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INTRODUCTION

Relevance of the research topic

According to the knowledge-based view, knowledge is understood as an
organisation’s essential resource that lays foundation for competitive advantage
(Trott, 2005; Ferreira & Teixeira, 2018; Heisig et al., 2016); however, to tap into
this valuable resource, organisations have to find ways how to continuously update
knowledge and make it suitable for innovation development (Chen et al., 2010;
Inkinen et al., 2015). Due to this, scientists and practitioners pay increasingly more
attention to open innovation (Dahlander & Gann, 2010; Chesbrough & Bogers,
2014; Bogers et al., 2017).

The open innovation paradigm fundamentally changes the structure of
organisation management, the setting of objectives as well as innovation
strategies to exchange knowledge flows and to use internal and external players
in the open innovation process (Chesbrough & Crowther, 2006; Chesbrough &
Bogers, 2014). In recent years application of open innovation has received more
and more recognition both in scientific and practical spheres as a direction towards
a successful business. These trends have been apparent since 2004 with growing
volume of scientific articles on open innovation in different databases: Web of
Science, Emerald or Ebsco, Google Scholar cites Henry Chesbrough’s book Open
Innovation: The New Imperative for Creating and Profiting from Technology
(2006) almost 22000 times, various thematic conferences (e.g. World Open
Innovation Conference), specialised articles in high-quality academic journals
(e.g. R&D Management, California Management Review, Research Policy,
Technovation, etc.). Politicians have also acknowledged the fact that open
innovation is a key to competitiveness and growth, hence the creation of the Open
Innovation Strategy and Policy Group, which represents interests of the European
Commission (Open innovation 2.0 yearbook, 2017-2018). The best-known
examples in business which adapted open innovation are Procter & Gamble
(Dodgson et al., 2006), Fiat (Di Minin et al., 2010), General Electric (Chesbrough,
2012), IBM (Gassmann & Enkel, 2004), Samsung (Yun et al., 2016), Lego (Rass
etal., 2013) and Whirlpool (Muller & Hutchins, 2012). This shows that application
of open innovation is successful in practice as well. The fact is also confirmed by
the 2016 study of the European Academic Network for Open Innovation which
involved 51 partners from 35 different countries. The findings revealed that the
popularity of open innovation in Europe was growing steadily. 61.5 percent of
organisations consider themselves to be open innovation users (at least at an early
stage), 16.3 percent of respondents state that they are not currently applying open
innovation but are planning to do that in the near future, and only 22.2 percent of
respondents say that they are not applying open innovation and are not going to.
In fact, the research showed that application of open innovation is becoming more



popular in Europe, and the most frequently and intensively used direction is that
of inbound open innovation oriented towards cooperation with external partners
(The European Academic Network for Open Innovation, 2016).

In general, cooperation with external partners can include various external
actors such as customers, suppliers, competitors different academic institutions
(Zahra & George, 2002; Spithoven et al. 2013; Kodama, 2015); however, literature
on innovation accentuates that in prioritising external actors the greatest value is
provided by customers (Thomke & von Hippel, 2002; Reichwald & Piller, 2003;
Prahalad, 2004; Laursen & Salter, 2006; Piller & 1hl, 2009; Un et al., 2010; Klink
& Athaide, 2010; Arnold et al., 2011; Lakemond et al., 2016; Chang & Taylor,
2016; Qinonen et al., 2017). Customer contribution comes through their
knowledge, competences and skills. It is stated in academic literature that the
innovation development process, which uses customer knowledge, will be more
successful than the one that does not do that (Cooper & Kleinschmidt, 1995;
Nonaka & Takeuchi, 1995; Mahr et al., 2014). This depends on an industry
(Xuelian et al., 2015), context, situation or needs which are influenced by customer
knowledge (Skotis et al., 2013). Thus, customer knowledge is of great significance
in the innovation development process.

Yet customer contribution does not ensure success (Un et al., 2010) as
access to customer knowledge poses for the organisation quite a few challenges
related to the identification of the content and sources of knowledge (Tiwana &
McLean, 2005; Squire et al., 2009), recognition of definite needs at each stage of
the innovation development process (Okhuysen & Bechky, 2009; Eslami &
Lakemond, 2016), possible knowledge loss or arising misunderstandings between
the collaborating parties (Enkel et al., 2005). Also, customer knowledge is
regarded as complicated and complex since generally it is not conveyed and
manifests itself as a combination of customer experience, values, contextual
information and insights (Davenport & Prusak, 1998). Additionally, utilisation of
customer knowledge “falls out” of the framework of conventional customer
knowledge management because of the growing importance of Big Data, for
instance, call centres, Internet blogs, e-mails, polls, social media, etc. (Chan,
2014). These challenges show that organisations have to find a way how to convert
immense amounts of data from different sources into valuable knowledge and,
eventually, to offer the market a successful innovation (Del Vecchio et al., 2018).
Thus, effective management of such knowledge is important for organisations
applying open innovation, for it can be used as a response in seeking to overcome
some difficulties and to enhance organisation’s innovation performance (Tsai et
al., 2015). Despite the fact that knowledge management is considered to be an
important source of competitive edge and a factor that may have a positive impact
on the entire activity of the organisation (Davenport & Grover, 2001; Caloghirou
etal., 2004; Nesta & Saviotti, 2005; Trott, 2005), only recently did scientists begin
to stress the significance of knowledge management for successful application of
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the open innovation paradigm (Martin-de Castro, 2015; Soliman, 2015).
Knowledge integration is one of the overriding knowledge management activities
helping organisations to create new products and to improve innovation
development process (Alavi & Tiwana, 2002; Jayaram & Pathak, 2013;
Rundquist, 2014).

Taking into consideration the fact that development of successful
innovation remains one of the most important aspirations of contemporary
business, the need for better understanding of customer knowledge integration in
the open innovation context is motivated.

Scientific problem and the scale of its research

Over the past two decades, the increased application of open innovation
(Bogers et al., 2017; Brunswicker and Chesbrough, 2018) has resulted in scholars
and practitioners paying more attention to the strategies of open innovation
management. Various studies confirm the benefit of openness to innovation
performance and effectiveness (Laursen & Salter, 2006; Parida et al., 2012; Pullen
etal., 2012; Cheng & Huizingh, 2010; Berchicci, 2013; Garriga et al., 2013; Love
et al., 2014; Schueffel, 2014; Lazzarotti et al., 2017; Aloini et al., 2017), R & D
results (Du et al., 2014), creativeness and success of a new product (Salge et al.,
2013), the state of open innovation activity (Enkel et al., 2011; Habicht et al., 2012;
Ham et al., 2015). On the other hand, it is possible to identify challenges that
organisations encounter in open innovation management (Laursen & Salter, 2014).
One of the substantial challenges of open innovation is related to the management
of the open innovation development process (van de Vrande et al., 2009; Mortara
& Minshall, 2014). Since the open innovation development process is understood
as a targeted knowledge management, reaching outside the organisation
(Chesbrough & Bogers, 2014), this means that the main challenge of open
innovation is associated with managing external knowledge (Bican et al., 2017).
The authors who research the topic of knowledge management, stress that co-
production and effective sharing of knowledge promote innovativeness in
organisations (Vayrynen et al., 2017) and lead to successful innovation projects
(Dinter et al., 2016; Grimsdottir & Edvardsson, 2018). Other studies on customer
knowledge management in the open innovation process, highlight customer role
(Tobiassen & Pettersen, 2018), research the benefit of knowledge sharing
platforms to the open innovation development process (Arfi et al., 2019), analyse
relations between open innovation, customer knowledge management and radical
innovation (Wang & Xu, 2018). Although knowledge management is recognised
as a very significant activity affecting open innovation, it is still somewhat under-
researched (West & Bogers, 2014; Tsai et al., 2015; Hossain et al., 2016;
Randhawa et al., 2016; Ferraris et al., 2017; Santoro et al., 2017; Bogers et al.,
2017). It can be seen that research is currently restricted to knowledge production
and sharing and lacks systematic analysis which would present relevant
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possibilities of how to manage external knowledge with respect to the innovation
development process (Costa & Monteiro, 2016). This thesis argues that in order to
develop innovation mere collection and sharing of customer knowledge do not
suffice; customer knowledge must be integrated within the open innovation
development process.

Knowledge integration within innovation development is usually studied
from two perspectives. One group of authors seek to know the phenomenon under
investigation and identify its benefit to innovation (Rundquist, 2012; Nogueira
Tomas et al., 2014; Aldakhil, 2016; Ahlskog et al., 2017; Kashan & Mohannak,
2017). The other group of authors try to understand what facilitates knowledge
integration (Celadon, 2014; Ruiz et al.,2016; Sarti, 2017; Rosell et al., 2017).

Customer knowledge is of particular relevance to the organisations whose
activities are based on knowledge because customer knowledge is understood as
the most valuable resource of external knowledge but also one that is the most
complex, as in most cases it lies in customers’ heads. Exploitation of customer
knowledge potential enables organisations to interpret market trends more
effectively and adapt it when developing innovation (von Hippel, 1986; Lin et al.,
2010; Lau, 2011), helps to reduce the risk of market rejection and costs, to shorten
the duration of the project and increases the level of customer satisfaction. Yet
looking specifically at customer knowledge integration, only a few studies can be
found which attempt at answering how customer knowledge could be integrated,
what essential questions arise when customer knowledge is integrated and how
customer knowledge is integrated in the innovation development process.
Gassmann & Enkel (2004) assessed when customer knowledge should be
integrated within the innovation development process to avoid negative influence.
Helgoson & Kalhori (2012) described the significance and classification of
customer knowledge in processes when a new product is being created and
established the fact that knowledge integration in the development of a new
product has positive impact on success indicators of the development. Eslami &
Lakemond (2016) when investigating the need of managerial and organisational
views for customer knowledge integration in the context of collaboration projects,
determined that the contribution of customer knowledge manifests itself through
three different customer roles and is closely related to specific requirements at
particular product development stages.

