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Purpose—In today's dynamic business environment,
Marketing Agility has become a prerequisite for
ABSTRACT organizations’ survival and success, particularly in dynamic
and highly competitive industries such as household

appliances.

This research examines the relationship between Customer Knowledge Management
and Marketing Agility within the household appliance industry in Egypt. It seeks to
provide insights into how effective customer knowledge management—knowledge
acquisition, utilization, and dissemination— strengthens a corporation’s ability to
respond swiftly and effectively to dynamic market conditions.
Design/Methodology/Approach—Based on the quantitative approach, this research
employs a survey strategy to collect quantifiable data from 274 marketing personnel
working in marketing departments of household appliance corporations in Egypt. Data
analysis is performed using SPSS (version 23.0) software.

Findings—The findings reveal a significant and strongly positive relationship between
Customer Knowledge Management and Marketing Agility, with Customer Knowledge
Acquisition exerting the most substantial impact on Marketing Agility.
Originality/Value— This research provides valuable insights that contribute to
academic research and managerial practices by emphasizing the importance of
Customer Knowledge Management as a strategic enabler of agile marketing within the
context of the household appliance industry in Egypt.

Keywords—~Customer Knowledge Management, Marketing Agility, Household
Appliance Industry, Egypt.

Paper type—Research paper
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Introduction

In the current fast-paced and unpredictable business environment, corporations are
encountering a growing number of challenges that compel them to essentially
reconsider their marketing models, strategies, tactics, operations, and offerings (Gligor
and Bozkurt, 2021; Moi and Cabiddu, 2021a; Sachdeva and Kumar, 2022). Some of
these challenges include the increasing rate of globalization, the intensity of market
competition, the ever-changing customer needs and preferences, shifts in consumer
purchasing behavior and engagement, the prompt advancement of technology, the
digitalization of businesses, the proliferation of new communication channels, the vast

amount of customer data available, the advent of disruptive business models, and the
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rigidity of traditional marketing decision-making processes (Asseraf et al., 2019; Zhou
et al, 2019; Gomes et al., 2020; Hughes and Chandy, 2021; Kalaignanam et al., 2021;
Tirkmen and Akman, 2022; Saragih et al., 2023). To overcome all of these challenges,
recent scholarly research (see Hughes and Chandy, 2021; Kalaignanam et al., 2021,
Khraim and Afaishat, 2021) has highlighted the need for companies to embrace a new,
nimble, flexible, and highly effective marketing approach and acknowledged that
marketing needs to be agile.

Marketing agility (MA) has been identified as a vital strategic catalyst, empowering
marketers to proactively sense and respond rapidly to constantly altering market
circumstances while maintaining performance and honing competitiveness (Zhou et
al., 2019; Khan, 2020; Moi and Cabiddu, 2021a; Sachdeva and Kumar, 2022). As per
Kalaignanam et al. (2021), Khraim and Afaishat (2021), and Weng et al. (2024), MA is a
critical factor for achieving marketing excellence. Likewise, Asseraf et al. (2019), Osei et
al. (2019), Khan (2020), Moi and Cabiddu (2021a), Khan et al. (2022), and Abd Al
Rassol et al. (2023) asserted that it plays a crucial role in boosting marketing
performance, which, in turn, has a positive impact on overall corporate performance.
Accordingly, enterprises that prioritize and cultivate agility in their marketing strategies
are likely to experience improved organizational outcomes.

Customer Knowledge Management (CKM), acknowledged as a strategic enabler of MA,
encompasses the systematic acquisition, storage, exchange, and application of
customer knowledge (Muniz et al., 2021; Bidgoli et al., 2023) to strengthen informed
marketing decision-making and facilitate rapid responsiveness. Despite its theoretical
significance, empirical research examining the relationship between CKM and MA
remains limited, particularly within the Egyptian household appliance industry. This
gap underscores the need for further exploration to understand how the effective
management of customer knowledge—knowledge acquisition, utilization, and
dissemination— contributes to reinforcing firms' ability to respond swiftly to dynamic

market conditions.
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Literature Review

Marketing Agility (MA)

According to Moi and Cabiddu (2021b), MA is an inventive marketing management
paradigm based on an array of practices designed to address the rigidities or
inflexibility often associated with traditional marketing approaches (see Table 2.1).
These practices comprise swift reconfiguration of the marketing mix (4Ps) in response
to market fluctuations, shorter product development cycles, increased customer
engagement, systematic and continual improvement processes, transparency
maintenance, and cooperation and coordination between different organizational roles
and departments (Moi et al.,, 2018; Khraim and Afaishat, 2021; Moi and Cabiddu,
2021a; Sachdeva and Kumar, 2022; Saragih et al., 2023). By implementing these critical
and interrelated practices, corporations, particularly their marketing departments, can
deal with dynamic market conditions in a manner that is flexible, cost-efficient, and
more effective, as underlined by Khraim and Afaishat (2021).

MA is frequently characterized as a dynamic meta-capability (Zhou et al., 2019; Khan,
2020; Khan et al., 2022; Alghamdi and Agag, 2024; Weng et al., 2024), and it captures
sensing and responding components of dynamic capabilities (Zhou et al, 2019;
Alghamdi and Agag, 2024). Concerning sensing capability "outside-in," it reflects a
firm's ability to vigilantly monitor and constantly scan the external environment to
detect and comprehend emerging market events and trends (Khan, 2020; Moi and
Cabiddu, 2021a; Khan et al., 2022; Tarn and Wang, 2023; Weng et al,, 2024). As for
responsiveness capability 'inside-out, Moi and Cabiddu (2021a) clarified that it
denotes a corporation's ability to swiftly and effectively respond to previously sensed
market changes using an adaptable and flexible approach.

