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Abstract 

Purpose- Customer knowledge management (CKM) is emerging as sustainable competitive tool which is 
helpful for the organizations in achievement of their goals. Among extant literature, CKM has positive 
impact on business performance, whereas little research concerns about how organizational structure 
influences business performance through knowledge management (KM) activities. This study aims to 
explore the role of organizational structure as a moderator between CKM and business performance.  
Design/methodology/approach-The population of the study was banks of Pakistan. Data were collected 
from 301 employees of banks with the help of convince sampling and was analysed by using regression 
analysis.  
Findings-The results of the study indicate that CKM (knowledge from customer, knowledge about 
customer and knowledge for customer) has positive impact on the business performance (operational and 
financial) with the moderating role of the organizational structure. It was confirmed that organizational 
structure acts as a moderator between CKM and business performance.  
Practical Implications-This study is useful for banking industry to improve their customer relationship 
management. Therefore, it is essential for banks to include CKM into their policy making for improvement 
of their organizational performance. 
Originality Value- Moderating mechanism of organizational structure has not been examined between 
customer relationship management and business performance. 
Keywords- Customer Knowledge Management, Organizational structure, Creativity, Business 

performance 
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1. INTRODUCTION 

The idea of knowledge management has taken much thought and is anticipated to get more 

consideration in future. Execution of the standards of this phenomena is new to Pakistan. CKM 

uses data and information acquired from clients to attain innovation in the organization and to 

meet client necessities. In the past investigations customer information was overlooked and if 

talked about, at that point the blend of these factors like CKM, business performance and 

organizational structure was not thought about (Taherparvar, Esmaeilpour and Dostar. 2014). 

In modern era, KM in general and CKM specifically, has emerged as key asset of creative 

performance. The skill to generate knowledge is not sufficient  yet, to have lessons from it can 

turn out to be an upper hand in light of the fact that the age of inventive learning and innovative 

data today will develop as the core information in future (Abou-Zeid and Cheng 2004). Larger 

part of the current research here has concentrated on featuring the advantages related to CKM. 

Drawing on Knowledge based view, knowledge is considered as an asset of the organization. 

So also, one essential perspective is that CKM builds sharing of thoughts and encounters 

among clients and additionally amongst firms and clients. This sharing advances inventive 

thoughts and development. To perform better in the world, firms require to disseminate 

information within firms (L. Sanders Jones and Linderman 2014). Persistent advancement and 

knowledge management give associations to the expected edge to increase upper hand (Joshi, 

Chi, Datta and Han, 2010). By adopting this system, modern organizations use CKM to support 

clients in learning of organiation. As of late, this contemporary phenomena  has been regarded 

as hotspot for innovation capability and business execution (Tzokas and Saren 2004); (Rollins 

and Halinen 2005) (Rauniar, Doll,  Rawski and Hong,2008). 

 In this contemporary period clients are ending up more cognizant, caution and inventive and 

can impart their encounters and thoughts to different clients effortlessly (Taherparvar, 

Esmaeilpour et al. 2014). Customer knowledge management is the improved phenomenon of 

KM, which expresses that customers ought to be regarded as partner of the firms (Sulaiman, 

Ariffin, Esmaeilian, Faghihi and Baharudin, 2011). It is taken as vital device in accomplishment 

of execution objectives(Fidel, Schlesinger and Cervera, 2016). CKM covers three dimensions as 

knowledge from customers, knowledge for customers and knowledge about customers. As per 

(Wu, Guo and Shi, 2013), CKM enhances value to the organizations and encourages them to 
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accomplish characterized objectives and increase upper hand over contenders, and in the end 

get an immense share of the overall industry.  

The empirical context of this article is private banks of Pakistan. We select the context of 

Pakistan because Banking sector is playing leading role in the growth of it’s econoy. Despite 

facing unfavorable market conditions, this sector has witnessed tremendous growth. Private 

banks hold 80 percent of the banking resources which is the basic rationale to choose this 

sample (FBR, 2013). 

1.1 Customer Knowledge Management 

Customer knowledge management urges clients to disseminate  significant data and their 

encounters to unravel their problems (Rasula, Vuksic and Stemberger, 2012). CKM is another 

approach utilized by the organizations in which all the points of interest, data, encounters, 

learning and thoughts are accumulated from the clients and every one of these things are used 

by the organizations for the procedures of the associations (Taherparvar, Esmaeilpour et al. 

2014).According to (Smith and McKeen 2005) Valuable discourse and powerful and with clients 

is center capacity of firms. Scarcely any associations can oversee and use this data to include 

an incentive for the clients and to enhance firm execution.  