To summarise the topics of knowledge integration, it can be seen that the
greater part of literature on integration of the sources of external knowledge
applies the absorption skills view (West & Bogers, 2014; Ruiz et al., 2016) and is
oriented towards antecedents and outcomes of knowledge integration (Frank et al.,
2015; Kotabe et al., 2003; Lawson et al., 2009; Aldakhil, 2016; Ahlskog et al.,
2017; Nogueira Tomas et al., 2014; Kashan & Mohannak, 2017) as well as
knowledge integration mechanisms (Grandori, 2001; Grant, 1996; Schmickl &
Kieser, 2008; Celadon, 2014; Sarti, 2017; Rosell et al., 2017; Eslami et al., 2018).
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However, concentrated research into customer knowledge integration within open
innovation is scant.

Overall, organisations that apply open innovation strive to achieve two
aims, i.e. to use targeted management of knowledge input and output to accelerate
their internal innovation development processes and to make better use of the
outcomes of innovation development effort (Chesbrough, 2003; Chesbrough et al.,
2006). Therefore, the topic under investigation lacks information on what
determines and what can help optimise customer knowledge integration within
open innovation. Taking into consideration the fact that the organisation alone can
integrate internal and external sources of knowledge, in such context it is
necessary to reveal the organisational factors that include different internal
influences in the organisation. Previous empirical research is limited to the
orientation towards the factors determining, promoting or facilitating application
of open innovation (Dodgson et al., 2006; Van de Vrande et al., 2009; Gassmann
et al., 2010; Bianchi et al., 2011; Brettel & Cleven, 2011; Mortara & Minshall,
2011, Schroll & Mild, 2011; Wikhamn & Wikhamn, 2013; Kovacs et al., 2015;
Sivam et al., 2019), management of the open innovation development process
(Gonzalez-Sanchez & Garcia-Muifia, 2011; Trejo et al., 2016; Fisher & Qualls,
2018), the effect of customer collaboration on the development of an innovation
(Krause et al., 2007; Mishra & Shah, 2009; Wagner, 2010) and the ability to
absorb knowledge and integrate it (Badir et al., 2009; Foss et al., 2011; Lakemond
et al., 2016). The organisational factors studied in scientific literature are of
general character, without any consideration of a definite context. No studies have
been found in which organisational factors are assessed specifically from the
customer knowledge integration perspective. Moreover, most research is focused
on the analysis of individual factors; therefore, it does not offer their
comprehensive and complex interpretation (Wallin & Von Krogh, 2010; Krause
& Schutte, 2015; Cui et al., 2015).

In general, in the research material on the topic under investigation, no
studies that provide complex assessment of customer knowledge integration
within the open innovation context, that reveal what determines customer
knowledge integration in open innovation, how this is done and what outcomes
this leads to, were found. Thus, it can be stated that customer knowledge
integration within open innovation is under-researched.

To bridge this gap and to be able to fully understand the importance of
customer knowledge integration within the context of open innovation, this
research as presented in the dissertation aims at contributing to creation of new
knowledge. This taken into consideration, the scientific problem on the research
issue in the dissertation is formulated as follows: What combinations of
organisational factors determine a positive change in innovative activity of
customer knowledge integration within open innovation?
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Purpose of the research — to determine combinations of organisational
factors of customer knowledge integration within open innovation affecting the
change in innovative activity.

Object of the research — organisational factors that affect customer
knowledge integration within open innovation.

Objectives of the research:

1.

2.

3.

4,

To reveal the interaction between the process of open innovation
development and customer knowledge integration.

To identify organisational factors of customer knowledge integration
within open innovation affecting the change in innovative activity.

To prepare methodology for research into organisational factors of
customer knowledge integration within open innovation.

To provide empirical substantiation for combinations of organisational
factors of customer knowledge integration within open innovation in
Lithuanian innovative organisations with different level of customer
knowledge integration intensity.

Scientific novelty and theoretical significance of the research

Knowledge intensity approach has been used for the first time to
evaluate customer knowledge integration within open innovation.

An integrated approach has been applied in evaluation of organisational
factors of customer knowledge integration within open innovation
which includes various combinations of organisational factors, the
process of open innovation development, change in innovative activity,
internal and external knowledge integration as well as the context.

A connection between combinations of organisational factors of
customer knowledge integration within open innovation and knowledge
integration mechanisms was revealed.

The doctoral dissertation presents a grouping scheme of knowledge
integration mechanisms, distinguishing and validating the groups of
irrational and rational knowledge integration mechanisms.
Additionally, the research conducted revealed that in complicated
customer knowledge integration within open innovation a new group of
mixed knowledge integration mechanisms manifests itself; it is
determined by the context and certain combinations of organisational
factors.

The combinations of organisational factors of customer knowledge
integration within open innovation identified in the work broaden and
deepen the understanding of open innovation management and
customer knowledge management.



Practical significance of the research

In the context of open innovation, which includes collaboration
between the customer and the organisation, the guidelines of the
research conducted can help business people to better understand the
specificity of customer knowledge integration within open innovation.
The lack of understanding can lead to extra costs, longer project
implementation, greater risk of failure and a more complicated process
of innovation development. Therefore, a deeper understanding of
customer knowledge integration within open innovation can be helpful
in taking more effective decisions for the management of this process.
After applying the conclusions of the research and after the organisation
assesses the level of their customer knowledge integration intensity, the
combinations of organisational factors identified in the work can be
applied, which would help the organisation to reach a higher level of
customer knowledge integration intensity and at the same time to
achieve a positive change in innovative activity.

The research has revealed knowledge integration mechanisms and
market conditions determining them such as B2B or B2C. These make
it possible for business people to evaluate which knowledge integration
mechanisms can be applied to gain better outcomes of customer
knowledge integration within open innovation.

Limitations of the research

The evaluation of customer knowledge integration is based on just one
knowledge integration characteristics (effectiveness), but knowledge
integration can be assessed according to its extent and flexibility as
well.

One sector was chosen for the qualitative research in order to have
homogeneous subjects. This is beneficial in qualitative research of
explanatory character with limited research resources, as it helps to
collect more concentrated and representative material; however, this
can also be regarded as a research limitation. It would be appropriate to
conduct research in other sectors to generalise the findings of the
qualitative investigation.

Organisations that have strong and high level of customer knowledge
integration intensity were selected for the qualitative research in order
to establish which combinations of organisational factors determine the
expertise of customer knowledge integration. However, further
research could include other levels of customer knowledge integration
intensity (beginners and mediocre) and to provide a well-rounded
analysis.
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e With regard to the Lithuanian market, which is dominated by small and
medium business (about 99%), the sample of the research and the whole
general set consists of small and medium businesses. It would be
appropriate to continue the research by comparing the findings of this
work with the assessment of big enterprises.

e The change in innovative activity was evaluated by applying the
subjective cross-sectional method. Research findings would be
evaluated more accurately by using the longitudinal method.

Structure of the doctoral dissertation

The dissertation consists of introduction, three main chapters and
conclusions. The thesis consists of 152 pages. It contains 17 figures and 27 tables.
The list of references of the dissertation includes 475 items.

OVERVIEW OF THE DISSERTATION CONTENT

1. THEORETICAL REASONING OF ORGANISATIONAL FACTORS
OF OPEN INNOVATION CUSTOMER KNOWLEDGE INTEGRATION

The first chapter of the dissertation focuses on theoretical analysis and
conceptualisation of the main theoretical constructs for the topic of customer
knowledge integration within open innovation organisational factors. The first
chapter consists of three sections. The first section (section 1.1) analyses customer
knowledge perspective in open innovation including customer role and the
expression of customer knowledge in open innovation. The analysis has revealed
that knowledge forms the basis of open innovation. According to knowledge-
based view, customers are understood as the most valuable source for innovation;
their contribution to innovation development comes through their knowledge.
Customer knowledge in open innovation manifests itself as a dynamic combination
of unexpressed knowledge including their expertise, insights, opinions,
competences, practical experience, etc. Therefore, in seeking to make use of this
valuable source of knowledge organisations face increasing amounts of
knowledge. On the other hand, most of customer knowledge lies in their heads and
can be extracted only during close collaboration. These challenges lead to the fact
that cooperation with customers requires effort on the organisation’s part to use an
effective knowledge management system with the help of which the organisation
would employ the acquired customer knowledge in organisation’s processes. In
this case, the environment in which the organisation collaborates with its
customers is inbound open innovation development process which involves
acquisition, integration (innovation development) and commercialisation of
customer knowledge.
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The second section (section 1.2) substantiates the significance of customer
knowledge integration in open innovation activity. This part of the thesis presents
the divide between knowledge management and knowledge integration. As a
result, it is stated that knowledge integration is an essential activity of customer
knowledge as well as of knowledge management. The phenomenon of customer
knowledge integration within open innovation activity was analysed evaluating
different views mentioned in scientific literature, knowledge integration models,
mechanisms and risks. Customer knowledge integration is defined as a targeted
and consistent process including customer knowledge acquisition, sharing,
absorption and application.

The third section (section 1.3) analyses the organisational factors affecting
customer knowledge integration within open innovation. With the help of
systematic analysis of scientific literature, the organisational factors affecting the
open innovation process with customers are identified and substantiated
theoretically. The identified organisational factors are classified into four groups
associated with relations, management, strategy and actors in the process of open
innovation. This section states that in evaluation of the organisational factors
affecting customer knowledge integration within open innovation it is critical to
understand that organisations differ in their abilities, need for knowledge,
possibilities and potential, and these divergencies can lead to different outcomes
in customer knowledge integration within open innovation. According to the
characteristics of knowledge integration effectiveness which reflects the level of
the organisation that gains and uses the acquired customer knowledge, it is thought
that the outcome of customer knowledge integration is effective use of knowledge
shown by the level of intensity of customer knowledge integration in the
organisation. The intensity of customer knowledge integration reflects the extent
of the organisation’s need for knowledge and the use of knowledge integration
activities. In other terms, during the interaction between the open innovation
development process and customer knowledge integration, the organisation has a
different need for customer knowledge which determines the intensity of using
customer knowledge integration activities (see Figure 1).

This thesis adheres to the view that the intensity of customer knowledge
integration when one organisation has a higher level of customer knowledge
integration intensity than another is revealed by different organisational factors.
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Figure 1. Interrelation between customer knowledge integration within open innovation,
organisational factors and change of innovative activity

It is likely that there is no single factor or several of them that determine the
intensity of customer knowledge integration; rather, there are various
combinations of organisational factors that become apparent at different levels of
customer knowledge integration intensity and influence the positive change in
innovative activity.