MA empowers corporations to engage in active market research, making them more
aware of current and potential market demands, as per Zhou et al. (2019) and Khan
(2020). Khraim and Afaishat (2021) and Moi and Cabiddu (2021a, 2022) clarified that

it reinforces companies’ ability to manage market-related changes, provide superior
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value to customers, and establish a sustainable competitive advantage. Khraim and
Afaishat (2021) added that it plays a central role in creating, stimulating, and
accelerating market demand. Further, MA gives marketing personnel enough authority
to make swift, bold, and decentralized decisions to respond promptly to changing
market conditions without being bogged down by hierarchical decision-making
processes, as Taghizadeh and Shokri (2015) and Gomes et al. (2020) indicated.
Moreover, it significantly contributes to developing new product advantages regarding
innovative technologies, shorter product development cycles, faster delivery times to
market, and increased volume and variety of products and services introduced annually
(Asseraf et al., 2019).

Recent literature on MA has shown a remarkable focus on its conceptualization.
Numerous researchers (see Table 1) have extensively explored this subject, each
providing a distinct perspective based on their research.

Table 1 Definitions of Marketing Agility

Source Definition

Tarn and Wang (2023) | Marketing agility denotes an organization's ability to detect competitive
opportunities within the marketplace and rapidly respond by mobilizing requisite
marketing resources, including specific assets, knowledge, and internal and
external relationships to meet customer needs.

Alghamdi and Agag Marketing agility is about a company's ability to detect, understand, and

(2024) anticipate market changes and adjust its marketing strategies quickly to execute
timely and adaptive responses.

Moi et al. (2018) Agile marketing refers to an organization's capacity to flexibly acquire and
manage market knowledge to execute marketing activities aligned with altering
market circumstances.

Zhou et al. (2019) Marketing agility pertains to a firm's ability to proactively predict and sense
marketing opportunities and respond to them speedily and flexibly to meet
customer demands.

Moi and Cabiddu (2022) | Marketing agility indicates how well an enterprise can promptly sense and
respond to customer-centric opportunities for innovation and competitive moves.

Kalaignanam et al. Marketing agility is the degree to which an organization swiftly iterates between

(2021) sensemaking of market dynamics and implementing marketing decisions to adapt
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Source Definition

to changing market conditions.

Asseraf et al. (2019) International marketing agility (IMA) refers to the ability of a global corporation to
respond swiftly to changing conditions in its foreign markets.

Gomes et al. (2020) IMA can be described as a process initiated by an agile logic (characterized by a
nontraditional and open mental approach) and supported by agile learning (the
capability to seek out and analyze data), leading to agile actions (the ability to
commit, coordinate, and adapt promptly and flexibly to constantly evolving

circumstances).
Source: Developed by the Researcher

As shown in Table 1, MA is increasingly acknowledged as a pivotal organizational capability
that empowers corporations, especially their marketing departments, to deal with swift and
intricate changes occurring in the industries in which they operate. However, agility is often
domain-specific within a company (Zhou et al., 2019). To illustrate, firms can manifest high
levels of agility in particular areas, such as customer-based operations or product
development (Jun et al., 2024), while potentially being less agile in others. By cultivating
domain-specific agility, enterprises can reinforce their overall agility and devise strategies to
excel where agility provides the most competitive advantage.

Working from the literature review that has sought to conceptualize MA, this study defines
MA as the ability of a corporation to proactively sense and respond rapidly to market
dynamics while engaging in continuous learning and experimentation to drive innovation
and iterative adaptation.

MA encompasses multiple dimensions corporations can prioritize to be more responsive
and adaptable under ever-changing market circumstances (Hashem and Atieh, 2024). Abd
Al Rassol et al. (2023), Abbas and Ali (2024), Abdullah and Wahhab (2024), Barghouthi
(2024), Jun et al. (2024), and Oltra et al. (2025) adopted MA classifications proposed by
Zhou et al. (2019) and Khan (2020). These classifications comprise four key aspects:
proactiveness, as pinpointed by Zhou et al. (2019), and proactive market sensing, as
defined by Khan (2020), alongside responsiveness, speed, and flexibility. Expanding on this

framework, Khraim and Afaishat (2021) identified five facets of MA: alertness, accessibility,
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decisiveness, swiftness, and flexibility. Besides, Hashem and Atieh (2024) pinpointed six
dimensions of MA: data-driven decision-making, customer-centricity, speed, collaboration,
flexibility, and experimentation.

Accordingly, and in alignment with the overall purpose of this research, four key aspects are
identified for classifying MA: proactive market sensing, responsiveness, speed, and learning
& experimentation. The first three dimensions—proactive market sensing, responsiveness,
and speed—are derived from the widely recognized categorization Khan (2020) proposed,
reflecting core facets of an agile marketing approach. The fourth aspect, learning and
experimentation, is adopted from Hashem and Atieh’s (2024) categorization,
acknowledging the pivotal role of continuous learning and adaptive experimentation in
sustaining MA.

Proactive market sensing is a firm's ability to vigilantly and continuously scan the external
environment to detect, interpret, and understand emerging market events and trends, spot
initial signs of potential threats, and anticipate future market developments to facilitate
informed strategic marketing decision-making. Responsiveness refers to a company’s ability
to efficiently and effectively respond to sensed market changes using a flexible and
adaptable approach. Speed is about the rapidity with which a corporation responds to
identified market changes. Learning and experimentation pertain to an organization's
ability to continuously learn from its prior successes and failures to inform future decision-
making, alongside testing, learning, and refining new and different marketing approaches,
technologies, channels, and product/service ideas to drive innovation and iterative
adaptation.

