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Purpose – The present paper aims to generate and validate a measurement
scale of the distributor knowledge sharing competency (DKSC).
Design/methodology/approach:
- A pool of 50 items were generated on the basis of in-depth interviews with
managers and was analysed using the ‘‘Sphinx’’ software.
- Exploratory Factor Analysis is performed in order to purify the scale
measurement (09 items are retained).
- Confirmatory Factor Analysis is performed in order to assess the reliability
and validity of measure (07 items are retained).
Findings – A pool of 07 items is proposed for the eventual measurement of the
DKSC.
Practical implications a valid and reliable measure of DKSC has been
developed illustrating a knowledge-based innovation capability measurement.
The measurement scale was found to be unidirectional that confirm an
interconnection between the two facets of the construct; the firm’s capability
and distributors’ competency. It proposes an integrative comprehension of
various notions that provide a more holistic picture of Knowledge-based
capability. The proposed DKSC scale is believed to provide managers with the
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opportunity to regularly monitor their distributor’s relationship and its
innovative capability.
Keywords: Distributor’s knowledge; Knowledge management; Innovativeness;
Measurement scale

Introduction
Firms are going beyond operational efficiency and are being structured to
pursue higher order goals such as understanding new market dynamics,
discovering competitors’ arrangements to provide greater customer value,
and achieve long-term competitiveness (Eisenhardt and Schoonhoven 1996).
So, hanging and encouraging knowledge sharing process is become a critical
imperative in marketing channels interactions.
In fact, relationships within the distribution channel must be
mentioned. They are generated by redefining the channel structure, the
relations between the different channel members, the processes that link the
distribution network, the information and knowledge management system
that communicates the whole network, , as well as generating collective
knowledge for developing continued improvement of innovation processes
and market information.
Along the value-added chain (Porter, 1985), goods and services
move from supplier to firm to distributor to consumer and are carried
through two distinctive types of marketing channels: communication
channels, and distribution channels, and distribution channels; 1)
Distribution channel which mean "a mechanism through which a product or
service can be selected, purchased/ordered, and received by a segment of
the firm's customers." In other words, it consists on the transactional
activities related to the physical exchange of products and services between
buyers and sellers, (Peterson et al, 1997) and (2) communication channels
which enable the flow of various types of information between buyers and
sellers.
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Accordingly, for the former type of exchange (distribution
channels), the manufacturers’ distributors’ relationship is based on
transactional exchanges associated with production and sales In this
context, communications technology play a critical role to help distributors
as well as manufacturers to gather and monitor their business transactions.
Communications technology enables distributors to store data relating to
transactional activities systematically and in real time; e.g. the use of EDI or
largest program ECR enables performing the routine transactions between
trading partners and developing closer relationships between distributors
and suppliers (Kurt Salmon Associates, 1993).
However, communication channels which are based on relational
exchanges can be associated with the partnering role of distributors. In this
context, the distributor needs to have a sophisticated knowledge about the
firm’s strengths and weaknesses and opportunities and threats. This
knowledge is needed to identify opportunities and approaches for creating
value.
Distributors can be considered as a partner and as a knowledge
provider to the firm. His closeness to the final customers as well as the
competitors allowed him to acquire competence to collect, interpret then
transfer more accurate and reliable knowledge that once assimilated,
transformed and exploited by the firm can enhance its innovativeness.
Distributors’ knowledge sharing competency (DKSC) is considered as a new
concept that translates the organizational capability to encourage, explore,
and use distributors’ competency to share his market knowledge so as to
arise and improve innovativeness.
The DKSC is an integrative concept that draws from various
conceptualizations such as supply chain management, knowledge-based
view, dynamic capability and the absorptive capacity. Indeed, with the
technology transfer and innovation research, scholars have identified a
number of variables that can affect a successful knowledge-sharing notably
the source’s knowledge-sharing competency, the recipient’s learning mindset and capability (Yeung et al, 1999), the relationship between the source
and the recipient (Hansen, 1999) and the broader environment in which the
sharing occurs (Cummings, 2003).
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This study underlines the centrality sales chain management
networks to firm’s innovativeness (section I), and develop a measurement
scale reliable and valid applying Churchill paradigm (section II).

