a balanced per-
spective on the role of knowledge management in
fostering marketing innovation.

3. RESULTS

The results are interpreted in relation to the theo-
retical framework to draw conclusions about the
impact of open knowledge management on mar-
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Constructs Items Factor loadings Cronbach’s Alpha C.R. AVE
col T
o2 L0832
Collaboration o3 OB 0.901 0.903 0.924
co4 L..osee
o5 0803
€06 LT N Y SR S
KA1 L0807 ‘
KA2 084
Knowledge Accessibility K02 e — 0.91 0.913 0.93
KA4 Los8a6
KAS o83
KAG D BID e ———————
M1 08
Mi2 Lo
Marketing Innovation MI3 0763 0.852 0.875 0.892
Mia L0
MI5 B R W S
TEL o8t
TE2 085
Technology Empowerment TE3 B SR 0.881 0.882 0.91
TE4 S
TES B EE T z
Ks1 0863 :
K52 V0TS
Knowledge Sharing (>3 B 0.899 0.903 0.922
KS4 L0862
KS5 L07ea
KS6 0.749

keting innovation and the potential pathways
through which these relationships occur.

Table 2 reveals that all constructs (collaboration,
knowledge accessibility, marketing innovation,
technology empowerment, and knowledge shar-
ing (demonstrate strong reliability and convergent
validity. High factor loadings across all items show
evidence of convergent validity, which mostly ex-
ceed the acceptable threshold of 0.70. Specifically,
the collaboration construct exhibits factor load-
ings ranging from 0.793 to 0.866, indicating that
the items correlate well with the underlying con-
struct. This construct also shows strong internal
consistency, with a Cronbach’s Alpha of 0.901,
Composite Reliability (C.R.) of 0.903, and Average
Variance Extracted (AVE) of 0.924. Knowledge ac-
cessibility has also performed well with loadings
0f 0.807 and 0.849 with Cronbach’s Alpha of 0.910,
C.R. 0f 0.913, and AVE of 0.930. These findings af-
firm the construct’s internal consistency and con-
vergent validity as a dimension of marketing in-

http://dx.doi.org/10.21511/ppm.23(4).2025.06

novation. Although the factor loadings are lower,
they range from 0.752 to 0.825 and demonstrate
construct validity. It has a Cronbach’s Alpha of
0.852, C.R. of 0.875, and AVE of 0.892, which re-
flects reasonable reliability with convergent va-
lidity. The factor loadings of technology empow-
erment, which range from 0.754 to 0.835, dem-
onstrate the reliability of the items as well as the
construct, which also has the following validity
indicators, Cronbach’s Alpha =0.881, C.R.=0.882,
AVE = 0.910, and AVE = 0.910. Lastly, knowledge
sharing shows robust performance with high fac-
tor loadings between 0.749 and 0.863. Internal
consistency is also evident (Cronbach’s Alpha =
0.899, C.R. =0.903, and AVE = 0.922), reinforcing
the measurement model’s suitability. Thus, across
all constructs, the measurement model reflects
high internal consistency, reliability, and conver-
gent validity. Each construct demonstrates AVE
values well above the recommended threshold of
0.50, and composite reliabilities surpassing 0.70.
Consequently, these results support the conclu-
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Table 3. HTMT results

Knowledge

Collaborati P
oflaboration Accessibility

Marketing
Innovation

. Technology
! Empowerment

knowledge
Sharing

Collaboration

Knowledge Accessibility .

_Marketing Innovation L9716 L0456
_Technology Empowerment : = 063 .
Knowledge Sharing 0.827 0.664

058 ' ' '

0.648 0.607 {

sion that the measurement model is reliable and
valid for assessing the underlying constructs in
this study.

Two of the most common methodologies are dis-
criminant and cross-validation to evaluate the
validity of a complex structure. The first crite-
rion imposes that HTMT will demonstrate dis-
criminant validity, which is the case for compos-
ite constructs. Accordingly, the HTMT should be
less than 0.85 between any two constructs. All
values in Table 3 indicate no serious discrimi-
nant validity issues. Therefore, a sound model ex-
ists for the measured constructs. Table 3 depicts
the structural model findings, validating that the
constructs collaboration, knowledge accessibility,
marketing innovation, technology empowerment,
and knowledge sharing are valid and reliable. All
HTMT values are less than the standard threshold
of 0.85, indicating evidence of discriminant valid-
ity and suggesting that each construct measures a
different aspect of the overall model.