Customer Knowledge Management (CKM)

In today's competitive business landscape, customers play a pivotal role in many corporate
operations, particularly in marketing and sales (Zand et al,, 2018), as they are considered
one of the most crucial, if not the foremost, sources of external knowledge for companies
(Tehrani et al., 2015; Mehdibeigi et al., 2016; Taghizadeh et al, 2018; Haider and Kayani,

2021; Chaithanapat and Rakthin, 2021).1n response, an increasing number of corporations
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have taken steps toward embracing a new customer-centric knowledge approach (Khosravi
and Hussin, 2018), which is customer knowledge management (CKM) approach to actively
engage customers in their internal operations—such as product development or service
enhancement—>by taking advantage of their knowledge, ideas, insights, and experience
(Taherparvar et al,, 2014; Tseng, 2016). Hence, CKM positions the customer as a co-equal
partner or the most essential stakeholder in an enterprise’s knowledge-creation processes,
thereby in value-creation processes (Hakimi et al., 2014; Taghizadeh et al,, 2018; Zand et
al, 2018).

CKM serves as a strategic approach that enables businesses to acquire customer
knowledge—either directly from customers and/or about them—uwhile simultaneously
providing relevant and valuable information regarding products, services, suppliers,
distributors, and markets (Tehrani et al., 2015; Mehdibeigi et al., 2016; Haider & Kayani,
2021; Bidgoli et al., 2023). According to Muniz et al. (2021) and Bidgoli et al. (2023), CKM
is a comprehensive process encompassing the acquisition, storage, exchange, and
application of customer knowledge to foster value creation, innovation, and competitive
advantages for both customers and organizations. Thus, the fundamental pillar of CKM is
the effective management of customer knowledge.

A comprehensive review of the literature on CKM reveals that it is a hybrid approach that
integrates Knowledge Management (KM), a knowledge-centric approach, with Customer
Relationship Management (CRM), a customer-focused approach. Concerning KM, Rollins
and Halinen (2005), Kargaran et al. (2017), and Malakooti Asl et al. (2021) elaborated that
CKM leverages KM tools and practices to enhance customer knowledge exchange
processes both within an organization and between the organization and its customers. As
for CRM, CKM facilitates acquiring and utilizing customer knowledge, thereby supporting
the effective management of customer relationships and optimizing various CRM functions,
including customer service, customer retention, and relationship profitability (Rollins &

Halinen, 2005).
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Various kinds of knowledge are involved in a company's interactions with its customers—
from, about, and for (Malakooti Asl et al., 2021). “Knowledge from customer” is mostly
obtained directly from customers who have had prior experiences with a firm's products
and/or services (Shannak et al., 2012; Del Vecchio et al., 2018). It has an implicit nature, as
it is ingrained in the customer's real experience with a firm (Taherparvar et al., 2014;
Taghizadeh et al,, 2018; Chaithanapat and Rakthin, 2021; Muniz et al., 2021; Maleksadati et
al., 2023). “Knowledge about customers” is explicit and can be acquired either directly from
the customers themselves or indirectly from other parties—such as sales agents—who
deal with customers on behalf of a firm (Behnam et al.,, 2021). As for “knowledge for
customers,” it includes all the data and information that corporations seek to provide or
make available to customers to fulfill their knowledge needs regarding products, services,
prices, promotions, discounts, and suggestions for directing their preferences and choices
(Shannak et al., 2012; Taherparvar et al., 2014; Taghizadeh et al., 2018; Maleksadati et al.,
2023).

Building upon this established classification framework, this research categorizes CKM into
three dimensions: customer knowledge acquisition, utilization, and dissemination.
Customer knowledge acquisition refers to a firm ability to acquire valuable customer
knowledge—either from or about customers. Customer knowledge utilization is about a
company's ability to systematically analyze, interpret, and apply acquired customer
knowledge. Customer knowledge dissemination is a corporation’s ability to supply relevant,
accurate, and up-to-date information about its products and services to customers through
various communication channels.

Research Problem

The household appliance sector in Egypt is distinguished by its dynamic and highly
competitive nature, characterized by rapid technological advancements, frequent
fluctuations in market trends, and the continuous evolution of consumer needs and
preferences. This sector also experiences intense competition among both domestic and

foreign corporations, with each continuously striving to differentiate its offerings through
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inventive features, pricing strategies, and brand positioning. Further, the household
appliance industry is significantly influenced by economic factors, environmental
considerations, and shifting demographic trends, all of which contribute to changes in
consumer purchasing behavior and demand patterns.
Furthermore, the household appliance sector is characterized by ongoing innovation, with
companies regularly striving to develop cutting-edge technologies—smart appliances and
energy-efficient solutions—to meet the growing demand for convenience, sustainability,
and performance. It is further distinguished by notable price sensitivity, as consumers
increasingly seek value for money in a market flooded with numerous options. So, the core
issue of this study is "the ability of marketing departments within household appliance
corporations in Egypt to respond swiftly and flexibly to dynamic market conditions.”
Is there a significant relationship between Customer Knowledge Management and
Marketing Agility?
To what degree does Customer Knowledge Management affect Marketing Agility?
Research Objectives
The primary objective of this research is to examine the relationship between Customer
Knowledge Management and Marketing Agility within the context of the household
appliance industry. This overarching aim is pursued through the following specific
objectives:
To determine the significance of the relationship between Customer Knowledge
Management and Marketing Agility.
To identify the degree to which Customer Knowledge Management affects Marketing
Agility
Research Hypotheses
H1: There is a significant relationship between Customer Knowledge Management and
Marketing Agility.