Literature review
Sharing knowledge with distributors has as primary objective “transaction
cost economics” (TCE); in other terms, the minimization of ‘‘the total cost of
transportation, warehousing, inventory, order processing and information
systems’’ (Stock and Lambert, 1987). Progressively, firms are orienting their
attention to coordinate activities across the sales chain to create value for
customers (Anderson et al., 1997). In fact, the nature of information
exchanged between sale chain partners has evolved from limited
information sharing to sharing of rich knowledge that can anticipate
opportunities and prevent firms from threats.
One of the classical examples of this shared operation is the
partnership between Procter & Gamble P&G and Wal-Mart. In fact, WalMart does more than just distribute Procter & Gamble's goods. It has a
customer database that contains around 43 tera-bytes of data and shares
daily sales information and works with P&G in product warehousing and
replenishment. Thus, the firm proposes more competitive goods that
respond to consumers’ preferences (Shaw et al, 2001). Channel members
must be taken into account when developing conceptual frameworks,
deciding on settings for empirical studies, and interpreting empirical results.
The sharing of channel members’ intelligence can be thought of as
information on the marketplace processed and retained by channel
members that could potentially collect information about customer’s needs,
competitive tactics and strategies, market trends and developments of new
products, technological advances, and the business environment in general.
Moreover, distributors have great communication with their suppliers,
alternative suppliers, competitors, trade associations, and so forth (Siguaw
et al 1998). Thus, distributors are more knowledgeable about their industry,
which results in a greater knowledge and a broader basis of comparison with
their suppliers (Anderson and Narus 1984; Thibaut and Kelley 1959). This
knowledge base of distributors with external benchmarks enables firms to
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compare their market orientation with alternative suppliers and to reduce
their decision making uncertainty (Huber, 1990).
As a result, engaging in a dialogue with diverse and evolving
distribution channels will place a high premium on organizational flexibility.
In fact, as business models are revised and new challenges and opportunities
emerge, the organization will constantly have to reconfigure strategies and
to be more innovative. Thus, the firm with global sales chain partnerships
has the possibility to access the marketing knowledge, standards of
knowledge interchange, and sharing of applications that become critical
success factors to gain competitive advantage.
Sales chain network and open innovation
It is generally assumed that inter-firm networks foster the condition for
innovation by allowing information sharing and knowledge transfer. It
represents a fast means of gaining access to knowledge that cannot be
produced internally. Hence, distributors that have evolved in close
relationship with the firm can process and create intricate webs of
information. Consequently, they may be involved in bringing new
knowledge, differing logics and novel combinations of information that are
critical to innovation ideas (Freeman, 1991).
Different network positions represent different opportunities for an
individual firm to access. Centrally located firms with access to a greater
variety of activities are better able to locate themselves in knowledge rich
positions. This access to knowledge allows the assumption that firms which
are more centrally located will have greater access to knowledge and thus,
yielding greater probability of innovation. A firm occupying a more central
position in an interwoven network is likely to accelerate the rate of
innovation.
So, we have proposed DKSC as a new concept that is not
apprehended as a stock or a set of useful and organized information as
advocated by some authors (Liu et al, 2009; Frazier 2009) but it translates
the organizational capability to encourage, explore, and use distributors’
competency to share his market knowledge so as to arise and improve
innovativeness. Two main dimensions are believed to encompass the DKSC:
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distributors’ competency and firm’s capability. Each of these two dimensions
has a knowledge component attached to it.
Distributor’ competency involves individual’s ability to perform a
specific task in this case sharing valuable and accurate knowledge, using his
know how and based on his skills, experiences and his best practice (Vincen,
2008).
Firm’s capability dimension pertains to the faculty or process that a
firm improves to create and to change us routines, services, products, and
even markets over time. It require organization’s capability to acquire
assimilate, absorb, manage and integrate new information with old
knowledge in order to construct new knowledge that can lead to enhance its
innovativeness.