2. RESEARCH METHODOLOGY OF ORGANISATIONAL FACTORS
OF OPEN INNOVATION CUSTOMER KNOWLEDGE INTEGRATION

In response to the purpose of the thesis — to identify combinations of
organisational factors of customer knowledge integration within open innovation
affecting the change in innovative activity — research methodology was prepared.

Epistemologically, this research reflects the postpositivist paradigm in
which knowledge is understood as genuine hypotheses which in turn can be
regarded as likely facts or laws (Guba & Lincoln, 1994). To carry out a complex
study of the organisational factors determining customer knowledge integration
within open innovation, this research connects postpositivist epistemology with
pragmatic research methods. Pragmatists state that there is a false dichotomy
between qualitative and quantitative methods, and therefore, scholars should tap
into the strengths of the both paradigms. Pragmatism is associated with practical
methodology which seeks to answer real questions by offering problem-based,
pluralistic methods and by granting researchers freedom of choice in selecting
tools, means and methods (Creswell, 2014). According to this approach, abductive
logic is applied and both objective and subjective views are evaluated.
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(Cherryholmes, 1992; Creswell, 2014). Abductive logic links deductive and
inductive views as the research moves from theory to data and later returns from
data to theory (Saunders et al., 2015). Following the selected epistemologies and
logic, the research applied the strategy of combined approaches. The coherent
interpretative research design was chosen with quantitative research applied for
primary research. Having received the results of the former, the qualitative
research was planned and implemented accordingly. Meanwhile, with the findings
of the quantitative research ready, overall research results were interpreted and
final conclusions were presented.

/s )
1).

* Survey of innovative organisations (N=55
Step 2

* To identify organisations that collaborate with
customers and consumers in innovation
development and conducting research.

Step 3

* To divide the selected organisations according to
degrees of customer knowledge intensity, which
reflect knowledge integration effectiveness.
Step 4

* To perform a statistical analysis in order to
establish what factors combinations determine
different degrees of customer knowledge
intensity, i.e. knowledge integration effectiveness.

Stage 2
/7 Qualitative research

Step 1

* To select 10 organisations which operate in the
health bio-tech sector and have a strong or the
highest degree of customer knowledge intensity.
i.e. are the most effectivein knowledge
integration.

Step 2

* To perform a hermeneutical interview.

Step 3

» To code and analyse the data collected using
MAXQDA 18, in order to establish what factors

determine the success of customer knowledge

Stage 1 integration.
Quantitative research

Figure 2. Design of empirical research

In this work, the empirical research is divided into two stages (see Figure 2).

Questionnaire survey was applied in the first stage. A structured
questionnaire was used. The instrument prepared by research project AISTIS
(Open Innovation Ecosystems: Enabling Interactions of Technological,
Institutional and Social Constituents) consisted of 13 research blocks. At the initial
stage of the research all organisations operating in Lithuania were included, in the
introductory part of the questionnaire, the sectors in which organisations
participating in the survey operate were identified. Other checklist questions in the
questionnaire made it possible to identify only innovative organisations. Computer
personal interviewing — CAPI, was chosen for the research, during which
respondents answer the questions on the computer. From the collected database,
randomly selected organisations were sent invitations to participate in the survey
via e-mail. The character of the research taken into consideration, the invitation
also said that the questionnaire is for management staff who have a direct relation
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to innovation development. The survey was conducted between January 2015 and
March 2015. In total, 551 suitably filled-in questionnaires were received. The data
collected was analysed using SPSS software by applying multivariate regression
analysis.

During the second stage the hermeneutical interview was employed. When
conducting the qualitative research criterion sampling was chosen. In this case,
the main criterion in selecting research participants was organisations with
strong and high level of customer knowledge integration intensity which shows an
effective outcome of customer knowledge integration. In the given context strong
and high level of customer knowledge integration intensity corresponds to
organisations’ essential characteristics — the fact that they are currently integrating
a lot of customer knowledge within innovation development and are planning to
integrate even more customer knowledge in the future, i.e. they have a great need
for customer knowledge and use customer knowledge integration activities
intensively. In order to have a consistent inquiry, suitable organisations, i.e. the
ones that possess the characteristics mentioned above, were filtered from the
quantitative research database of organisations. Ten (10) organisations
participated in the survey. One sector — the health biotech sector — was chosen.
The survey was conducted in September—November 2017. Interview duration was
about 1-1.5 hour. The interview recordings were transcribed into separate texts.
Each interview text was uploaded into MAXQDA 18 program, where they were
coded and analysed. Textual analysis (Leonard & McAdam, 2001) was performed
using open code and applying the abductive approach, i.e. by revealing the
organisational factors found in literature as well as new organisational factors and
conditions emerging during the interview.

3. FINDINGS OF THE EMPIRICAL RESEARCH ON THE
ORGANIZATIONAL FACTORS OF OPEN INNOVATION CUSTOMER
KNOWLEDGE INTEGRATION

The third chapter of the dissertation presents the findings of the empirical
research. In the evaluation of the quantitative research data, firstly, descriptive statistics
was used to identify six levels of customer knowledge integration intensity; these
reflect different outcomes of customer knowledge integration in organisations.

Secondly, multivariate logistic regression analysis and one-factor ANOVA
aimed at answering the question “What combinations of organisational factors
lead to organisations being at different levels of customer knowledge integration
intensity?” and to verify the hypotheses formulated in the quantitative research
methodology. Calculations of different models established that factor analysis of
individual organisations proves positive dependence of customer knowledge
integration on knowledge intensity which is apparent in organisations with the 3
and higher level of customer knowledge integration intensity (see Figure 3).
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Figure 3. Dependencies between organisational factors, customer knowledge integration
intensity and the change in innovative activity

One factor is manifest in each group of organisational factors (openness,
adjustment of internal and external means, mechanisms and structures, aspiration
to create products that meet customer needs better as well as readiness and wish
to develop new skills); they constitute one combination of organisational factors
characteristic of the 3rd and higher levels of customer knowledge integration
intensity. Additionally, the quantitative research findings partially support the
hypothesis that customer knowledge integration intensity has positive influence
on the change in innovative activity. It has been established that organisational
factors, customer knowledge integration intensity and the change of innovative
activity are closely interrelated. Yet the quantitative research has shown that the
organisations that have high level of customer knowledge integration intensity and
demonstrate knowledge integration expertise do not differ from the organisations
that can be identified as mediocre.

The next step was the qualitative research, the aim of which being to
perform a deeper and more thorough investigation of the research purpose. With
regard to the fact that the qualitative research is of explanatory character, its
guidelines were provided at the beginning of the inquiry; however, they were
finalised and implemented only after the data of the quantitative research was
collected and analysed. Therefore, the aim of the qualitative research was to
answer the question “What combinations of organisational factors lead to
organisations belonging to strong and high level of customer knowledge
integration intensity?”. The data of this research confirmed the fact that
knowledge integration is a really very complicated and complex phenomenon. The
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combinations of organisational factors differ by the market organisations operate

in (see Table 1).

Table 1. Combinations of organisational factors in organisations that have a strong and
high level of customer knowledge integration intensity according to operation of
organisations in different markets

Groups of Organisations operating Organisations operating in B2B
organisational in B2C markets markets
factors
¢ Collaboration e Trust
experience ¢ Collaboration experience
e Communication e Communication
o Creation of mutually e Openness
beneficial situation  Knowledge transfer and sharing
e Trust e Creation of mutually beneficial
e Understanding the situation
nature of collaboration | e Understanding the nature of
e Value evidence collaboration
Relational e Empathy ¢ Value evidence
factors ¢ Diplomacy and respect | e Diplomacy and respect
e Exceptional attention e Empathy
to customers e Social responsibility
e Flexibility o Exceptional attention to customers
e Goodwill e Corporate culture
e Satisfaction e Maintenance of long-term relations
o Flexibility
o Goodwill
o Extent of involvement
o Ethnicity
e Customer involvement | e Customer involvement control and
Management o o
factors control and supervision supervision
¢ Rapid response
. e Orientation towards o Publicity
Strategic . . . .
factors |nn0\_/a_t|on  Orientation towards development
e Publicity
e Partner motivation e Required competences, knowledge,
¢ Required competences, skills and abilities
knowledge, skills and o Expert consultations
Factors abilities o Satisfaction of customer expectations
related to ¢ Readiness and wish to e Educations
actors in Ol develop new skills e Ongoing development
process e Expert consultations ¢ Available resources
e Education
e Meeting customer
expectations
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The quantitative research has also revealed that it is necessary to take into
account application of organisation’s knowledge integration mechanisms and
perspectives of internal and external integration in order to identify combinations
of organisational factors that determine effective customer knowledge integration.
Apart from that, an assumption can be made that organisations operating in
different markets attach weights of different level to organisational factors, i.e.
prioritise them in different ways. In other words, combinations of organisational
factors affecting customer knowledge integration within open innovation vary
depending on the context.

The research conducted broadens the current knowledge of customer
knowledge integration within open innovation in the context of Lithuania, where
organisations demonstrate the level of open innovation similar to the common
European context and are mostly regarded as beginners. The research identified
important combinations of organisational factors this help to improve the
understanding and ability to integrate customer knowledge within the open
innovation development process with respect to a definite context. From different
perspectives such as internal and external integration, combinations of
organisational factors in organisations differ depending on whether they operate
in B2C and B2B markets and on what knowledge integration mechanisms they
use. A more comprehensive understanding of combinations of organisational
factors that determine customer knowledge integration within open innovation can
encourage organisations to become more flexible, to acquire a sustainable
competitive edge and to take more effective decisions.