(H1a): There is a significant relationship between Customer Knowledge Acquisition and

Marketing Agility.
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(H1b): There is a significant relationship between Customer Knowledge Utilization and
Marketing Agility.
(H1c): There is a significant relationship between Customer Knowledge Dissemination

and Marketing Agility.

Independent Variables Dependent Variable
Customer Knowledge Management Marketing Agility
— Hl Proactive Market Sensing
Customer Encwledge Acquisition
- Respondveness
Customer Enowledge Utilization
. . Speed
Customer Knowledge Dissemination
Learning & Experimentation

Figure 1 Research conceptual framework
Research Methodology
Based on the quantitative approach, this research employs a survey strategy to collect
quantifiable data. This strategy typically aligns with the deductive approach and
entails using structured questionnaires, as data collection tools, administered to a
selected sample from a larger population (Saunders et al., 2007). It facilitates the
efficient collection of substantial amounts of data, thereby enabling the researcher to
derive informed conclusions and make generalizations applicable to the broader
population.
Data Collection (Research Population and Sampling)
Research Population: Comprises marketing personnel, or those responsible for
marketing operations and activities within the marketing departments of 950
household appliance corporations in Egypt. This research concentrates specifically on
both Egyptian and international household appliance companies that operate within
the Egyptian market and have operational and marketing facilities in Egypt. These
firms vary in size, market share, and the scope of their product portfolios.
Sampling Unit: Consists of 274 marketing personnel employed within the marketing

departments of Egyptian and international household appliance corporations
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operating within the Egyptian market. These individuals occupy various roles within
the marketing departments, which vary based on the company's business size and
organizational structure.

Sampling Technique: The non-probability convenience sampling technique is used
owing to its practicality, cost-effectiveness, and time efficiency. This technique allows
the researcher to easily access respondents who are readily available and willing to
participate, thereby facilitating efficient data collection within the constraints of time
and resources.

Research Measurement

Drawing upon a comprehensive review of existing literature, a questionnaire was
designed by integrating statements from previous studies that effectively capture the
key dimensions of Customer Knowledge Management and Marketing Agility. While
some statements were adopted directly, others were refined and adapted to better
align with the context and practical realities of the research field. All variables were
assessed using a Likert-type scale designed to measure frequency, wherein
respondents were asked to indicate the relative frequency of the specified/ measured
marketing practices. The scale ranges from 1 (“Never”), 2 (“Rarely”), 3 (“Sometimes”),
4 (“Often”), to 5 (“Always”).

Concerning CKM dimensions, “Customer Knowledge Acquisition” was measured
using a ten-item scale adapted from Taherparvar et al. (2014), Tseng (2016), and
Bratianu et al. (2023). “Customer Knowledge Utilization” was assessed through a
seven-item scale adapted from Hakimi et al. (2014), Taherparvar et al. (2014), Tseng
(2016), and Bratianu et al. (2023). Meanwhile, “Customer Knowledge Dissemination”
was measured using a four-item scale adapted from Taherparvar et al. (2014) and
Tseng (2016).

As for MA dimensions, “Proactive market sensing” was measured using a four-item
scale adapted from Zhou et al. (2019) and Khan (2020). “Responsiveness” was

assessed through a ten-item scale adapted from Shalender (2014), Alamro et al.
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(2018), Yousaf and Majid (2018), Zhou et al. (2019), Khan (2020), and Kurniawan et
al (2021). “Speed” was measured using a seven-item scale adapted from Taghizadeh
and Shokri (2015), Zhou et al. (2019), and Khan (2020). Finally, “Learning and
Experimentation” was evaluated using a two-item scale adapted from Tarn and Wang
(2023) and Hashem and Atieh (2024).

Data Analysis and Hypothesis Testing

Descriptive Statistics

Descriptive statistics constitutes a fundamental part of data analysis and aims to
describe and summarize the dataset’s main features using statistical measures, charts,
graphics, or tables (Jesussek and Volk-Jesussek, 2024).

Descriptive statistical analysis encompasses measures of central tendency—TIike
mean, median, and mode—and measures of dispersion, including the range, standard
deviation, and variance (Field, 2009). This part displays the descriptive statistical
analysis results, specifically the mean and standard deviation for the research'’s key
and sub-variables.

Table 2: Descriptive Statistical Analysis Results for Key and Sub-Variables

Key and Sub-Variables Mean Standard Deviation
Customer Knowledge Acquisition 3.680 1.141
Customer Knowledge Utilization 3.493 1.159
Customer Knowledge Dissemination 4.035 0.911
Customer Knowledge Management 3.736 0.797
Proactive Market Sensing 3.984 1.050
Responsiveness 3.924 0.724
Speed 3.593 0.916
Learning and Experimentation 3.733 1.049
Marketing Agility 3.809 0.679

Source: Statistical Results
Table 2 presents mean scores ranging from 3.49 to 4.03, indicating a relatively
moderate to high frequency of the measured practices. Also, the standard deviation

values suggest that most variables exhibit moderate variability, implying that while
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respondents provided consistent answers to certain questionnaire items, other items
elicited more diverse responses.

Reliability

To evaluate the internal consistency of the study measures, a Cronbach’s Alpha test is
conducted. Cronbach Alpha values typically range from 0.60 to 0.95, with values
within this range deemed acceptable (Field, 2009). Further, scale items with a
corrected item-total correlation below 0.30 should be removed to maintain the scale's
internal consistency.

First, reliability analysis results for the CKM scale, which encompasses three
constructs: Customer Knowledge Acquisition, Customer Knowledge Utilization, and
Customer Knowledge Dissemination.