Adjusting after-handling location data of all vari-
ables reflects good discriminant validity. The re-
lationships of collaboration with technology em-
powerment (0.630) and collaboration with knowl-
edge sharing (0.827) are also acceptable. However,
in the latter one, it is close to the limit but still
below the threshold. The lowest HTMT value of
0.422 occurs between marketing innovation and
technology empowerment, indicating strong dis-
criminant separation between these constructs.

Table 4. Fornell-Larcker criterion

The most substantial conceptual overlap (0.827)
occurs between collaboration and knowledge
sharing, which has the highest HTMT value. This
does not violate discriminant validity because it
even results in 0.85, which is the recommended
threshold limit. As a result, HTMT values in Table
3 state distinct validity in all constructs, which
gives confident interpretation to the results with
unique latent variables and the measurement
model being both strong and reliable in terms of
the underlying concept.

Table 4 shows the results of the Fornell-Larcker
criterion, which corroborates HTMT results and
makes them distinctive. The square root of AVE
(reported diagonally) was greater than its corre-
lated inter-constructs (off-diagonal values), sub-
stantiating the claim that constructs commonly
associate more with their own measures than with
those of other constructs. The higher diagonal
means values for knowledge accessibility (0.830),
collaboration (0.818), knowledge sharing (0.816),
technology empowerment (0.793), and market-
ing innovation (0.790). These values all exceed the
corresponding tri-correlations in their respective
rows and columns. For collaboration, the square
root of AVE (0.818) is greater than its correlations
with knowledge accessibility (0.540), marketing
innovation (0.609), technology empowerment
(0.566), and knowledge sharing (0.747). Likewise,
the knowledge accessibility diagonal value (0.830)
is more than its correlation with marketing inno-
vation (0.391), technology empowerment (0.491),

. Knowledge Marketing Technology Knowledge
Collaboration L . ; : .
Accessibility Innovation | Empowerment : Sharing
Collaboration : 0.818 : :
Knowledge Accessibility 0.54 0.83
Marketing Innovation : 0.609 0.391 0.79
Technology Empowerment 0.566 0.491 0.382 0.793
Knowledge Sharing 0.747 0.603 0.552 0.544 0.816
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Figure 1. Measurement model

and knowledge sharing (0.603). A similar pattern
is observed for marketing innovation, where the
diagonal value (0.790) is more significant than
all its inter-construct correlations with technol-
ogy empowerment (0.382) and knowledge sharing
(0.552). Technology empowerment maintains a
0.793 diagonal AVE, which is greater than all of its
correlations. With a square root of AVE of 0.816,
knowledge sharing is more strongly associated
with itself than any other construct. This trend
supports significant distinctiveness or discrimi-
nant validity because each construct accounted
for more variance in its own indicators than the
other constructs. Combined with the HTMT re-
sults, these findings indicate that the measure-
ment model (Figure 1) meets the necessary statis-
tical requirements for discriminant validity.

According to Table 5, the results of testing the hy-
potheses were examined through the standardized
beta coefficients, sample means, standard devia-
tions, T-statistics, and p-values. All the proposed
hypotheses were statistically supported, leading to
the conclusion that the conceptual model is em-
pirical and meaningful. Specifically, H1 states that
collaboration has a positive and significant im-
pact on marketing innovation (H1: $ = 0.121, T =
2.557, p = 0.011), supporting the relationship that
collaborative practices develop creative and inno-
vative marketing. In a similar vein, collaboration
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has a positive and significant impact on technol-
ogy empowerment (H2: B = 0.317, T = 3.670, p =
0.000), thus specifying that collaboration is one of
the core factors in ensuring that an organization
adopts digital technologies. Additionally, the ac-
cessibility to knowledge also shows a strong effect
on marketing innovation (H3: p = 0.080, T'=2.513,
p = 0.012) as well as on technology empowerment
(H4: B =0.210, T = 3.046, p = 0.002). Insights from
such knowledge resources facilitate innovation as
well as sustain the adoption of digital technolo-
gies. Since it is the effect of the technology em-
powerment on a marketing innovation itself (H5:
B = 0.382, T = 4.329, p = 0.000), there is strong
evidence that robust technological empowerment
and tools are necessary for the innovation in mar-
keting strategies.