CONCLUSIONS

Theoretical and empirical research on organisational factors of customer

knowledge integration within open innovation led to the following conclusions:

1. The analysis of scientific literature revealed that the interaction between

the open innovation development process and customer knowledge integration,
which includes specific customer knowledge and coordination of the open
innovation development process and customer knowledge integration activities, is
characterised by dynamicity and complexity:

e Customer contribution to open innovation development is their knowledge
which is considered to be the most valuable resource of the organisation;
however, it is also the most complicated one because it is manifest in
different forms, abundance and alteration. This dissertation defines
customer knowledge as a dynamic combination of tacit and explicit
knowledge embracing different flows of customer knowledge.

e The complexity shows through cooperation between inbound open
innovation development process and customer knowledge integration
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activities. Open innovation development process activities involve
knowledge acquisition, integration (innovation development) and
commercialisation. While customer knowledge integration is defined as a
targeted and consistent process including customer knowledge acquisition,
knowledge sharing, knowledge absorption and its application.

2. The dissertation validates the fact that organisational factors of customer
knowledge integration within open innovation affecting the change of innovative
activity manifest themselves into various combinations and depend on
organisational differences:

Organisational factors are explained to be organisation’s internal
influences which affect directly and significantly customer knowledge
integration within open innovation. The identified organisational factors
are divided into four groups related to 1) relations, 2) management,
3) strategy and 4) actors in the open innovation development process.
Relational factors include a wide variety of factors which are associated
with relations between partners and the organisation of these relations. This
group of factors reveals what is important for a successful open innovation
development process with the view of collaboration. The group of
management factors consists of factors related to rational questions. This
group comprises fundamental functions of management: planning,
organization, leadership and control. Strategic factors cover the questions
related to organisation’s attitude, forecasts, etc. Essentially, this deals with
setting goals and appropriate course of action striving to achieve the aims.
The factors related to actors in the innovation development process reflect
what helps to develop innovation in the organization as it collaborates with
customers. This group of factors involves the characteristics of cooperating
actors that can result in successful collaboration.

An organisation collaborating with its customers in the inbound open
innovation development process seeks to use customer knowledge
effectively. The parameter of the effectiveness of customer knowledge
integration shows to what extent the organisation makes use of the
knowledge that the collaborating actors have. The outcome of customer
knowledge integration is revealed through the customer knowledge
integration intensity level which reflects the organisation’s need for
knowledge and the extent of using knowledge integration activities. The
dissertation relies on the progressive model of knowledge intensity
assessment, following the view that when integrating customer knowledge,
organisations evolve from absolute inability to expertise.

Organisations integrating customer knowledge within open innovation
show different levels of customer knowledge integration intensity which
display specific features and qualities. The dissertation adheres to the view
that each level of customer knowledge integration intensity is characterised



by different combinations of organisational factors of customer knowledge
integration. The identification of various combinations of organisational
factors typical of the levels of customer knowledge integration intensity is
a significant addition to the literature on open innovation and knowledge
management.

3. Asaresult of the analysis of theoretical concepts and interrelations research
methodology was prepared and substantiated. It contributes to the development of
the theory of open innovation from the perspective of methodological analysis, by
integrating the knowledge-based view:

In order to identify what combinations of organisational factors lead to
organisations belonging to different levels of customer knowledge
integration, joining of postpositivist epistemology with pragmatic research
methods was chosen. The work also relied on abductive logic, which
connects deductive and inductive approaches, and the research moves from
the organisational factors singled out in the theoretical part towards the
empirical analysis and research data and later returns from the data to the
theory or vice versa.

The empirical research was conducted by applying combined research
design in this way seeking to avoid limitations of one specific research
design as well as aiming at deeper and more comprehensive study of the
research topic, when the issue under investigation is both of confirmatory
and descriptive character. In combining the quantitative and qualitative
research, the researched dependencies have been assessed quantifiably with
statistical significance and a deeper qualitative analysis has been done with
the results of the quantitative research by developing them and by
explaining their causes.

Unconventional assessment of innovation success was applied without
equating that success to cost indicators of R&D activity, return on
investment, etc. but through two indicators: innovative activity progress
and the condition of organisation’s open innovation activity. These
indicators reveal the change in open innovation over a certain period of
time. The condition of open innovation activity shows the organisation’s
expertise in the field, while the progress of innovative activity indicates
how innovative activity changed over the past three years, i.e. what
essential goals of open innovation application organisation managed to
achieve.

The quantitative research presents and substantiates the methods for the
assessment of customer knowledge integration intensity which made it
possible to investigate organisations with different customer knowledge
integration intensity levels and their dependencies with combinations of
organisational factors as well as the change in innovative activity.
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4. The empirical findings of the research on the organisational factors of
customer knowledge integration within open innovation prove that customer
knowledge integration within open innovation is affected by various combinations
of organisational factors depending on different conditions:

By applying descriptive statistics, during the quantitative research, 6 levels
of customer knowledge integration intensity were identified — from weak
intensity to high intensity — and they were grouped into beginners (levels 1
and 2), mediocres (levels 3 and 4) and experts (levels 5 and 6).

The quantitative research has revealed that the factors and their groups
identified in the theoretical part and studied in the empirical part display a
positive dependence with the change in innovative activity (condition of
open innovation activity and progress of innovative activity).

As a result of assessment of dependences with customer knowledge
integration intensity of factors in individual groups of organisational
factors, it has been established that one factor is manifest in each group that
has a positive dependence with customer knowledge integration intensity:
openness, adjustment of internal and external means, mechanisms and
structures, aspiration to create products that meet customer needs better
as well as readiness and wish to develop new skills. The identified
organisational factors constitute one combination of factors which has
positive effect on customer knowledge integration within open innovation
in organisations that have the 3rd and higher level of customer knowledge
integration intensity. It has also been found that this positive dependence is
strongest with organisations of the 3rd level of customer knowledge
integration intensity; however, as the level of organisation’s customer
knowledge integration intensity rises, statistical significance tends to
decline.

The assessment of the groups of organisational factors has shown that the
group of management factors is the most significant for the organisations
that belong to levels 1-5 of customer knowledge integration intensity with
statistical significance of organisational factors tending to decline. In such
case, this positive dependence is the strongest for organisations of level 1
of customer knowledge integration intensity.

The analysis of the quantitative research did not reveal what combinations
of organisational factors are characteristic of expert organisations;
therefore, in order to deepen the understanding of the issue, the qualitative
research studied which factors and their combinations are at play just in the
organisations of level 6 of customer knowledge integration intensity.

The qualitative research conducted in the health bio-tech sector enabled to
evaluate the perspectives of internal and external integration.

The findings of the qualitative research made it possible to expand the
groups of organisational factors identified in the theoretical part. The group



of relational factors was supplemented with the following: evidence of
value, empathy, diplomacy and respect, exceptional attention to customers,
flexibility, goodwill, satisfaction, social responsibility, corporate culture,
maintenance of long-term relations, extent of involvement and ethnicity.
The group of management factors was complemented with customer
involvement control and supervision and rapid response. The group of
strategic factors — with orientation towards innovation, orientation towards
development and publicity. Finally, the group of factors related with actors
in the open innovation development process was expanded by expert
consultations, education, meeting customer expectations, ongoing
development and available resources.

The quantitative research allowed for specification of groups of the
identified organisational factors and their combinations according to the
organisation’s market (B2B or B2C).

The analysis of the qualitative research data revealed an important
correlation between organisational factors of customer knowledge
integration within open innovation and knowledge integration
mechanisms. It was established that the organisations that operate in B2C
markets make more use of irrational mechanisms attributed to the group of
knowledge integration mechanisms which are affected by combinations of
customer-orientated organisational factors. While organisations operating
in B2B markets employ a much wider variety of knowledge integration
mechanisms, most of which are combined and form different variations of
irrational and rational knowledge integration mechanisms (mixed
knowledge integration mechanisms); this results in organisations being
affected by a much wider variety of combinations of organisational factors.
Finally, the qualitative research confirmed the assumption raised by the
quantitative research that combinations of organisational factors are not
enough for effective customer knowledge integration within open
innovation. It was established that customer knowledge integration within
open innovation is a dynamic and complex phenomenon which depends on
various combinations of organisational factors; these combinations differ
depending on the markets organisations function in, application of different
knowledge integration mechanisms, consideration of different stages of the
innovation development process as well as the perspective these
organisational factors are assessed from, i.e. what customers need or what
characteristics the organisations themselves should have.
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REZIUME

Temos aktualumas

Remiantis ziniomis grindziamu pozidriu (angl. knowledge-based view)
galima teigti, kad zinios yra suprantamos kaip organizacijos esminis $altinis, kuris
kuria konkurencinio pranasumo pagrinda (Trott, 2005; Ferreira ir Teixeira, 2018;
Heisig ir kt., 2016), ta¢iau, sickdamos i$naudoti §j vertingg resursa, organizacijos
privalo ieskoti buidy, kaip nuolat atnaujinti Zinias ir pritaikyti jas inovacijoms kurti
(Chen ir kt., 2010; Inkinen ir kt., 2015). Dél Sios priezasties mokslininkai ir
praktikai vis didesnj démes;j skiria atvirosioms inovacijoms (Dahlander ir Gann,
2010; Chesbrough ir Bogers, 2014; Bogers ir kt., 2017).