Table 3: Reliability Analysis Results of the “Customer Knowledge Acquisition”

Construct
Item Corrected Item- Cronbach's Alpha
Total Correlation

Gaining a deep understanding of customer needs 0.786

Quality of current products and services 0.811

Quality of competitors' products and services 0.765

Desired specifications of upcoming products and services 0.760

Storing all of the valuable customer insights acquired 0.790

System for recording customers' purchasing transactions 0.702

Obtaining customer data from external/ third-party companies 0.622 0.832
Collecting Customers' backgrounds during purchasing 0.665

transactions
Tracking customers' referrals 0.700
Encouraging customers to inform their specific requirements, 0.714

feedback, and complaints

Source: Statistical Results
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Table 4: Reliability Analysis Results of the “Customer Knowledge Utilization”

Construct
ltem Corrected Item- Cronbach's

Total Correlation Alpha

Analyzing customer data recorded within the database system 0.735

Analyzing valuable customer insights stored in the knowledge 0.771

base

Collaborating with external experts to analyze customer 0.705

knowledge

Regular meetings with other key departments 0.713 0.817

Introducing new product and service offerings 0.800

Improving the quality and efficiency of marketing operations 0.768

Customer relationship management 0.729

Source: Statistical Results

Table 5: Reliability Analysis Results of the “Customer Knowledge

Dissemination” Construct

Item Corrected Item-Total Cronbach's Alpha
Correlation
Various platforms and communication channels 0.575
Providing customers with detailed information about 0.563
new and current products and services
Qualified marketing team that addresses customers' 0.639 0.755
inquiries
Skilled service personnel that provide comprehensive 0.433

training to customers

Source: Statistical Results

Tables 3, 4, and 5 illustrate that the Cronbach Alpha values for all CKM constructs ranged

from 0.76 to 0.83, indicating acceptable reliability and a relatively high level of internal

consistency among the questionnaire items. Also, none of the items showed a corrected

item-total correlation below 0.30, confirming that each item contributes meaningfully to

its respective construct.
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Second, the reliability analysis results for the MA scale, which consists of four constructs:
Proactive Market Sensing, Responsiveness, Speed, and Learning & Experimentation.

Table 6: Reliability Analysis Results of the “Proactive Market Sensing” Construct

Item Corrected Item-Total Cronbach's
Correlation Alpha
Quite alert to changing market conditions 0.662
Continuous scanning of the external environment to detect 0.686
emerging market trends and events 0.831
Spot the first indicators of potential market threats 0.619
Anticipate new market trends and events before they 0.671

become fully apparent
Source: Statistical Results

Table 7: Reliability Analysis Results of the “Responsiveness” Construct

Item Corrected Item-Total Cronbach's

Correlation Alpha

Developing an effective marketing plan 0.579

Adapting in case of unexpected changes 0.776

Modifying marketing activities in response to the customer 0.729

evolving needs

Responding to changes in demand volume 0.656 0.881

Regular assessment of product and service development efforts 0.657

Annual rate of introducing new products and services 0.393

The variety of new products and services offered annually 0.449

Adjusting products' prices according to industry changes 0.728

Expanding into new sales regions 0.633

Creating advertising campaigns to influence consumers' tastes 0.505

Source: Statistical Results

Table 8: Reliability Analysis Results of the “Speed” Construct

Item Corrected Item-Total Cronbach's
Correlation Alpha
Rapid adjustment of the marketing mix 0.732
Prompt modification of marketing activities if they do not yield 0.707

the desired results
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Item Corrected Item-Total Cronbach's

Correlation Alpha

Streamlining marketing operations to respond quickly 0.633

Delivering products to the market quickly and on time 0.534

Responding to customers’ changing requirements faster than 0.693 0.862

competitors

If a major competitor launches an intensive marketing campaign 0.550

Making quick decisions on how to respond to changes in 0.571

competitors' prices

Source: Statistical Results

Table 9: Reliability Analysis Results of the “Learning and Experimentation”

Construct

Item Corrected Item-Total Correlation Cronbach's Alpha
A culture of continuous learning 0.531
Testing and learning new and 0.531 0.693

different marketing approaches,

technologies, and channels

Source: Statistical Results

Tables 6 to 9 inform that Cronbach Alpha values for all MA's constructs are between
0.69 and 0.88, which means that the four constructs exhibit acceptable reliability and
relatively high internal consistency among the questionnaire items. Also, all items
achieved a corrected item-total correlation greater than 0.30, which affirms that each
item contributes meaningfully to its respective construct.

Validity

Exploratory Factor Analysis (EFA) is conducted to explore the underlying structure of
observed variables (i.e., questionnaire items).

EFA of the CKM Scale:

Table 10: KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy 0.877

Bartlett's Test of Sphericity Approx. Chi-Square 3796.624
df 210
Sig. .000

|
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Source: Statistical Results

Table 10 demonstrates a KMO value of 0.88, which indicates sampling adequacy for
factor analysis. Further, the significant result of Bartlett's test (p-value < 0.05) confirms
the presence of sufficient correlations among the observed variables, thereby the
dataset is suitable for factor analysis.

Table 11: Total Variance Explained

Component Initial Eigenvalues Rotation Sums of Squared Loadings
Total % of Variance Cumulative %

1 8.563 28.309 28.309

2 3.084 23.953 52.263

3 1.837 11.947 64.210

Source: Statistical Results

The results in Table 11 suggest that three meaningful components were extracted,
each with an eigenvalue greater than 1. Together, these components account for
64.21% of the total variance in the dataset. This level of explained variance (above
60%) is considered enough for factor analysis.