Methodology
DKSC is a new construct that has not measured previously. In order to
propose a measurement scale, we have applied the paradigm of Churchill,
(1979) for scale generation and development.
1. Exploratory qualitative study:
First we have undertaken an exploratory qualitative study using indepth interviews. The objective of this exploratory study is to understand to
what extent and under what circumstances the organization’s capability to
effectively manage distribution knowledge can lead to improve and enhance
innovativeness. The sample was composed of Tunisian organizations from
different activity sectors as shown in Appendix.1. In-depth interviews were
carried out with marketing managers, new product managers, R&D
managers, and Development Manager using tape recordings and writing
field notes. The interview’s questions are drawn from the DKSC dimensions
as shown in Appendix.2
Interviewees’ verbatim were reviewed and transcribed into a
computer file then coded and analyzed using data analysis software in order
to generate a pool of items for eventual DKSC measurement. The software
used is Sphinx; it offers several ways to navigate (or surf) the text, identify
themes and dimensions of analysis. Also, it provides a range of tools for the
codification of text which can be treated.
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On the basis of in-depth interviews and the extant literature, a pool
of 50 items is derived in coherence with the definitions of the construct
dimensions for eventual DKSC measurement.
2. Exploratory factor analysis for DKSC scale purification:
The purpose here is to show the factor structure of the DKSC scale
that actually emerges from empirical data. To do so, an exploratory factor
analysis is performed in order to purify the developed scale and to examine
its psychometric properties.
The aim of this section is to optimize the measurement scale of the
new construct DKSC by reducing their number by preserving internal
consistency, reliability and without lowering their predictive value. Items are
evaluated using principal components analysis and assessing factor loadings
corrected item-to-total correlations, and Alpha coefficient. Kaiser–Meyer–
Olkin (KMO) tests of sampling adequacy are used to determine the
appropriateness of the data for factor analysis.
Hence, a pilot study is administrated to a convenience sample of 50
firms; in fact, DKSC is proposed to be applied to organization evaluation. It
is believed to provide managers with the opportunity to be close to their
distributors to regularly monitor their innovative capability. So, we
addressed and asked directly the managers such as marketing manager, new
product managers and R&D managers.
The responding managers are contacted at their workplace or by email with a request to participate in a preliminary survey for research
purposes, and to complete and return the attached electronic document that
contained the questionnaire that integrate the list of DKSC items.
a) Appropriateness of exploratory factor analysis:
Exploratory Factor analysis is a statistical method used to uncover
the underlying structure of a relatively large set of variables. It identifies
representative variables from a much larger set of variables for use in
subsequent multivariate analysis. In other words, it consists on reducing the
number of the original scale by preserving the nature and character in order
to simplify the subsequent multivariate analysis (Hair et al, 1998).
Factor analysis is considered to be applied to our data set for tow
raisons. First, the visual inspection reveals a substantial number of
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correlations greater than .30 which is an indication that factor analysis is
appropriate (Hair et al., 1998). Factor analysis is concerned with the
homogeneity of items. A pattern of low correlations indicates a
heterogeneous set of items (Stewart, 1981, p. 57).
Second, Kaiser, Meyer and Olkin have developed the "measure of sampling
adequacy" (MSA) test, which has become the standard test procedure for the
factor analysis. The Kaiser-Meyer-Olkin measure of sampling adequacy tests
whether or not the partial correlations among variables are small.
The MSA criterion indicates the degree to which the variables are
related, and it thus helps in evaluating if using a factor analysis makes sense.
The index ranges from 0 to 1 and can be interpreted with the following
calibration: .90+ marvelous; .80+ meritorious; .70+ middling; .60+ mediocre;
50+ miserable; below .50 unacceptable.
After having obtained the correlation matrix, it is time to decide
which type of analysis to use factor analysis or principal component analysis.
PCA is used when the research purpose is data reduction. Factors, properly
called components, reflect the common variance of variables plus the unique
variance. That is, manifest variables may be conceptualized as reflecting a
combination of total variance explained by the components, plus error
variance not explained by the components. Components seek to reproduce
the total variable variance as well as the correlations, That is, PCA accounts
for the total variance of the variables. While PFA, is used when the research
purpose is causal modeling. PFA seeks the least number of factors which can
account for the common variance shared by a set of variables (Schwarz,
2011). Based on that, we have adopted principal component analysis.
Furthermore, according to Field, (2000) three criteria deciding the
number of factor to extract:
 Kaiser’s eigenvalue-greater-than-one: Retain only those factors with
an eigenvalue larger than 1 (Guttman-Kaiser rule);
 The scree-test criterion: involves the visual exploration of a
graphical representation of the eigenvalues. In this method, the
eigenvalues are presented in descending order and linked with a
line. The point at which the curve first begins to straighten out is
considered to indicate the maximum number of factors to extract.
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Percentage of variance criterion: Keep the factors which, in total,
account for about 70-80% of the variance. In our case; according to
many applications we accept to retain factors that explain at least
50% of the total variance.