Atviryjy inovacijy paradigma is esmés keicia organizacijy vadovavimo
struktiirg, tiksly bei inovacijy strategijy nustatymq, siekiant pasikeisti Ziniy
srautais bei pasitelkti vidinius ir iSorinius veikéjus inovacijos kirimo procese
(Chesbrough ir Crowther, 2006; Chesbrough ir Bogers, 2014). Pastaraisiais metais
atviryjy inovacijy taikymas vis labiau pripazjstamas kaip sékmingo verslo kryptis
tiek mokslingje, tiek praktinéje erdvéje. Sias tendencijas rodo nuo 2004 mety
duomeny bazése vis didéjancios moksliniy straipsniy apimtys apie atvirgsias
inovacijas: Web of Science, Emerald ar Ebsco, Google Scholar beveik 22 000
karty cituota Henry Chesbrough 2006 mety knyga (Open innovation: The new
imperative for creating and profiting from technology), jvairios teminés
konferencijos (pvz., Pasauliné atviryjy inovacijy konferencija), specializuoti
straipsniai auksto lygio moksliniuose Zurnaluose (pvz., R&D Management,
California Management Review, Research Policy, Technovation ir pan.). Politikai
taip pat pripazjsta, kad atvirosios inovacijos yra konkurencingumo ir augimo
raktas, dél to buvo suburta Atviryjy inovacijy strategijos ir politikos grupé, Kuri
atstovauja Europos Komisijos interesams (Open innovation 2.0 yearbook, 2017-
2018). Geriausiai Zinomi pavyzdziai versle, kurie adaptave atvirgsias inovacijas,
yra Procter&Gamble (Dodgson ir kt., 2006), Fiat (Di Minin ir kt., 2010), General
Electric (Chesbrough, 2012), IBM (Gassmann ir Enkel, 2004), Samsung (Yun ir
kt., 2016), Lego (Rass ir kt., 2013), Whirlpool (Muller ir Hutchins, 2012). Tai rodo,
kad atviryjy inovacijy taikymas sekmingai veikia ir praktikoje. Sj fakta patvirtina
ir Europos akademinio atviryjy inovacijy tinklo 2016 metais atlikta studija, kuri
apémeé 51 partnerj i§ 35 skirtingy $aliy. Sios studijos rezultatai parodé, kad atviryjy
inovacijy populiarumas Europoje tendencingai auga: 61,5 proc. organizacijy laiko
save atviryjy inovacijy taikytojais (bent jau ankstyvojoje stadijoje), 16,3 proc.
respondenty teigia, kad jie netaiko atviryjy inovacijy Siuo metu, bet planuoja tai
daryti artimiausioje ateityje, ir tik 22,2 proc. respondenty teigia, kad jie netaiko ir
neplanuoja taikyti atviryjy inovacijy. Beje, atliktas tyrimas parodé, kad Europoje
populiaréja atviryjy inovacijy taikymas, o dazniausiai ir intensyviausiai taikoma yra
jeinanciyjy atviryjy inovacijy kryptis, kuri orientuojama j bendradarbiavimg su
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iSoriniais partneriais (The European Academic Network for Open Innovation,
2016).

Bendradarbiavimas su i$oriniais partneriais gali apimti jvairius i$orinius
veikéjus, pavyzdziui, klientus, tiekéjus, konkurentus, jvairias mokslo institucijas
(Zahra ir George, 2002; Spithoven ir kt. 2013; Kodama, 2015), taciau inovacijy
literataroje iSskiriama, kad didZiausiq verte suteikia klientai (Thomke ir von
Hippel, 2002; Reichwald ir Piller, 2003; Prahalad, 2004; Laursen ir Salter, 2006;
Piller ir Ihl, 2009; Un ir kt., 2010; Klink ir Athaide, 2010; Arnold ir kt., 2011;
Lakemond ir kt., 2016; Chang ir Taylor, 2016; Oinonen ir kt., 2017). Klienty
indélis pasireiSkia per jy zinias, kompetencijas ir gebéjimus. Mokslinéje
literatliroje teigiama, kad inovacijos kiirimo procesas, kurio metu naudojamos
klienty zinios, bus sékmingesnis nei procesas, kuris to nedaro (Cooper ir
Kleinschmidt, 1995; Nonaka ir Takeuchi, 1995; Mahr ir kt., 2014). Tai priklauso
nuo pramonés Sakos (Xuelian ir kt., 2015), konteksto, situacijos ar poreikiy,
kuriems jtakos turi klienty zinios (Skotis ir kt., 2013). Taigi, klienty zinios yra
labai svarbios inovacijy kiirimo proceso metu.

Kita vertus, klienty indélis negarantuoja s¢kmés (Un ir kt., 2010), kadangi
prieiga prie klienty ziniy kelia organizacijai nemazai i$§iikiy, susijusiy su Ziniy
turinio ir Saltiniy nustatymu (Tiwana ir McLean, 2005; Squire ir kt., 2009),
konkreciy kiekvieno inovacijos kiirimo proceso etapo poreikiy atpaZinimu
(Okhuysen ir Bechky, 2009; Eslami ir Lakemond, 2016), galimu Ziniy praradimu
ar kylanciais nesusipratimais tarp bendradarbiaujanciy Saliy (Enkel ir kt., 2005).
Beje, klienty Zinios yra vertinamos kaip sudétingos ir kompleksinés, kadangi
paprastai yra neisreikStos ir pasireiskia kaip kliento patirties, vertybiy,
kontekstinés informacijos ir jzvalgy derinys (Davenport ir Prusak, 1998). Be to,
klienty ziniy panaudojimas nepatenka j tradicinius klienty ziniy valdymo rémus,
kadangi vis svarbesni tampa didieji duomeny S$altiniai (angl. Big Data),
pavyzdziui, skambuciy centrai, tinklarasciai, elektroniniai laiSkai, apklausos,
socialiné Ziniasklaida ir pan. (Chan, 2014). Sie i$tikiai rodo, kad organizacijoms
reikia rasti buda, kaip didelj duomeny kiekj i§ skirtingy Saltiniy paversti
vertingomis ziniomis ir pateikti rinkai sékmingg inovacija (Del Vecchio ir kt.,
2018). Taigi, efektyvus Siy Ziniy valdymas yra ypacé svarbus organizacijoms,
kurios taiko atvirgsias inovacijas, kadangi jos gali biiti naudojamos kaip atsakas,
siekiant jveikti pasitaikancius sunkumus bei gerinant organizacijos inovacinés
veiklos rezultatus (Tsai ir kt., 2015). Nepaisant to, kad ziniy valdymas yra
laikomas svarbiu konkurencinio pranasumo Saltiniu ir veiksniu, galin¢iu teigiamai
paveikti visa organizacijos veikla (Davenport ir Grover, 2001; Caloghirou ir kt.,
2004; Nesta ir Saviotti, 2005; Trott, 2005), mokslininkai tiktai pastaruoju metu
pradéjo isSryskinti ziniy valdymo svarba, siekiant sékmingai taikyti atviryjy
inovacijy paradigma (Martin-de Castro, 2015; Soliman, 2015). Ziniy integravimas
yra viena i§ svarbiausiy ziniy valdymo veikly, kuri padeda organizacijoms kurti

26



naujus produktus ir pagerinti inovacijy ktrimo procesg (Alavi ir Tiwana, 2002;
Jayaram ir Pathak, 2013; Rundquist, 2014).

Atsizvelgiant | tai, kad sékmingy inovacijy kirimas vis dar islieka
svarbiausia $iy dieny verslo siekiamybé¢, ieSkoma budy, kaip geriau integruoti
klienty zinias j atvirgsias inovacijas.

Moksliné problema ir jos istyrimo lygis

Per pastaruosius du deSimtmecius iSauges atviryjy inovacijy taikymas
(Bogers ir kt., 2017; Brunswicker ir Chesbrough, 2018) 1émé, kad mokslininkai ir
praktikai atkreipé didesnj démesj j atviryjy inovacijy valdymo strategijas. [vairiis
tyrimai patvirtina inovacinés veiklos rezultaty ir efektyvumo (Laursen ir Salter,
2006; Parida ir kt., 2012; Pullen ir kt., 2012; Cheng ir Huizingh, 2010; Berchicci,
2013; Garriga ir kt., 2013; Love ir kt., 2014; Schueffel, 2014; Lazzarotti ir kt.,
2017; Aloini ir kt., 2017), MTEP (moksliniy tyrimy ir eksperimentinés plétros)
rezultaty (Du ir kt., 2014), naujo produkto kiirybiskumo bei sékmés (Salge ir kt.,
2013), atviryjy inovacijy veiklos biklés (Enkel ir kt., 2011; Habicht ir kt., 2012;
Ham ir kt., 2015) atvirumo naudg. Tiesa, atviryjy inovacijy valdymo metu
identifikuojami i$Stikiai, su kuriais susiduria organizacijos (Laursen ir Salter,
inovacijy kirimo proceso valdymu (van de Vrande ir kt., 2009; Mortara ir
Minshall, 2014). Kadangi atviryjy inovacijy kiirimo procesas yra suprantamas
kaip tikslingas ziniy valdymas, perzengiant organizacijos ribas (Chesbrough ir
iSoriniy ziniy valdymu (Bican ir kt., 2017). Autoriai, kurie plétojo Ziniy valdymo
tematika, akcentavo, kad bendras zZiniy kiirimas ir efektyvus Ziniy dalijimasis
skatina organizacijy inovatyvumg (Vayrynen ir kt., 2017) ir salygoja sékmingus
inovacinius projektus (Dinter ir kt., 2016; Grimsdottir ir Edvardsson, 2018). Kiti
tyrimai, orientuoti i klienty atviryjy inovacijy procesy ziniy valdyma, pabrézé
klienty vaidmenj (Tobiassen ir Pettersen, 2018), tyré Ziniy dalijimosi platformy
naudgq atviryjy inovacijy kiirimo procesui (Arfi ir kt., 2019), nagrinéjo rysius tarp
awviryjy inovacijy, klienty Ziniy valdymo ir radikaliy inovacijy (Wang ir Xu,
2018). Nepaisant to, kad ziniy valdymas pripazjstamas kaip itin svarbi veikla,
veikianti atvirgsias inovacijas, mokslinéje literatiiroje yra gana mazai nagrinétas
(West ir Bogers, 2014; Tsai ir kt., 2015; Hossain ir kt., 2016; Randhawa ir kt.,
2016; Ferraris ir kt., 2017; Santoro ir kt., 2017; Bogers ir kt., 2017). Tiesa, §iuo
metu daugiausia apsiribojama orientacija | ziniy kurima ir dalijimasi, taciau
stokojama sistemingos analizés, kuri pateikty aktualias galimybes, kaip valdyti
iSorines zinias inovacijos kirimo proceso aspektu (Costa ir Monteiro, 2016).
Siame darbe teigiama, kad norint kurti inovacijas, neuztenka vien tik surinkti
klienty zinias ir dalytis jomis, blitina §ias zinias integruoti atviryjy inovacijy
kiirimo procese.
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Ziniy integravimas, kuriant inovacijas, paprastai nagrin¢jamas dviem
perspektyvomis: viena autoriy grupé siekia pazinti nagrinéjamq reiskinj ir
identifikuoti jo naudgq inovacijoms (Rundquist, 2012; Nogueira Tomas ir kt., 2014;
Aldakhil, 2016; Ahlskog ir kt., 2017; Kashan ir Mohannak, 2017), o kita — bando
suprasti, kas padeda Zinias integruoti (Celadon, 2014; Ruiz ir kt., 2016; Sarti,
2017; Rosell ir kt., 2017).