Table 12: Rotated Component Matrix

Observed Variables Components
1 2 3

Gaining a deep understanding of customer needs 0.786

Quality of current products and services 0.816

Quality of competitors' products and services 0.730

Desired specifications of upcoming products and services 0.738

Storing all of the valuable customer insights acquired 0.733

System for recording customers' purchasing transactions 0.752

Obtaining customer data from external/ third-party companies 0.603

Collecting Customers' backgrounds during purchasing transactions 0.780

Tracking customers' referrals 0.777

Encouraging customers to inform their specific requirements, feedback, 0.725

and complaints

Analyzing customer data recorded within the database system 0.760
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Observed Variables Components
1 2 3

Analyzing valuable customer insights stored in the knowledge base 0.837
Collaborating with external experts to analyze customer knowledge 0.741

Regular meetings with other key departments 0.761

Introducing new product and service offerings 0.843

Improving the quality and efficiency of marketing operations 0.795

Customer relationship management 0.798

Various platforms and communication channels 0.759
Providing customers with detailed information about new and current 0.760
products and services

Qualified marketing team that addresses customers' inquiries 0.805
Skilled service personnel that provide comprehensive training to 0.629

customers
Source: Statistical Results
Table 12 presents the factor loadings of 21 observed variables distributed across three
distinct components, each reflecting a specific dimension of CKM. “Component 1”
represents the “Customer Knowledge Acquisition” dimension. “Component 2"
corresponds to the “Customer Knowledge Utilization” dimension. Finally, "Component
3" is associated with the “Customer Knowledge Dissemination” dimension.

EFA of the MA Scale:

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.790

Bartlett's Test of Sphericity Approx. Chi-Square 3720.014
df 253
Sig. .000

Table 13: KMO and Bartlett's Test

Source: Statistical Results

Table 13 shows a KMO value of 0.79, signifying the sampling adequacy for factor
analysis. Moreover, the significant result of Bartlett's Test (p-value < 0.05) affirms the
existence of adequate correlations among the observed variables, ensuring the

suitability of the dataset for factor analysis.
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Table 14: Total Variance Explained

Component Initial Eigenvalues Rotation Sums of Squared Loadings
Total % of Variance Cumulative %
1 7.946 21.457 21.457
2 2.433 15.733 37.190
3 1.921 12.876 50.066
4 1.621 10.459 60.525

Source: Statistical Results

Table 14 demonstrates that four meaningful components were extracted, each with an
eigenvalue greater than 1. These components collectively account for 60.53% of the
total variance in the dataset. This proportion of explained variance is sufficient for
factor analysis.

Table 15: Rotated Component Matrix

Observed Variables Components
1 2 3 a4
Quite alert to changing market conditions 0.703
Continuous scanning of the external environment 0.848

to detect emerging market trends and events
Spot the first indicators of potential market threats 0.771
Anticipate new market trends and events before 0.745

they become fully apparent

Developing an effective marketing plan 0.603
Adapting in case of unexpected changes 0.787
Modifying marketing activities in response to the 0.809

customer evolving needs
Responding to changes in demand volume 0.677
Regular assessment of product and service 0.704

development efforts

Annual rate of introducing new products and 0.606
services

The variety of new products and services offered 0.459
annually
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Observed Variables

Adjusting products’ prices according to industry
changes

Expanding into new sales regions

Creating advertising campaigns to influence
consumers' tastes

Rapid adjustment of the marketing mix

Prompt modification of marketing activities if they
do notyield the desired results

Streamlining marketing operations to respond
quickly

Delivering products to the market quickly and on
time

Responding to customers’ changing requirements
faster than competitors

If a major competitor launches an intensive
marketing campaign

Making quick decisions on how to respond to
changes in competitors' prices

A culture of continuous learning

Testing and learning new and different marketing

approaches, technologies, and channels

Source: Statistical Results

Volume (4), Issue (15), October2025

Components

1 2 3 4

0.777

0.713
0.584

0.795
0.645

0.698

0.568

0.686

0.496

0.741

0.573
0.727

Table 15 displays the factor loadings for 23 observed variables, disseminated across

four distinct components. Each component reflects a unique facet of MA. “Component

1" represents the “Responsiveness” dimension. “Component 2" reflects the “Speed”

dimension. “Component 3" is associated with the “Proactive Market Sensing”

dimension. Finally, “Component 4" exemplifies the “Experimentation & Learning”

dimension.
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® Correlation Analysis

Correlation analysis is a statistical method employed to quantify the relationship
between two variables (Jesussek and Volk-Jesussek, 2024). The table below presents a
correlation matrix, where each cell represents the strength and direction of the
relationship between two variables. This relationship is typically measured using
Pearson's correlation coefficient, a widely utilized metric for assessing the linear
correlation between variables (Jesussek and Volk-Jesussek, 2024).

Table 16: Correlations Matrix among Research Variables

CKU CKD CKM MA1 MA2 MA3 MA4 MA
CKA 729" 539" 912" 755" 5417 742" 694™ 793"
CKU 1 485" 888" 603" 397" 600™ 539™ 624"
CKD 1 743" 538" 336" 493™ 535" 559
CKM 1 750" 507" 729" 695™ 782"
MA1 1 640" 736" 7617 916™
MA2 1 635" 617" 788"
MA3 1 697" 877"
MA4 1 899™

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

Source: Statistical Results

Table 16 reveals that all correlations between the research variables are statistically
significant, as indicated by the double asterisk (**) denoting a p-value of 0.01 (p <
0.05). Consequently, the null hypotheses (HO) are rejected, and the alternative
hypotheses (H1) are accepted, as outlined below:

There is a statistically significant relationship between “Customer Knowledge
Management” and “Marketing Agility.”

There is a statistically significant relationship between “Customer Knowledge
Acquisition” and “Marketing Agility.”