The first iteration reveals 14 axes verifying Eigen values greater than
1 with their relative explanatory power as expressed by their Eigen values. As
it is shown in the table 8.1 the one factor solution is deemed appropriate.
Many of the original items have high loadings with the first factor and some
with another factor, but without meaningful consistency. Moreover, the first
tend to be a general factor with almost every item loading significantly, and
it accounts for the largest amount of variance (24,856%) across the three
data sets. The second and subsequent factors are then based on the residual
amount of variance and show lower values. This allows us to think a priori to
the unidimensionality of the construct.
Following iteration 1, inspection of the anti-image correlation matrix
showed that all items satisfied this criterion (MSA>0.5) except items (12, 13,
17, 19, 25, 30 and 33).
Also Items (1), (2), (6), (7), (9), (20), (36), (37), (39), (41), (43) and
(49) were eliminated because they were correlated simultaneously to factor 1
and 2 on the component matrix. Finally, items (3), (5), (18), (38) were
eliminated because they were correlated each one to only one factor
separately.
The inspection of Chrombach α (0.931 for the first iteration) shows
that all items are < 0,937 except items (3), (5), (18), (38), which were
consequently removed.
On this basis we have moved from 50 items to 27 items in the first
iteration with 14 factors having Eigen values>1 and summarizing 74,245% of
the total variance explained (as shown in appendix. 5).
The same process was followed for all iterations. All in all, 7
iterations were performed. At final 9 items were retained across the 7
iterations.
The last iteration gives a comprehensive and theoretically
meaningful interpretation. All the items at this stage met the selected
criterion discussed above and accordingly we can say that the final version
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of DKSC is a 09-items measurement scale. No more items should be
removed.
The following table summarizes the scale measurement purification.
It gives an overview on items deletion (what are reasons behind each item
removal).
Table 1: Reasons of items deletion
Items were deleted for the following reasons:
Iterations/

Communalities<0.5

Component
matrix:
Crossloadings>0,5

α if item
deleted>α of
the overall
scale
Items (3), (5),
(18), (38)

Iteration 1:
50 items

Items(12), (13), (17),
(19), (25), (30) and
(33),

Iteration 2:
27 items

Items (4), (10), (14)
and (16)

Iteration 3:
16 items

No item removed

Items (1), (2), (6),
(7), (9), (20), (36),
(37), (39), (41),
(43) and (49)
Items (21), (34),
(35), (46), (47) and
(48)
Items (26), (40)

Iteration 4:
14 items

No item removed

Item (44)

No item
removed

Iteration 5:
13 items

Item (8)

No item removed

Item (27)

Iteration 6:
11 items

Items (50) and (29)

No item removed

No item
removed

Iteration 7:
9 items

No item removed

No item removed

No item
removed

Item (4),(16),
(35) and (42)
No item
removed

Finally, the Bartlett’s Test of Sphericity, a statistical test for the
presence of correlations among the variables, reveals also if the application
of factor analysis to data sets is both unwarranted and misleading or not.
Principal Components Analysis requires that the Bartlett’s Test of Sphericity
is below the level of significance. As shown in table 8.4, this condition is also
satisfied as p<0.001.
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The following table summarizes the exploratory analysis factor
coefficient regarding 7th iteration.
Table 2: Summary of the EAF regarding 7th iteration
Iteration

α

KM

Bartlett Test of

s

coefficien

O

Sphericity

Numbe

% of

r of

cumulate

variance

axis

d

recapitulate

having

variance

d by the

t
Approx

df

Sig.

% of

. Chi-

Eingen

quare

value>

first axis

1
Iteration
7

.876

.766

196.07

3

.00

4

6

0

2

62.282

50.586

According to the above, we can admit that the data given by the 7th
iterations are appropriate as all criterions are satisfied. The 09 items
retained seem to be a relevant tool for measurement of the distributor’s
knowledge sharing competency without lowering its predictive value.
b) Deriving factors:
The objective of this section is to determine the number of factors
that represent the underlying structure in the data. The goal is to identify
interpretable factors as well as to reach a simple structure (Stewart, 1981).
To do so, the scree plot tests as well as the % of variance explained by factors
are taken into consideration.
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50 items

13items

27 items

16 items

11 items

14 items

09 items

Figure 1: SCREE PLOT ACROSS 7TH ITERATIONS
From the first to the last iteration (09 items), the curve clearly
straightens out at the 1st factor which means that the number of axes that
should be retained is 1.
The first factor confirms this finding as it has an Eigen value>1 and
summarizes 50.596% of the total variance explained which means that our
DKSC scale tends to be unidirectional. This result confirms the theoretical
underpinning of the construct. The following component matrix
summarizes this result.
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Table 3: Retained items features