In contrast, knowledge sharing has no significant
impact on marketing innovation (H6: B = 0.069,
T = 1.845, p = 0.065). Therefore, H6 is rejected.
Knowledge sharing is valuable in principle; how-
ever, its effect on innovation in marketing might
not be as direct as other factors. On the other
hand, knowledge sharing has a considerable im-
pact on technology empowerment (H7: p = 0.181,
T = 2.222, p = 0.026), indicating that the flow of
knowledge sharing is needed for technology em-
powerment. As a result, six of the seven hypoth-
eses are supported, strengthening these structural
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Table 5. Hypothesis testing estimates

H

 Original - Sample : Standard | T statistics

; Path . sample | mean | deviation {(|JO/STDEV|): Pvaluesi Result
H1- : Collaboration - Marketing Innovation """" 0.121 0124 0.047 2.557 {0011 Supported
H2 i Collaboration > Technology Empowerment 0.317 0.315 0.086 3.67 0 Supported
3. Knowledge Accessibiity > Marketing I 008 008 003 2513 0012  Supported
Ha 021 ¢ 0208 0.069 3.046 0.002 Supportedw
H5 0.382 0.39 0.088 4.329 0 Supported
H6 Knowledge Sharing - Marketing Innovation 0069 0074 0.037 1.845 0.065 Rejected
H7 :Knowledge Sharing - Technology Empowerment 0181 : 0.188 0.081 2.222 0.026 i Supported

relationships among collaboration, knowledge Table 6. Explanation power, R2
accessibility, knowledge sharing, technology em- ; " Resquared
powerment, and marketing innovation. These Variables Resquared 7 iisted
findings offer robust empirical support for the ) _
Marketing Innovation 0.146 0.143
pI’OpOSCd model and its theoretical bases. e R R e ARt R e R e
Technology Empowerment 0.381 0.374

Table 6 presents the R-squared (R*) and R-squared
adjusted (R* Adjusted) of two dependent variables
of interest, marketing innovation and technology
empowerment. These metrics provide an under-
standing of the model’s explanatory power, where
higher R? values indicate a greater proportion of
variance explained by the predictors. Lower val-
ues mean the independent variables included in
the model explain less variance in the outcome.
The explanatory power of marketing innovation is
relatively moderate: R* = 0.146 and Adjusted R* =
0.143. Its predictors explain 4.6% of the variance
in marketing innovation. While tech empower-
ment has a better-explained model with R* = 0.381
and Adjusted R* = 0.374, the better model explains
up to 38.1% of the variance in tech empowerment.
This is consistent with previous studies that sug-
gest technological factors may have a more sub-
stantial direct effect on operational capabilities. In
contrast, innovation in marketing may be influ-
enced by a wider array of organizational and ex-
ternal factors. The relatively low R* of marketing
innovation implies that other unmeasured driv-
ers may significantly contribute to the construct’s
variance. This highlights the potential role of ex-
ternal variables, market dynamics, and consumer
behavior, which might not have been captured in
the study and could play a significant role in driv-
ing innovation in marketing strategies. The over-
all results show mediation of a moderate level for
marketing innovation and a satisfactory level of
explanation for technology empowerment, lend-
ing some support to the theorized model, which
indicates partial support for the proposed struc-
tural relationships.
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4. DISCUSSION

We studied the association among the main building
blocks of knowledge management in an open realm
(knowledge sharing, knowledge accessibility, col-
laboration, and technology empowerment) and their
influence on the organization’s marketing innova-
tion. The correlation analysis was performed using
Smart PLS to analyze the strength and significance
of these interrelationships. Correlation analysis al-
lows us to explore the linear relationships between
the variables, helping to identify which factors are
most strongly associated with marketing innovation
and technology empowerment.