There is a statistically significant relationship between “Customer Knowledge

Utilization” and “Marketing Agility.”
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There is a statistically significant relationship between “Customer Knowledge

Dissemination” and “Marketing Agility.”

Also, Table 16 (correlation matrix) illustrates the strength and direction of the
relationship between the variables, as previously mentioned. Accordingly, the
following conclusions can be drawn:

There is a strong positive relationship between “Customer Knowledge
Management” and “Marketing Agility,” with a correlation coefficient of r =
0.782.

There is a strong positive relationship between “Customer Knowledge Acquisition”
and “Marketing Agility,” with a correlation coefficient of r =0.793.

There is an intermediate positive relationship between “Customer Knowledge
Utilization” and “Marketing Agility,” with a correlation coefficient of r = 0.624.

There is an intermediate positive relationship between “Customer Knowledge
Dissemination” and “Marketing Agility,” with a correlation coefficient of r = 0.559.
Regression Analysis

Regression is a statistical technique that allows modeling relationships between a
dependent variable and one or more independent variables (Jesussek and Volk-
Jesussek, 2024). In this research, simple and multiple linear regression analyses were
conducted to assess whether the independent variable, Customer Knowledge
Management, and its different dimensions are statistically significant predictors of the
dependent variable, Marketing Agility.

The relationship between the independent variable—Customer Knowledge

Management—and Marketing Agility.

Table 17: Model Summary

Model Fit
R Square Adjusted R Square F Degree of Freedom Sig.
0.611 0.610 411.868 262 .000

Source: Statistical Results
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As shown in Table 17, the R-squared value is 0.611, which signifies that 61.1% of the
variation in MA is explained by CKM. Besides that, the model as a whole is statistically
significant, with an F-statistic of 411.868 and a p-value of 0.000.

Table 18: The Impact of Customer Knowledge Management on Marketing Agility (A

Simple Linear Regression Analysis)

Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Error Beta
Constant (Bg) 1.097 0.137 8.006 .000
CKM 0.726 0.036 0.782 20.295 .000

a. Dependent Variable: MA

Source: Statistical Results

Table 18 reveals that CKM is a statistically significant predictor of MA, with a p-value
of 0.000. Meanwhile, the standardized coefficient (Beta) for CKM is 0.782, suggesting
a strong positive impact of CKM on MA. Further, the unstandardized coefficient (B) for
CKMis 0.726, implying that a one-unit increase in CKM leads to a 0.726-unit increase
in MA. Thus, the simple linear regression equation can be expressed as follows:

MA = b, + b,CKM

MA = 1.097 + 0.726CKM

The relationship among Customer Knowledge Management Dimensions—
Customer Knowledge Acquisition, Customer Knowledge Utilization, and

Customer Knowledge Dissemination—and Marketing Agility.

Table 19: Model Summary

Model Fit
RSquare Adjusted R Square F Degree of Freedom Sig.
0.656 0.652 165.018 260 .000

Source: Statistical Results
As illustrated in Table 19, the R-squared value is 0.656, which means that the three

dimensions of CKM explain 65.6% of the variance in MA. Additionally, the overall
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model is statistically significant, as evidenced by the F-statistic (165.018) with a p-
value of 0.000.
Table 20: The Impact of Customer Knowledge Management Dimensions on

Marketing Agility (A Multiple Linear Regression Analysis)

Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Error Beta
Constant (b)) 1.245 0.156 8.001 .000
Customer Knowledge 0.453 0.039 0.653 11.676 .000
Acquisition (CKA)
Customer Knowledge 0.046 0.040 0.062 1.144 0.254

Utilization (CKU)
Customer Knowledge 0.183 0.045 0.178 4.061 .000
Dissemination (CKD)
a. Dependent Variable: MA

Source: Statistical Results

Table 20 demonstrates that CKA and CKD are statistically significant predictors of MA,
with p-values of 0.000. In contrast, CKU is not a significant predictor, as its p-value is
0.254 (greater than 0.05). Among the predictors, CKA exhibits the most substantial
positive impact on (y), as indicated by its standardized coefficient (Beta = 0.653),
followed by CKD (Beta =0.178).

Furthermore, the unstandardized coefficient (B) for CKA is 0.453, implying that a one-
unitincrease in CKA leads to a 0.453-unit increase in MA. Similarly, the unstandardized
coefficient for CKD is 0.183, meaning that a one-unit increase in CKD results in a
0.183-unit increase in MA. Conversely, for CKU, a one-unit increase leads to just a
0.046-unit change in MA, which is negligible and statistically insignificant. Based on
these results, the multiple linear regression equation can be formulated as follows:

MA = by + b,CKA + b,CKU + b,CKD

MA = 1.245 + 0.453CKA + 0.046CKU + 0.183CKD
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Research Results and Discussion

Based on the statistical analysis results, all research hypotheses were accepted. The
coefficients for the direct relationship and differences were statistically significant at a
p-value below the threshold of 0.05.

There is a significant relationship between “Customer Knowledge Management”

and “Marketing Agility.”

The correlation analysis confirmed a significant (P-value = 0.01) and strongly positive
relationship between CKM and MA (r = 0.782), which means that as CKM increases,
MA tends to increase as well. The simple linear regression analysis yielded a coefficient
of determination (R?) of 0.611, which implies that 61.1% of the change in MA can be
attributed to changes in CKM. Also, the unstandardized coefficient (B) revealed that the
actual impact of CKM on MA is 0.726 units when all other variables remain constant.
Collectively, these results establish CKM as a significant predictor of MA and
underscore the premise that companies that proficiently acquire, utilize, and
disseminate customer knowledge (CK) tend to be more agile in their marketing
operations. The data collected from the household appliance corporations under
investigation substantiates this by showing that those corporations implement CKM
practices at a mean frequency of 3.74. This level of CKM implementation is
correspondingly reflected in their MA practices, which are applied slightly more
frequently, with a mean value of 3.81.