Retained items after EFA
DKSC scale
measurement
(09 items)

KMO

α

α if item
deleted

communalities

Factor
loading

Item11

.862

.611

.714

Item 15

.935.859

.594

.744

Item 22

.933.861

.611

.736

Item 23

.934.867

.636

.654

.934.869

.537

.644

Item 28

.933.863

.665

.702

Item 31

.932.856

.609

.769

Item 32

.933.864

.609

.696

Item 45

.934.859

.733

.733

Item 24

0,766

0,876

Communalities for the 09-items scale across the three data sets are
provided in table 3. All communalities were greater than 0.50. Hence,
loadings are considered good.
Kaiser–Meyer–Olkin tests of sampling adequacy and Bartlett tests of
sphericity indicated that the data were appropriate for factor analysis. The
final version of the DKSC includes 09 items.
The retained items for DKSC measurement are the following:

DISTRIBUTORS4 KNOWLEDGE SHARING COMPETENCY (DKSC )

DKSC1- Distributors have the competency to ask relevant questions and to
listen to customers.
DKSC2- We can rely on distributors to detect customers’ needs in terms of
functions, forms, price, promotions, services, and credit/terms in order to
fine-tune the marketing mix.
DKSC3- Distributors provide us with information about eventual
opportunities and threats.
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DKSC4- We draw upon distributors’ suggestions to launch new
products/services.
DKSC5- Distributors may permit collaborative test marketing to develop
information for better forecasting of new product sales
DKSC6- The firm’s technology infrastructure encourages distributors’
knowledge transfer.
DKSC7- We adapt and modify our new products/services on the basis of
distributors’ feedback.
DKSC8- We consider that distributors hold more expertise and knowledge
than customers about innovation
DKSC9-Distributors’ integration in the innovation process brings profitability
to the firm by reducing the costs and increasing the speed of new products
introduction.

A new sample was collected to validate the structure of the DKSC
and to demonstrate its reliability. This study is described in the following
section.

Exploratory factor analysis
On this section, we focus on analyzing the factor structure of the
measurement scale of the new construct (DKSC) and evaluating its
reliability. In order to attain this goal, an exploratory factor analysis using
SPSS 18 was undertaken. Principal component analysis as well as,
reliability/coherence analysis, was performed.
A new survey was administrated to a sample of 125 firms from
different activity sectors (industry and services). Respondents are in general;
marketing managers and new product managers.
Here we present in the following table indications that approve the
one-dimensional structure of DKSC construct.
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Table 4: DKSC’s factor structure
DKSC items
DKSC1- Distributors have the competency to ask
relevant questions and to listen to customers.

Α if item
deleted

Communalities

Factor
loading

0.941

0,641

0.801

0.939

0,710

0.843

0.935

0,803

0.896

0.934

0,813

0.902

0.939

0,706

0.840

0.944

0,450

0.671

0.938

0,515

0.845

0.938

0.720

0.848

0.937

0.746

0.864

DKSC2- We can rely on distributors to detect
customers’ needs in terms of functions, forms,
price, promotions, services, and credit/terms in
order to fine-tune the marketing mix.
DKSC3- Distributors provide us with information
about eventual opportunities and threats.
DKSC4-We draw upon distributors’ suggestions to
launch new products/services.
DKSC5-Distributors may permit collaborative test
marketing to develop information for better
forecasting of new product sales.
DKSC6-The firm’s technology infrastructure
encourages distributors’ knowledge transfer.
DKSC7-We adapt and modify our new
products/services on the basis of distributors’
feedback
DKSC8- We consider that distributors hold more
expertise and knowledge than customers about
innovation
DKSC9-Distributors’ integration in the innovation
process brings profitability to the firm by
reducing the costs and increasing the speed of
new products introduction.
Percent of variance explained

70,035

Eigen value

6,303

Kaiser–Meyer–Oklin (KMO) Measure of

0.909

Sampling Adequacy:
Bartlett's Test of Sphericity :
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Approx. Chi-Square