Organizacijoms, kuriy veiklos pagrinda sudaro Zinios, yra ypac aktualios
klienty zinios. Jos suprantamos ir kaip vertingiausias, ir kaip sudétingiausias
iSoriniy ziniy resursas, nes dazniausiai esti klienty galvose. Klienty ziniy
potencialo iSnaudojimas leidzia organizacijoms efektyviau interpretuoti rinkos
tendencijas bei adaptuoti jas kuriant inovacijas (von Hippel, 1986; Lin ir kt., 2010;
Lau, 2011), padeda sumaZinti rinkos atmetimo rizikg ir ka$tus, sutrumpinti
inovacinio projekto trukme, didina klienty pasitenkinimo lygj. Vertinant klienty
ziniy integravimg specifiSkumo poziiiriu, aptikti tiktai keli tyrimai, kuriuose
méginama atsakyti, kaip klienty Zzinios galéty buti integruojamos, kokie yra
esminiai klausimai, kuomet integruojamos klienty zinios, ar kaip klienty Zinios
integruojamos inovacijos kiirimo proceso metu. Gassmann ir Enkel (2004)
vertino, kada ir kaip klienty zinios turéty biti integruotos j inovacijos kiirimo
procesa, siekiant i§vengti negatyvios jtakos. Helgoson ir Kalhori (2012) aprasé
klienty ziniy reikSme¢ ir klasifikacija procesuose, kuomet kuriamas naujas
produktas, bei nustaté, kad Ziniy integravimas naujo produkto kiirimo metu turi
teigiamg jtaka kirimo sékmés rodikliams. Eslami ir Lakemond (2016) tirdami
vadybiniy ir organizaciniy klienty ziniy integravimo poziliriy poreikj
bendradarbiavimo projekty kontekste nustaté, kad klienty Ziniy indélis pastebimas
per tris skirtingus klienty vaidmenis ir yra glaudziai susijes su specifiniais
reikalavimais skirtinguose produkto vystymo etapuose.

Apibendrinant ziniy integravimo tematika matyti, kad dauguma literatiiros
iSoriniy ziniy $altiniy integravima vertina absorbciniy gebéjimy poZiuriu (\West ir
Bogers, 2014; Ruiz ir kt., 2016) ir yra orientuoti j ziniy integravimo antecedentus
ir rezultatus (Frank ir kt., 2015; Kotabe ir kt., 2003; Lawson ir kt., 2009; Aldakhil,
2016; Ahlskog ir kt., 2017; Nogueira Tomas ir kt., 2014; Kashan ir Mohannak,
2017) bei Ziniy integravimo mechanizmus (Grandori, 2001; Grant, 1996; Schmickl
ir Kieser, 2008; Celadon, 2014; Sarti, 2017; Rosell ir kt., 2017; Eslami ir kt.,
2018), taciau stokojama koncentruoty klienty ziniy integravimo atvirosiose
inovacijose tyrimuy.

Organizacijos, taikanéios atvirgsias inovacijas, siekia dviejy pagrindiniy
tiksly: tikslingai valdyti ziniy jeiga ir iSeiga, siekdamos paspartinti savo vidinius
inovacijy kirimo procesus, ir geriau iSnaudoti inovacijy kiirimo pastangy
rezultatus (Chesbrough, 2003; Chesbrough ir kt., 2006). Biutent dél to
nagriné¢jamoje tematikoje truksta informacijos, kas salygoja klienty ziniy
integravimg atvirosiose inovacijose ar gali padéti jas optimizuoti. Atsizvelgiant j
tai, kad tiktai organizacija turi galimybe¢ integruoti vidinius ir iSorinius Zziniy
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Saltinius, Siame kontekste biitina atskleisti organizacinius veiksnius, kurie apima
ivairias vidines organizacijos jtakas. Atlikti ankstesni empiriniai tyrimai apsiriboja
orientacija | veiksnius, lemiancius, skatinancius ar palengvinancius atviryjy
inovacijy taikymg (Dodgson ir kt., 2006; Van de Vrande ir kt., 2009; Gassmann ir
kt., 2010; Bianchi ir kt., 2011; Brettel ir Cleven, 2011; Mortara ir Minshall, 2011,
Schroll ir Mild, 2011; Wikhamn ir Wikhamn, 2013; Kovacs ir kt., 2015; Sivam ir
kt., 2019), atviryjy inovacijy kiirimo proceso valdymq (Gonzéalez-Sanchez ir
Garcia-Muifia, 2011; Trejo ir kt., 2016; Fisher ir Qualls, 2018), klienty
bendradarbiavimo jtakq inovacijoms vystyti (Krause ir kt., 2007; Mishra ir Shah,
2009; Wagner, 2010) ir gebéjimg perprasti Zinias bei jas integruoti (Badir ir kt.,
2009; Foss ir kt., 2011; Lakemond ir kt., 2016). Mokslinéje literatiroje nagrinéti
organizaciniai veiksniai yra bendrinio pobiidzio, neatsizvelgiantys | konkrety
konteksta. Tiesa, neaptikta tyrimy, kuriuose organizaciniai veiksniai biity
specifiskai vertinami i§ klienty Ziniy integravimo perspektyvos. Be to, daugelis
tyrimy orientuoti | pavieniy veiksniy nagrinéjima, todél nepateikia iSsamaus ir
kompleksinio jy supratimo (Wallin ir Von Krogh, 2010; Krause ir Schutte, 2015;
Cui ir kt., 2015).

Apibendrinant nagrinéjamos temos atliktus tyrimus matyti, kad tyrimy,
kompleksiskai vertinanéiy klienty Ziniy integravimg atviryjy inovacijy kontekste,
atskleidzianciy, kas ir kaip salygoja atviryjy inovacijy klienty ziniy integravima ir
kokius rezultatus tai lemia, mokslinéje literatiiroje aptikti nepavyko. Taigi, galima
teigti, kad klienty ziniy integravimas atvirosiose inovacijose néra pakankamai
iStirtas.

Siekiant uzpildyti S$ig spraga ir nuodugniau suprasti klienty ziniy
integravimo svarba atviryjy inovacijy kontekste, Siame darbe atlikty ir
disertacijoje pristatyty tyrimy pagrindu norima prisidéti prie naujy Ziniy karimo.
Atsizvelgiant | tai, Sioje disertacijoje moksliné¢ problema formuluojama tyrimo
klausimu: Kokios organizaciniy veiksniy kombinacijos sqlygoja teigiamq klienty
Ziniy integravimo atvirosiose inovacijose inovacinés veiklos pokytj?

Tyrimo tikslas — iskirti klienty ziniy integravimo atvirosiose inovacijose
organizaciniy veiksniy kombinacijas, veikiancias inovacinés veiklos pokytj.
Tyrimo objektas — organizaciniai veiksniai, kurie veikia atviryjy inovacijy
klienty ziniy integravima.
Tyrimo uzdaviniai:
1. Atskleisti atviryjy inovacijy kiirimo proceso ir klienty Ziniy integravimo
saveika.
2. Isskirti klienty Ziniy integravimo atvirosiose inovacijose organizacinius
veiksnius, veikiancius inovacinés veiklos pokytj.
3. Parengti klienty ziniy integravimo atvirosiose inovacijose organizaciniy
veiksniy tyrimo metodologija.
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4. EmpiriSkai pagrjsti klienty ziniy integravimo atvirosiose inovacijose
organizaciniy veiksniy kombinacijas skirtingo klienty ziniy integravimo
intensyvumo lygio Lietuvos inovatyviose organizacijose.

Disertacinio tyrimo eiga ir metodai

Disertacinis tyrimas buvo atliekamas trimis etapais. Pirmajame etape,
atskleidziant atviryjy inovacijy kirimo proceso ir klienty Ziniy integravimo
saveikos teorinius principus, buvo taikyti moksliniy Saltiniy, lyginamosios ir
sisteminés analizés tyrimo metodai. Siame etape buvo iSskirti ir susisteminti
atviryjy inovacijy kiirimo procesa su klientais veikiantys organizaciniai veiksniai.
Antrajame etape, remiantis moksliniy Saltiniy analizés, lyginamosios ir sisteminés
analizés tyrimo metodais, parengta ir pagrista klienty ziniy integravima
salygojanCiy  organizaciniy  veiksniy atvirosiose inovacijose  analizés
metodologija. TreCiajame etape, atliekant empirinj tyrima, taikyti ir kiekybinio
(statistiné analizé), ir kokybinio (interviu) tyrimo metodai. Statistiné analizé
identifikavo organizacijas, pasizyminéias skirtingais klienty Ziniy integravimo
intensyvumo lygiais ir jy priklausomybe nuo organizaciniy veiksniy bei
organizacijos inovacinés veiklos pokyciy. Atsizvelgiant j kiekybinio tyrimo
rezultatus, buvo atliktas hermeneutinis interviu, kurio metu buvo siekiama giliau
ir i§samiau istirti iSkelta tyrimo klausima.

Disertacinio tyrimo loginé struktiaira

Darbo jvade atskleidziamas disertacinio tyrimo temos aktualumas,
pristatoma darbo moksliné problema, pateikiamas darbo tikslas ir jam pasiekti
iSkelti uzdaviniai. Be to, disertacijos jvade pristatomas mokslinis naujumas ir
teorinis bei praktinis reik§mingumas.