More explicitly, as a result of the proficient application of CKM practices, those
corporations are quite alert to changing market conditions. They continuously scan the
external environment to detect emerging market opportunities, spot first indicators of
potential threats before they escalate, and anticipate new market trends and events
before they become fully apparent. Also, the effective implementation of CKM enables
those corporations to develop well-informed marketing plans to seize new market

opportunities while addressing emerging threats, modify their marketing activities
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based on evolving customer needs, preferences, and feedback, respond to changes in
demand volume in different sales regions, respond to changing customer requirements
faster than competitors, introduce new products and services annually, deliver their
products to the market quickly and on time, and regularly assess their product and
service development efforts to ensure that they align with customer expectations.
In comparison to prior research, Mehdibeigi et al. (2016) investigated the impact of
CKM on organizational agility and effectiveness within the banking sector, whereas
Haider and Kayani (2020) examined the relationship between CKM and project
performance through the mediating role of strategic agility in the context of project-
based software companies. Although these research studies addressed the relationship
between CKM and agility at different levels—organizational and strategic—and
across distinct sectors, they all reached the same result: CKM has a positive effect on
agility. This finding is consistent with that of the present study, which further validates
the positive impact of CKM on agility, specifically at the marketing level and within the
context of the household appliance industry.
1.1There is a significant relationship between “Customer Knowledge
Acquisition” and “Marketing Agility.”
1.2There is a significant relationship between “Customer Knowledge
Utilization” and “Marketing Agility.”
1.3There is a significant relationship between “Customer Knowledge

Dissemination” and “Marketing Agility.”

Among CKM dimensions, the correlation analysis confirmed a significant and strongly
positive relationship between Customer Knowledge Acquisition (CKA) and MA (r =
0.793). Further, multiple linear regression analysis revealed that CKA exerts the most
significant impact on MA compared to Customer Knowledge Utilization (CKU) and
Customer Knowledge Dissemination (CKD), as evidenced by its respective
unstandardized coefficient (B) of 0.453. This can be attributed to CKA serving as the

foundation for all subsequent CKM processes.
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The findings show that household appliance corporations investigated in the data
collection phase actively strive to gain a deep understanding of customer needs and
preferences to provide them with exactly what they want. They acquire knowledge
from customers regarding their opinions of the quality of current products and services,
perceptions of competitors’ product and service offerings, and desired specifications for
upcoming products and services. Also, they obtain data about customer
backgrounds—such as name, age, gender, address, and contact details—during
purchasing transactions and/or through third-party companies specializing in creating
customer databases, track customer referrals to understand how they engage with their
products and services, and encourage customers to inform their specific requirements,
feedback, and any complaints they may have throughout their purchasing transactions.
All acquired customer knowledge is systematically stored in dedicated knowledge
bases and databases to facilitate future analysis and strategic decision-making.
Subsequently, those corporations diligently analyze customer data recorded within
their database systems to gain valuable insights into customer needs and assess their
satisfaction with the products and services they have received. They further analyze
valuable customer insights stored in their knowledge bases to extract practical and
actionable ideas. They meet with other key departments to discuss and exchange ideas
regarding emerging customer requirements. These ideas are then leveraged to
introduce new products and services while refining existing offerings, improve the
quality and efficiency of their marketing operations to deliver exceptional services, and
develop customer knowledge-driven strategies to strengthen customer relationships
and ensure the timely delivery of products and services that exceed customer
expectations.

For their responses to be truly effective, those corporations have a wide range of
platforms and communication channels to ensure that customers have seamless access
to relevant, up-to-date information about their products and services. They supply

customers with detailed information about new and current products and services to
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help them make well-informed purchasing decisions. They have dedicated and highly
qualified marketing teams that promptly and professionally address customer inquiries
and issues. Also, their service personnel are highly skilled and fully equipped to deliver
comprehensive training to customers to ensure they understand how to make the most
of the products and services offered.

Accordingly, without effective CKA, CKU and CKD may lack the necessary input to
drive agile marketing responses, as both depend on the accuracy, quality, and relevance
of the knowledge acquired.

Research Conclusion

This research examined the relationship between Customer Knowledge Management
and Marketing Agility within the household appliance industry in Egypt. The findings
revealed that Customer knowledge management significantly contributes to
reinforcing marketing agility, enabling corporations to make informed marketing
decisions and respond swiftly and effectively to dynamic market conditions and
evolving customer needs. Further, the customer knowledge acquisition dimension has
the most substantial impact on Marketing Agility.

These results underscore the importance of the effective management of customer
knowledge through customer knowledge acquisition, utilization, and dissemination to
strengthen marketing's responsiveness and competitiveness in a rapidly changing
environment. Future research could extend this research by examining the relationship
between marketing agility and other strategic enablers like marketing flexibility,
marketing innovation, and marketing technology across other industries and
geographical contexts.

Research Contribution

This research contributes to the growing body of knowledge on marketing agility by
examining the relationship between it and Customer knowledge management within

the context of the household appliance industry in Egypt.

1330




Examining The Relationship Between Customer Knowledge Management and Marketing Agility

From a practical perspective, the research offers valuable insights for corporations in
the household appliance industry, particularly their marketing departments. It
highlights the importance of effectively managing customer knowledge to boost
informed marketing decision-making processes and rapid responsiveness to dynamic

market conditions and changing customer requirements.
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