1018.175
0.000

Sig.
Cronbach’s Alpha

0.945

Assessing reliability and validity of DKSC
The previous section of assessing scales reliabilities is exploratory and needs
to be confirmed. So, Confirmatory Factor Analysis is performed in order to
assess the degree to which the specified indicators for each construct did
indeed measure the intended construct.
CFA is used to evaluate the degree of fit between the actual or observed
input on the covariance or the correlation matrix, with the one predicted
from the researcher-defined model. Unidimensionality is demonstrated
when the indicators of a construct have acceptable fit on a single-factor
(Hair et al., 1998, p.611)
The initial model reveals a bad fit. The χ² (27) = 185.69 (P<0.001) and
the χ² /ddl ratio falls outside of the 2-5 range. The RMSEA value is above the
0, 08 levels that is indicative of acceptable fit. The GFI value does not reach
the 0, 9 levels required to indicate good fit. The incremental fit indices of
the DKSC measurement model such as AGFI, NFI, are inferior to 0, 9 which
is indicative of inadequate fit.
As all the items have high loading less than 1.00 and as there aren’t
negative error variances or insignificant error variances, the specification
process is assisted by the inspection of standardized residuals and
modification indices to identify items that cause unacceptable fit. We delete
items that have high standardized residuals in absolute value.
The problem of misspecification seems, to be caused particularly by
the item DKSC1 that has standardized residuals with the item DKSC2 being
greater than 2.58 and which if an error covariance is specified would
contribute to better model fit represents the expected drop in. setting the
error covariance between the two items give an unacceptable model fit (χ²
(26) = 129.3 (P<0.001); AGFI =0.805; AGFI=0.662).
Model specification based on removing the DKSC1 is undertaken.
The model fit still not acceptable. It is possible one further specification
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adding an error covariance between DKSC2 and DKSC3 as suggested by
modification indices and removing DKSC6 that have low factor loading
(0.53) and high standardized residuals can improved the model fit (see table
5).
Table.5: Fit measures of the DKSC construct
Absolute fit measures
χ²
(ddf)
DKSC

45.83
(13)

P

GFI

0,906

AGFI RMR

0,8

0,044

RMSEA

0.143

Increme
ntal fit
measures
NFI
CFI

,949

,962

Parcimony
fit measures
χ² /ddl

3,52

0,000

Figure 2: Measurement model for DKSC construct
Convergent validity is also achieved as the overall fit of the model is
perfect, all factor regression coefficients were significant (p<0.05) and the
correlation of each item with the construct exceed 0.5 (Table 6).
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Table 6: Standardized solution for DKSC measurement model
DKSC construct
T-value

P-value

Standard Error

R2

0.76

9.844

***

0.077

0.57

0.83

11.270

***

0.081

0.68

DKSC4

0.97

14.646

***

0.078

0.94

DKSC5

0.80

10.632

***

0.093

0.64

DKSC7

0.82

11.147

***

0.087

0.67

DKSC8

0.89

12.551

***

0.083

0.79

DKSC9

0.90

12.809

***

0.083

0.81

Indicators

Standardized Loading

DKSC2
DKSC3

The composite reliability=0.87
The variance-extracted = 0.5

The composite reliability:
(0,76+0,83+0,97+0,80+0,82+0,89+0,9)2/[(0,76+0,83+0,97+0,80+0,82+0,89+0,
9)2+(0,57+0,69+0,93+0.64+0,68+0,78+0,80)]= 0.87.
The variance-extracted:
(0,762+0,832+0,972+0,802+0,822+0,892+0,92)/[(0,762+0,832+0,972+0,802+0,
822+0,892+0,92)+(0,57+0,69+0,93+0.64+0,68+0,78+0,80) ]= 0.5