The strongest relationship was between technology
empowerment and marketing innovation ( = 0.792,
T =2.783, p = 0.000). Thus, knowledge management
processes are themselves threatening to innovate
marketing strategy business models where the use of
intelligent technology is strategically integrated into
the process. By integrating smart systems, Al, and
machine learning, companies can leverage knowl-
edge management processes to create more respon-
sive and targeted marketing campaigns. The ability
of organizations to integrate enabling technologies
into their knowledge frameworks ultimately facili-
tates the innovative processes that include idea gen-
eration and development, leading to enhanced cre-
ativity and innovative marketing practices.

Marketing innovation (f = 0.198, T = 2.112, p
= 0.037) showed the weakest yet statistically
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significant correlation identified. Although it
is important to have access to knowledge re-
sources, the lower beta value indicates that just
providing information is not as powerful unless
knowledge-sharing practices and the collabora-
tive environment are effective.

The pervasive influence of existing and emerg-
ing technologies in the marketing domain, as
well as the importance of digital tools, plat-
forms, and smart systems in how knowledge is
generated, created, and applied to marketing
problems, explains the robust linkage between
technology empowerment and marketing in-
novation. Augmented analysis functionality,
collaborative approaches in the cloud, and AI-
based recommendations all contribute to creat-
ing more effective marketing results.

However, we also established a relatively weaker
link between knowledge accessibility to a firm
and its marketing innovation. First, knowledge
available does not mean it is used. In the ab-
sence of mechanisms for active knowledge shar-
ing embedded in organizational culture, and
without encouragement for employees to engage
with available knowledge, the potential impact
on innovation is negligible. Knowledge that is
not framed or does not tie into strategic objec-
tives might not find its way into the innovation
process, for in this case, innovation is not in-
telligence-driven. Its emphasis on open access
to knowledge alongside forces for cooperation
and technology empowers the true potential of
open knowledge management to be in market-
ing innovation.

The analysis showed that collaboration strong-
ly supports innovation by enabling joint ef-
forts across departments. Teams that engage
in shared planning and knowledge exchange
tend to produce more creative marketing strate-
gies. This aligns with findings by Petriello et al.
(2024), who emphasized the role of team-based
problem-solving in improving innovation out-
comes. Knowledge accessibility also proved sig-
nificant, allowing employees to act on timely
and relevant insights, which supports previous
conclusions by Ai et al. (2024) regarding the im-
portance of real-time access to information for
enhancing decision-making.
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Technology empowerment was identified as the
most influential factor in improving marketing
innovation. When organizational knowledge
is integrated with digital platforms, data struc-
tures, and collaborative tools, it becomes more
actionable, enhancing the flexibility and respon-
siveness of marketing initiatives. These findings
corroborate the work of Bai et al. (2020) and
Janssen et al. (2020), who revealed that digital
capabilities positively contribute to improved
performance metrics and organizational re-
sponse speed. Although knowledge sharing itself
did not demonstrate a direct and immediate re-
lationship with marketing innovation outcomes,
it exerted a mediating effect in enabling the
technologies used. This mediating role implies
that diffused knowledge enhances the firm’s
ability to exploit digital tools, a conclusion con-
sistent with the evidential account presented by
Kumar et al. (2024). Complementary analyses
also confirm the applicability of the technology
acceptance model (TAM), as the dual construct
of perceived usefulness and perceived ease of use
emerged as important precursors to the adop-
tion of innovation support systems. The data
thus suggest that when digital technologies are
perceived as practical and easy to use, employ-
ees tend to integrate them into actions aimed at
improving marketing performance. Evidence
also demonstrates that the mere provision of
available knowledge does not stimulate innova-
tion unless it is supported by effective manage-
ment buy-in, effective job alignment, and tools
that encourage workforce scrutiny and the uti-
lization of acquired knowledge. This insight
confirms the findings of Hautala-Kankaanpaa
(2022), who demonstrated that contextual en-
couragement and systematic dissemination of
expertise yield tangible results. Unlike previous
studies that focused on large multinational cor-
porations, this paper contributes a complemen-
tary finding by studying the case of a publicly
owned industrial company, demonstrating that
the systematic deployment of digital tools, in
conjunction with deliberate internal knowledge
initiatives, facilitates sustainable improvement
in marketing performance. The results indicate a
need for strong collaboration systems, consistent
knowledge availability, and investment in digi-
tal tools that enable teams to work together and
share ideas with measurable outcomes.
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CONCLUSION