Pirmojoje disertacijos dalyje pateikiama iS$sami klienty ziniy integravimo
atvirosiose inovacijose teoriné analizé, kurioje atskleisti esminiai teoriniai
konceptai ir jy tarpusavio sasajos. Nagrinéjama klienty Ziniy perspektyva apima
bendradarbiavima su klientais kaip pagrinding atviryjy inovacijy veikla, klienty
indélio j inovacijy kiirimg pasireiSkima per jy Zinias ir atviryjy inovacijy kiirimo
procesa kaip bendradarbiaujanciy veikéjy aplinkg. Analizuotas klienty ziniy
integravimo ] atvirgsias inovacijas reiskinys, grindziantis klienty ziniy valdymo ir
integravimo sgsajas, pateikiantis klienty ziniy integravimo samprata, ziniy
integravimo modelius, mechanizmus bei rizikas. I§skirti organizaciniai veiksniai,
kurie veikia atviryjy inovacijy kiirimo procesa su klientais. Apibréztas klienty
Ziniy integravimo intensyvumo konceptas. Pirmosios dalies pabaigoje vertinta
klienty ziniy integravimo intensyvumo ir organizaciniy veiksniy sasaja ir
suformuotas tyrimo klausimas.

Antrojoje disertacijos dalyje grindziama analizés metodologija, pagal kuria
keliamas tyrimo klausimas ir tikrinamos iskeltos hipotezés, aptariama miSraus
tyrimo strategija, pristatoma empirinio tyrimo eiga, taikomi metodai.
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TrecCiojoje disertacijos dalyje pristatomi analizés rezultatai. Empirinis
tyrimas atliktas taikant miSraus tyrimo strategija — kiekybinio ir kokybinio tyrimy
derinimg. Pasirinkta strategija leidzia giliau ir i§samiau pazvelgti | nagrin¢jama
tyrimo klausima, identifikuoti organizaciniy veiksniy kombinacijas, kurios veikia
klienty ziniy integravima j atvirgsias inovacijas.

Mokslinis darbo naujumas ir teorinis reik§mingumas

Pirmag karta panaudota Ziniy intensyvumo prieiga, vertinant klienty
ziniy integravima ] atvirasias inovacijas.

Vertinant klienty Ziniy integravimo | atvirgsias inovacijas veikiancius
organizacinius veiksnius, taikytas kompleksinis pozilris, apimantis
ivairias organizaciniy veiksniy kombinacijas, atviryjy inovacijy kirimo
procesa, inovacings veiklos pokyti, vidinj ir iSorinj Ziniy integravimg ir
konteksta.

Atskleista klienty ziniy integravimo | atvirgsias inovacijas veikian¢iy
organizaciniy veiksniy kombinacijy ir Ziniy integravimo mechanizmy
sgsaja.

Disertacijoje pateiktas ziniy integravimo mechanizmy grupavimas,
i§skiriant ir pagrindziant iracionaliy ir racionaliy Ziniy integravimo
mechanizmy grupes. Be to, atliktas tyrimas atskleidé, kad sudétingas
klienty ziniy integravimas ] atvirgsias inovacijas pasireiSkia nauja
misriy Ziniy integravimo mechanizmy grupe, kuria salygoja kontekstas
ir atitinkamos organizaciniy veiksniy kombinacijos.

Darbe isskirtos klienty ziniy integravimo | atvirgsias inovacijas
veikian¢iy organizaciniy veiksniy kombinacijos praplecia ir pagilina
atviryjy inovacijy valdymo ir klienty ziniy valdymo supratima.

Praktinis darbo reik§mingumas

Atviryjy inovacijy kontekste, kuris apima klienty ir organizacijos
bendradarbiavimg, atlikto tyrimo gairés gali padéti verslo atstovams
geriau suprasti klienty ziniy integravimo | atvirgsias inovacijas
specifiskumg. Suvokimo trikkumas gali salygoti papildomus kastus,
ilgesne projekty jgyvendinimo trukme, didesng¢ nesékmés rizikg ir
sudétingesnj inovacijos kiirimo procesa, todél gilesnis klienty Ziniy
integravimo | atvirgsias inovacijas supratimas gali padéti priimti
veiksmingesnius §io proceso valdymo sprendimus.

Pritaikius gauto tyrimo iSvadas ir organizacijai jsivertinus savo klienty
ziniy integravimo intensyvumo lygj, galima pritaikyti iSskirtas
veikianCias organizaciniy veiksniy kombinacijas, kas padeéty
organizacijai pasiekti aukstesnj klienty ziniy integravimo intensyvumo
lygi, o kartu ir teigiamg inovacinés veiklos pokytj.
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Tyrimo metu atskleisti Ziniy integravimo mechanizmai ir juos
salygojancios aplinkybés ,,verslas-verslui“ ar ,,verslas-vartotojui*
rinkose, kurie leidzia verslo atstovams jsivertinti, kokie Ziniy
integravimo mechanizmai gali biiti taikomi, siekiant geresniy klienty

Ziniy integravimo | atvirgsias inovacijas rezultaty.

Disertacijos apimtis

Disertacija sudaro jvadas, 3 pagrindinés dalys ir iSvados. Mokslinio darbo apimtis
152 puslapiai. Jame pateikta 17 paveiksly ir 27 lentelés. Disertacijoje naudotasi
475 literattiros $altiniais.

Tyrimo apribojimai
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Klienty ziniy integravimo vertinimas grindziamas tiktai viena Ziniy
integravimo charakteristika (efektyvumu), taciau Ziniy integravimas
gali biiti vertinamas ir per jo apimt]j ar lankstuma.

Siekiant tiriamyjy homogeniskumo, kokybiniame tyrime buvo
pasirinktas vienas sektorius. Tai ypa¢ naudinga aiskinamojo pobudzio
kokybiniuose tyrimuose, kai yra riboti tyrimo resursai. Nors taip
surenkama daugiau koncentruotos ir reprezentatyvios medziagos,
taciau gali biiti vertinama ir kaip tyrimo ribojimas. Siekiant
generalizuoti gautus kokybinio tyrimo rezultatus, biity tikslinga jj atlikti
ir kituose sektoriuose.

Kokybiniame tyrime buvo atrinktos organizacijos, pasizymincios
stipriu ir aukStu klienty Ziniy integravimo intensyvumo lygiu, siekiant
nustatyti, kokios organizaciniy veiksniy kombinacijos lemia klienty
ziniy integravimo ekspertiSkumg. Tolimesnés tyrimy kryptys galéty
apimti kitus klienty ziniy integravimo intensyvumo lygius (pradininkus
ir vidutiniokus) ir pateikti visapusiska analize.

Atsizvelgiant | Lietuvos rinka, kurioje dominuoja mazos ir vidutinés
jmonés (apie 99 proc.), §io tyrimo imtj ir visg generaling aibe sudaro
mazos ir vidutinés jmonés. Tikslinga bty testi tyrimg ir palyginti gauto
tyrimo rezultatus su dideliy jmoniy atstovy vertinimu.

Inovacinés veiklos pokytis buvo vertintas taikant subjektyvy
skerspjiivio metodg. Tiksliau biity tyrimo rezultatus vertinti taikant
longitudinj metoda.



ISVADOS

Darbe atlikty teoriniy ir empiriniy atviryjy inovacijy klienty Zziniy

integravimo organizaciniy veiksniy tyrimy rezultaty pagrindu formuluojamos
tokios i§vados:

1. Teorinés literattiros analizés metu atskleista, kad atviryjy inovacijy kiirimo

proceso ir klienty ziniy integravimo saveikai, apimanciai specifines klienty Zinias
ir atviryjy inovacijy kiirimo proceso ir klienty Ziniy integravimo veikly tarpusavio
derinima, yra biidingas dinamiskumas ir kompleksiSkumas:

Klienty indélis kuriant atvirgsias inovacijas yra jy Zinios, kurios laikomos
vertingiausiu, taCiau kartu ir sudétingiausiu, organizacijos resursu, nes
pasireiskia skirtingomis formomis, gausa ir kaita. Sioje disertacijoje klienty
zinios apibréziamos kaip aiskiy ir neisreiksty zZiniy dinamiskas derinys,
apimantis skirtingus klienty Ziniy srautus.

Kompleksiskumas pasireiskia per jeinanciy atviryjy inovacijy kirimo
proceso ir klienty ziniy integravimo veikly tarpusavio derinimg. Atviryjy
inovacijy kirimo proceso veiklos apima ziniy gavima, integravima
(inovacijy vystyma) ir komercializavimg. Klienty ziniy integravimas
apibréziamas kaip kryptingas ir nuoseklus procesas, apimantis klienty Ziniy
igijima, dalijimasi jomis, Ziniy jsisavinimg ir jy taikyma.

2. Disertacijoje pagrista, kad atviryjy inovacijy klienty Ziniy integravimo
organizaciniai veiksniai, lemiantys inovacinés veiklos pokytj, pasireisSkia
jvairiomis kombinacijomis ir priklauso nuo organizaciniy skirtumy:

Organizaciniai veiksniai aiSkinami kaip vidinés organizacijos jtakos,
kurios tiesiogiai ir reik§mingai salygoja atviryjy inovacijy klienty Ziniy
integravima. I$skirti organizaciniai veiksniai grupuojami j Keturias grupes,
susijusias su: 1) santykiais, 2) valdymu, 3) strategija ir 4) veikéjais.
Veiksniai, susije su santykiais apima daug veiksniy, kurie susije su
partneriy tarpusavio santykiais ir jy organizavimu. Si veiksniy grupé
atskleidzia, kas yra svarbu sékmingam atviryjy inovacijy kiirimo procesui
per bendradarbiavimo perspektyva. Valdymo veiksniy grupe sudaro
veiksniai, susije su racionaliais klausimais. Si veiksniy grupé apima
esmines vadybos funkcijas: planavimg, organizavimg, vadovavimg ir
kontrole. Veiksniai, susije su strategija apima Klausimus, susijusius su
organizacijos pozilrriu, ateities prognozémis ir pan. Visa tai atspindi
organizacijos tiksly nustatyma ir atitinkamy veiksmy eiga, siekiant
uzsibrézty tiksly. Veiksniai, susije su veikéjais inovacijos kitrimo proceso
metu atspindi tai, kas padeda kurti inovacijas organizacijoje
bendradarbiaujant organizacijai su klientais. Si veiksniy grupé apima
bendradarbiaujanciy veikéjy charakteristikas, kurios gali lemti partnerystés
sékme.
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3.