Conclusions
The present research conceptualizes firm’s innovativeness capability in
which distributor’s knowledge competency is embedded in. it provides a
theory for modeling the relationships between firm’s innovativeness and
distributors’ knowledge management. By apprehending that distributors
may be considered as a strategic actor to help and enhance firms on their
opening to innovativeness, a new construct labeled Distributors Knowledge
Sharing Competency (DKSC) is proposed; it is believed to enrich our
understanding of innovation management.
Various methodologies were utilized and several intermediate steps
were taken for scale generation and development process. As first step in-
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depth interviews were used. Verbatim analyses were performed using Sphinx
software. On the basis of in-depth interviews and on previous literature, a 5
items scale was proposed as a tool for DKSC measurement.
In the second step, a preliminary survey was conducted to purify the
50 items scale and to examine their psychometric properties. Then, we have
conducted an exploratory factor analysis was conducted on a convenience
sample of 50 firms. Principal Axis Factoring (PAF) and reliability analyses
were used for DKSC operationalization. The results have shown that DKSC
is a unidirectional measurement scale. As a result of EFA, 9 items were
retained. At final and after the confirmatory factor analysis 7 items were
retained for the DKC measurement scale.
By deploying a DKSC, the firm acknowledges the importance of
their distributors in developing an advanced market orientation. Second, by
exploit the two dimensions of the DKSC the firm could develop an
organizational capacity concerning how does employees act on distributors’
knowledge in order to enhance its innovativeness.
Managers should think more about (1) how to encourage and extract
knowledge from their distributors specially knowing that the latter has a
knowledge potential about both customers and competitors (via
socialization, market studies, distributors rapport, meeting, in-depth
interviews . . .), and (2) how to deploy this knowledge to innovativeness
ends. In other words, how to acquire, assimilate, transform and exploit
knowledge provided by distributors to enhance and improve firm’s
innovativeness.
The scale measurement that we have proposed could be considered,
for organizations, as a tool that could guide managers in their innovations
projects. It is intended to help them in their decision making regarding new
product development projects and to evaluate to which degree their
organization is endowed with this capability and how it could be deployed
to ensure performance. We suggest that, to succeed in these projects, the
organizations should move from passive to active involvement of their
stakeholders focusing, in this case, on their distributors’ knowledge as an
intellectual capital engine of innovation performance.
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Appendices:
Appendix 1: Sample characteristics
Organization’s
activity sector
Food industry
FI 1
FI2
FI3

Pharmaceutical
industry
PhI 1
PhI 2
Textile industry
TI 1
TI2
TI3

Other
manufacturing
industry
OMI1
OMI2
Telephonic
operators
TO1
TO2

Interviewee
function

Interviews:
time spent

Number of
organizations

Marketing
manager
Marketing
manager
Development
Manager

1 h 30 min
55 min
35min

3

R&D manager
R&D manager

2h
1h40 min

2

Marketing
manager
Marketing
manager
R&D manager

45min
50min
1h10min

3

R&D manager
New product
manager

55 min
1h

Marketing
manager
Marketing
manager

45min
40min
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Appendix 2: Interviews guide
DKSC
dimensions
Sub-dimension
1:
Types of
distributors’
knowledge.

Theme 1: Perception of
importance of distributors’
knowledge

Interviews guide
-

-

-

Sub-dimension
2:
Distributor’s
Sharing
knowledge as a
process

-

-

-

Sub-dimension
1:
Firm’s capability

-

-

Theme 2: distributors’
knowledge
consequences/outcomes

Sub-dimension
2:
Knowledge
outcomes

-

-

21

What does distributor
knowledge mean to you?
Meanings / significance from
firm perspective.
What type of knowledge can
be shared with distributors?
(knowledge about
customers/knowledge about
competitors)
To what extent can the
distributor be a source of
useful knowledge to the firms?
According to you, how did the
distributor gather his
knowledge?
Do you think that the
distributor has the
competency to level and
interpret valuable and
consistent information?
How did the organization get
knowledge from its
distributors?
How should firms handle
distributor’s knowledge?
How does the organization
learn from handling
distributors’ knowledge
properly?
What are the benefits of
appropriate distributors’
knowledge for the firm in term
of innovativeness
extendibility?
Give specific examples of
knowledge sharing that
contributed to a particular
innovativeness.
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Appendix 3: List of items-scale submitted to the exploratory Factor
Analysis
1
1
2
3
4
5
6
7
8
9
10
11
12
13
14
15

16
17
18
19
20
21
22
23
24
25

Innovativeness is improved by a continuous collaboration between the
firm and its stakeholders.
Collecting knowledge about customers and competitors allow us to be
accurate in developing new products.
The distributor is considered as a partner.
The distributor is considered as a member of our staff.
The distributor becomes identifies with our company.
The distributor is considered as a source of feedback for the company.
Distributors’ knowledge of customers helps the firm to create new
products
Distributors’ closeness to the customers endows them with a precious
knowledge about the market.
Distributors receive and analyze customers complains.
Distributors are more knowledgeable about customers’ needs than
customers themselves.
Distributors have the possibility to ask relevant questions and to listen to
customers.
Distributors have the possibility to initiate a dialogue with customers.
Distributors have the possibility to observe customers’ purchasing
behavior.
Distributors have the competency to identify gaps in the product space
which give the firm new options for product development.
We can rely on distributors to detect customers’ needs in terms of
functions, forms, price, promotions, services, and credit/terms in order
to fine-tune the marketing mix.
Distributor provides us with a lot of knowledge related to our
competitive advantage.
Distributor provides us with a lot of knowledge related to the market
potential in the future.
Distributor provides us a lot of knowledge related to the competitors’
intention to introduce new product.
Distributors can advise us on advantageous positioning of future product
introductions that would impact the competitor.
Distributors inform us about the product range of competitors.
Distributors can inform us about the competitors’ strengths and
weaknesses.
Distributors provide us with information about of eventually
opportunities and threats.
We draw upon distributors’ suggestions to launch new products/services.
Distributors may permit collaborative test marketing to develop
information for better forecasting of new product sales.
Distributors usually pretest the new products/services in order to detect
the necessary improvements before the final launch.
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26
27
28
29
30
31
32
33
34
35
36
37
38
39
40
41
42
43
44
45