This study aimed to empirically examine the impact of open knowledge management on marketing in-
novation and to investigate the mediating role of technology empowerment in this relationship within
an organizational context. The findings indicate that collaboration and knowledge accessibility have
a significant positive effect on marketing innovation, both directly and indirectly through technol-
ogy empowerment. Conversely, while knowledge sharing significantly enhances technology empower-
ment, it does not exert a direct significant impact on marketing innovation. Technology empowerment
itself was identified as the strongest direct driver of marketing innovation. These results lead to sev-
eral key conclusions. Theoretically, this study validates and extends the technology acceptance model
(TAM), demonstrating that perceived usefulness and ease of use of digital tools are critical for translat-
ing knowledge assets into innovative outcomes. It confirms that technology empowerment is not merely
a facilitator but a vital mediating mechanism that unlocks the innovative potential of open knowledge
practices.

From a practical perspective, the implications are clear for managers seeking a competitive advantage.
Organizations should prioritize investments in user-friendly digital platforms (e.g., collaborative soft-
ware, KMS, cloud-based systems) that enhance knowledge accessibility and seamless collaboration
across departments. Fostering a collaborative culture is paramount, while initiatives focused solely on
encouraging knowledge sharing may yield limited returns on innovation unless they are coupled with
the technological capacity to apply that knowledge effectively. Leadership must actively champion the
integration of technology into daily knowledge processes to drive marketing innovation.
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APPENDIX A

Dear respondent,

Thank you for taking the time to participate in this survey. This study aims to explore how open knowl-
edge management practices influence marketing innovation within organizations. It also examines the
role of technology empowerment as a mediating factor in this relationship. Your responses will help
us understand how knowledge sharing, accessibility, and collaboration, supported by digital technolo-
gies, can enhance innovative marketing capabilities. Your participation is completely voluntary, and all
responses will be kept strictly confidential. The information will be used solely for academic research
purposes and will not be shared in any form that identifies you personally. We kindly ask you to answer
the questions sincerely, based on your own experiences. Thank you once again for your valuable input

and support.
No. Statement 7
Open Knowledge Management
Knowledge Sharing
1 Employees in our organization regularly share their knowledge with others.
2 Knowledge sharing is encouraged and supported by management.
3 There are platforms or tools in place that facilitate knowledge sharing.
4 iTeam members openly exchange insights and ideas during meetings.
5 Knowledge sharing is a part of our organizational culture.
6 iEmployees are rewarded or recognized for sharing knowledge.

Knowledge Accessibility

: Employees can easily access the information they need to perform their tasks.

Knowledge is stored in a well-organized and retrievable manner.

There are digital tools that help us access organizational knowledge quickly.

Information is available across departments when needed.

Employees know where to find the knowledge they need.

DU W IN

i Access to external knowledge resources is provided by the organization.

Collaboration

: Departments in our organization collaborate effectively with one another.

Employees are encouraged to work collaboratively on projects.

There is a high level of trust among employees during teamwork.

Cross-functional collaboration is common in our organization.

Collaborative tools (shared drives, messaging apps) are actively used.

DU W IN

: Our organization promotes a culture of teamwork and mutual support.

Marketing Innovation

our organization frequently adopts new marketing strategies.

We use digital technologies to innovate our marketing practices.

Customer feedback is used to improve marketing efforts.

We experiment with creative marketing approaches.

Marketing innovation contributes to our competitive advantage.

DU W IN

i Our marketing team frequently integrates customer insights into new campaigns.

Technology Empowerment

: Employees are provided with modern digital tools to support their work.

Technology is used to enhance communication and knowledge flow.

Our organization invests in emerging technologies.

Employees receive training to use digital systems effectively.

Technology enables employees to be more innovative.

DU W IN

i Digital systems support knowledge management activities.
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