Organizacija, bendradarbiaudama su klientais jeinanéiy atviryjy inovacijy
kiirimo proceso metu, siekia efektyviai panaudoti klienty Zinias. Klienty
ziniy integravimo efektyvumo parametras atskleidzia, kokiu mastu
organizacija pasinaudoja ziniomis, kurias turi bendradarbiaujantys
veikéjai. Klienty ziniy integravimo rezultatas atskleidziamas per klienty
Ziniy integravimo intensyvumo lygj, kuris atspindi organizacijos Ziniy
poreikio ir Ziniy integravimo veikly naudojimo apimtj. Disertacijoje
remiamasi pazangiuoju Ziniy intensyvumo vertinimo modeliu, laikantis
nuostatos, jog organizacija, integruodama klienty zinias, evoliucionuoja
nuo visisko negebéjimo iki ekspertiskumo.

Organizacijos, integruodamos atviryjy inovacijy klienty zinias, pasizymi
skirtingais klienty ziniy integravimo intensyvumo lygiais, kuriems biidingi
konkretiis bruozai ir savybés. Disertacijoje laikomasi nuostatos, kad
kiekvienas klienty ziniy integravimo intensyvumo lygis pasizymi
skirtingomis  klienty Zziniy integravimo organizaciniy veiksniy
kombinacijomis. Skirtingy klienty ziniy integravimo intensyvumo lygiams
bilidingy organizaciniy veiksniy kombinacijy i$skyrimas yra reik§mingas
atviryjy inovacijy ir Ziniy valdymo literatiirai plétoti.

Remiantis teoriniy koncepty analize ir tarpusavio rySiais, parengta ir

pagrista tyrimo metodologija, kuri prisideda prie atviryjy inovacijy teorijos
plétojimo metodologinés analizés, kuri perspektyviai integruoja ziniomis
grindziama pozirj:
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Siekiant iSskirti, kokios organizaciniy veiksniy kombinacijos lemia
organizacijy priklausymg skirtingiems klienty ziniy integravimo lygiams,
buvo pasirinktas postpozityvistinés epistemologijos su pragmatiska tyrimy
metodika sujungimas. Remtasi abdukcine logika, kuri sujungia dedukcinj
ir indukcinj poziiirius, o tyrimas eina nuo teorinéje dalyje iSskirty
organizaciniy veiksniy empirinés analizés ir gauty tyrimo duomeny link, o
véliau i§ duomeny grjZta prie teorijos, arba priesingai.

Empirinis tyrimas buvo atliktas taikant misraus tyrimo dizaing, siekiant
iSvengti konkretaus vieno tyrimo dizaino ribotumy bei gilesnio ir
iSsamesnio tyrimo klausimo istyrimo, kai tiriamasis klausimas yra tiek
patvirtinancio, tiek apraSomojo pobiidzio. Derinant kiekybinj ir kokybinj
tyrimus, kiekybiskai jvertintos nagrinéjamos priklausomybés statistiniu
reikSmingumu, o kokybiskai pazvelgta | kiekybinio tyrimo rezultatus
giliau, juos plétojant ir paaisSkinant priezastis.

Taikytas netradicinis inovacijos sékmés vertinimas, netapatinant jos su MTEP
veiklos islaidy rodikliais, investicijy graza ar pan., kuris per du indikatorius —
inovacinés veiklos pazangq ir organizacijos atviryjy inovacijy veiklos bitkle —
atskleidé atviryjy inovacijy veiklos pokytj per tam tikrg laikotarpj. Atviryjy
inovacijy veiklos biikle atskleidzia organizacijos ekspertiSkumas Sioje srityje.
O inovacinés veiklos pazanga parodo, kaip pasikeité inovaciné veikla per tris



pastaruosius metus, t. y. kokius esminius atviryjy inovacijy taikymo tikslus
organizacijai pavyko pasiekti.

e Kiekybiniame tyrime pateikta ir pagrista klienty ziniy integravimo
intensyvumo vertinimo metodika, kuri leido iSskirti skirtingais klienty
ziniy integravimo intensyvumo lygiais pasiZzymincias organizacijas ir jy
priklausomybes su organizaciniy veiksniy kombinacijomis bei inovacinés
veiklos poky¢iu.

4. Empiriniais atviryjy inovacijy klienty Ziniy integravimo organizaciniy
veiksniy tyrimo rezultatais buvo jrodyta, kad klienty ziniy integravimas veikiamas
jvairiy organizaciniy veiksniy kombinacijy, priklausomai nuo skirtingy salyguy:

e Taikant apraSomaja statistikg, kiekybinio tyrimo metu isskirti 6 klienty
Ziniy integravimo intensyvumo lygiai (nuo silpno intensyvumo iki auksto)
buvo sugrupuoti i pradininkus (1 ir 2 lygiai), vidutiniokus (3 ir 4 lygiai) ir
ekspertus (5 ir 6 lygiai).

o Kiekybinis tyrimas atskleidé, kad teorinéje dalyje iSskirti ir empirinéje
dalyje tirti organizaciniai veiksniai ir jy grupés demonstruoja teigiama
priklausomybe su inovacinés veiklos pokyciu (atviryjy inovacijy veiklos
biikle ir inovacinés veiklos pazanga).

e Vertinant atskiry organizaciniy veiksniy grupiy sudétyje esanciy veiksniy
priklausomybe nuo klienty Ziniy integravimo intensyvumo, nustatyta, kad
visose grupése pasireiskia po vieng organizacinj veiksnj, kuris turi teigiama
priklausomybe su klienty Ziniy integravimo intensyvumu: atvirumas,
vidiniy ir iSoriniy priemoniy pritaikymas, mechanizmai ir struktiiros, siekis
sukurti produktus, geriau atitinkancius klienty poreikius, bei pasirengimas
ir noras vystyti naujus jgidzius. 18skirti organizaciniai veiksniai sudaro
vieng veiksniy kombinacija, kuri teigiamai veikia klienty Ziniy integravima
organizacijose, kurios pasizymi 3 ar aukstesniu klienty ziniy integravimo
intensyvumo lygiu. Taip pat nustatyta, kad 3 klienty ziniy integravimo
intensyvumo lygio organizacijoms §i teigiama priklausomybé pasireiskia
stipriausiai, taciau kylant organizacijos klienty ziniy integravimo
intensyvumo lygiui, statistinis reikSmingumas turi polinkj mazéti.

e Vertinant organizaciniy veiksniy grupes, nustatyta, kad valdymo veiksniy
grupé yra reik§mingiausia organizacijoms, Kurios priklauso tarp 1 ir 5
klienty ziniy integravimo intensyvumo lygiams su organizaciniy veiksniy
statistinio reikimingumo polinkiu mazéti. Siuo atveju 1 klienty Ziniy
integravimo intensyvumo lygio organizacijoms §i teigiama priklausomybeé
pasireiskia stipriausiai.

e Kiekybinio tyrimo analizé neatskleidé, kokios organizaciniy veiksniy
kombinacijos biidingos ekspertinéms organizacijoms, todél kokybiniame
tyrime, siekiant pagilinti supratimg, buvo tiriama, kokie veiksniai ir jy
kombinacijos veikia tik 6 klienty ziniy integravimo intensyvumo lygiu
pasizyminciose organizacijose.
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Kokybinis tyrimas, atliktas sveikatos technologijy ir biotechnologijy
sektoriuje, leido jvertinti vidinio ir iSorinio integravimo perspektyvas.
Kokybinio tyrimo rezultatai leido iSplésti disertacijos teoringje dalyje
i§skirty organizaciniy veiksniy grupes. Veiksniy grupé, susijusi su
santykiais, papildyta vertés jrodymu, empatija, diplomatija ir pagarba,
isskirtiniu démesiu klientams, lankstumu, geranoriskumu, pasitenkinimu,
socialine atsakomybe, organizaciné kultiira, ilgalaikiy santykiy palaikymu,
jsitraukimo laipsniu ir tautiSkumu. Veiksniy, susijusiy su valdymu, grupé
papildyta klienty jsitraukimo kontrole ir prieZiira, greita reakcija.
Veiksniy, susijusiy su strategija, grupé papildyta orientacija j inovacijas,
orientacija j plétrq ir vieSinimu. Veiksniy, susijusiy su veikéjais, grupé
papildyta konsultacijomis su ekspertais, Svietimu, klienty likesciy
patenkinimu, nuolatiniu tobuléjimu ir turimais resursais.

Kokybinis tyrimas leido patikslinti i$skirty organizaciniy veiksniy grupes
ir kombinacijas pagal organizacijos veiklos rinkg (verslas-verslui ar
verslas-vartotojui).

Kokybinio tyrimo duomeny analizé atskleidé svarbiq atviryjy inovacijy
klienty ziniy integravimo organizaciniy veiksniy ir Ziniy integravimo
mechanizmy sqgsajg. Tyrimo metu nustatyta, kad organizacijos, kurios
veikia verslas-vartotojui rinkose, labiau taiko iracionalius Ziniy
integravimo mechanizmy grupei priskirtus mechanizmus, kurie atitinkamai
veikiami | klientus orientuoty organizaciniy veiksniy kombinacijy.
Organizacijos, kurios veikia verslas-verslui rinkose, taiko kur kas daugiau
Ziniy integravimo mechanizmy, kuriy dauguma yra derinami tarpusavyje ir
sudaro skirtingas iracionaliy ir racionaliy Ziniy integravimo mechanizmy
variacijas (miSriis ziniy integravimo mechanizmai), o tai lemia, kad
organizacijos yra veikiamos ir kur kas daugiau organizaciniy veiksniy
kombinacijy.

Kokybinis tyrimas patvirtino kiekybinio tyrimo metu iskilusig prielaida,
kad vien tik organizaciniy veiksniy kombinacijy nepakanka, norint
efektyviai integruoti klienty Zinias j atviragsias inovacijas. Buvo atskleista,
kad klienty ziniy integravimas yra dinamiskas ir kompleksinis reiskinys,
kuris priklauso nuo jvairiy organizaciniy veiksniy kombinacijy, kurios
skiriasi priklausomai nuo organizacijy veikimo rinky, skirtingy ziniy
integravimo mechanizmy taikymo, atsizvelgimo j skirtingus inovacijos
kiirimo proceso etapus bei perspektyva, i§ kurios tie organizaciniai
veiksniai vertinami, t. y. ko reikia klientams ar kuo turi pasizyméti pacios
organizacijos.
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