46
47
48
49
50

Distributors intend to share their experience or know-how with other
organizational members.
Distributors rely on his experience and their expertise to interpret and
select valuable knowledge.
The firm’s technology infrastructure encourages distributors’ knowledge
transfer.
Distributors’ knowledge is acquired through in-depth interviews, reports,
direct contact.
We always meet with our distributors to talk about customers’
intentions, problems and needs during the innovation process.
We adapt and modify our new products/services on the basis of
distributors’ feedback
We consider that distributors hold more expertise and knowledge than
customers in innovation
Reports of our distributors are recorded in electronic databases.
Distributors are encouraged to provide the firm with the knowledge at
any time.
Employees are encouraged to disseminate distributors’ knowledge with
other colleagues.
Our distributors work with us as a team.
Firm’s technology infrastructure is available to disseminate distributors’
knowledge
We initiate employees to use technology infrastructure for effective
management of our distributors’ knowledge.
Distributors’ knowledge is transmitted throughout departments.
Distributors’ knowledge sharing encourages us to enhance our capacity
to innovate
Distributors’ knowledge sharing creates a dynamic atmosphere and
motivates innovativeness
Marketing personnel spend time discussing with distributors.
Our staff takes seriously distributors’ knowledge.
Our staff classifies distributors’ knowledge for better decision making.
Distributors’ integration in the innovation process brings profitability to
the firm by reducing the costs and increasing the speed of new product
introductions.
Knowledge that is accumulated from the distributors is shared widely
within the organization, stored as part of the company’s knowledge-base
We usually meet our distributors in order to exchange ideas during the
product/service innovation process
Fairs and visits facilitate the sharing of ideas between employees and
distributors.
We tend to learn from our distributors’ experiences to succeed in new
innovation process.
We communicate knowledge about new products/services for
distributors.
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Appendix 4: Total Variance Explained (first iteration)

Component

Initial Eigenvalues
Total

Extraction Sums of Squared Loadings

% of Variance Cumulative %

1

12,428

24,856

2

3,674

7,349

32,205

3

3,227

6,454

4

3,156

5

Total

24,856 12,428

% of Variance Cumulative %
24,856

24,856

3,674

7,349

32,205

38,659

3,227

6,454

38,659

6,313

44,972

3,156

6,313

44,972

2,508

5,017

49,989

2,508

5,017

49,989

6

2,338

4,675

54,665

2,338

4,675

54,665

7

1,973

3,946

58,611

1,973

3,946

58,611

dimension0 8

1,817

3,634

62,245

1,817

3,634

62,245

9

1,730

3,460

65,705

1,730

3,460

65,705

10

1,571

3,143

68,847

1,571

3,143

68,847

11

1,496

2,991

71,839

1,496

2,991

71,839

12

1,417

2,834

74,673

1,417

2,834

74,673

13

1,269

2,537

77,210

1,269

2,537

77,210

14

1,215

2,429

79,640

1,215

2,429

79,640

15

,992

1,984

81,623

Extraction Method: Principal Component Analysis.
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Appendix 5: Total Variance Explained: Second iteration

Component

Initial Eigenvalues

Extraction Sums of Squared Loadings

Total % of Variance Cumulative % Total % of Variance Cumulative %
1 8,788

31,387

31,387 8,788

31,387

31,387

2 2,653

9,473

40,860 2,653

9,473

40,860

3 2,170

7,749

48,610 2,170

7,749

48,610

4 2,034

7,265

55,874 2,034

7,265

55,874

dimension0 5 1,528

5,456

61,330 1,528

5,456

61,330

6 1,427

5,096

66,426 1,427

5,096

66,426

7 1,102

3,935

70,362 1,102

3,935

70,362

8 1,087

3,883

74,245 1,087

3,883

74,245

9

3,235

77,480

,906
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