1.2 Organizational Structure 

Organizational structure is really configuration that helps association in accomplishing firms’ 

objectives (Ingham 1992). It characterizes practices and strategies as undertaking 

responsibility, asset distribution, coordination and supervision that advances firms in the 

direction of objective achievement (Child 1972). Two basic categories of organizational structure 

are there as organic organizational structure and  mechanistic organizational structure (Csaszar 

2012). Latter type of   structure centers around centralization and institutionalization while prior 

one stresses on shared modification and decentralization. Similarly, latter one advances 

composed correspondence while prior one centers around verbal correspondence (Yuanhui Li, 

Zhu et al. 2013). Organizational structure is really picked based on the sort of the business 

however it is for the most part watched that those association which have faith in workers 

abilities, esteem their input, settle on them a player in basic leadership process appreciates a 
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greater number of points of interest than those associations which center around centralization 

(Holagh, Noubar and Bahador, 2014).  

 

1.3 Business Performance 

Business performance actually combines analytical processes and management of the 

organization to achieve its pre- determined targets and goals (Wei Wu, Hao et al. 2012). 

Business performance is actually measurement of firms working how well goals of the firms are 

being achieved. Business performance is consisted of both types of performances which are 

financial and operational performance of the firm (Rasula, Vuksic and Stemberger, 2012).  

Financial performance is the measurement of how effectively an organization utilizes its 

resources and assets to generate revenue and profit (Najmabadi, Rezazadeh et al. 2013). 

Financial performance examines whether an organization efficiently and defectively consumes 

it’s all assets to generate profit more than its consumption. Operational performance is 

measurement of all activities and procedures against the benchmark and standards of 

efficiency, effectiveness, productivity, environmental responsibility set by the organization and 

law (Fernandes, Morales et al. 2006). Operational performance includes all activities which are 

occurring in the organization that have impact on the achievement of its targets and as well as 

on environment and the firm’s reputation. 

2. CONCEPTUAL FRAMEWORK AND HYPOTHESES 

By going through all discussion, for the study the research model is mentioned in figure 1. The 

independent variable for the research is CKM which consists of further three factors (knowledge 

from customer, knowledge for customer and knowledge about customer) while organizational 

structure is taken as moderator. Business performance covering both financial and operational 

aspects is dependent variable (Taherparvar, Esmaeilpour et al. 2014) . 

2.1 Customer Knowledge Management and business performance 

Cooperation with customers is the key information that affects the inventiveness of the 

association. Customer knowledge management positively influences the market position as well 

as financial performance of the firm (Fidel, Schlesinger and Cervera, 2015). Each type of 

knowledge has deep impact on the firm performance, specifically knowledge obtained from 
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outside of the organization i.e, customer knowledge brings dramatic change in organizational 

performance  (Fernandes, Morales et al. 2006). 

Customer relationship should be understood efficiently so that there may be no ambiguity in its 

execution. Customer relationship is based on extracting and sharing knowledge from and with 

customers respectively. Customers’ knowledge and relationship are the source of success for 

the company (Akgün, İmamoğlu et al. 2014).According to Yang (2010), better performance 

against competitors is also a source of competitive advantage for the company, so competition 

exists between the firms and in this situation customer knowledge management act as effective 

firm capability. If any organization wants to improve organizational performance than it is not 

knowledge but important thing is the firms’ skills and abilities required to apply this knowledge 

effectively. Customer knowledge and its correct implementation in the whole system bless 

company with the sustainable competitive advantages and improved performance (Tseng and 

Lee, 2014). 

This generates our first hypothesis as mentioned in (Figure 1). 

H1: Customer knowledge management has significant impact on business performance. 

2.2 Organizational Structure and Business performance 

Organizational structure acts as a base and leading path for all practices exercised in an 

organization that is why organizational structure impacts on organizational performance Ingham 

(1992). Organization policies and structure should be designed and utilized in a way that it 

compensates the shortcomings and hurdles faces by the individuals Csaszar (2012). 

Organizational structure manages to explore more for the organization and besides this to 

exploit efficiently the resources of the firm. In this way organizational structure helps 

organizations in achieving settled targets and goals (Menguc and Auh 2010). 

If organizational structure is flexible than innovativeness in the organization will be promoted 

which ultimately leads towards better firm performance and more target achievement and of 

organizational structure are rigid than there will be less chances of creativity and there will be no 

growth and firm cannot move towards its goals (Najmabadi, Rezazadeh et al. 2013). If 

organizational structure favors the actions taken by employees and management then there are 



South Asian Journal of Banking and Social Sciences,  

Vol. 03, No.01 (2017), ISSN: 2410-2067 
© Institute of Banking & Finance, BZU Multan 

 

65 

 

maximum chances that firm will reap the benefits of its human and as well as other resources 

(Andrade and Joia,. 2012) 

Second hypothesis is deduced in the way as explained in (Figure 1). 

H2: Organizational structure acts as a moderator in the relationship between customer 

knowledge management and business performance.  

Figure 1 : Conceptual Model 

 

3.  RESEARCH METHODOLOGY 

3.1 Sample 

Convenience sampling technique was adopted and sample of this study was banks of Southern 

Punjab, Pakistan, which included Bank ALFALAH, MCB Bank, HBL, FINCA bank, Khushhali 

Bank, and NRSP Bank. Questionnaires were distributed to 400 respondents and 301 responses 

were received causing response rate of 75.25%. 
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 3.2 Measures 

3.2.1 Measurement of Customer Knowledge Management 

Construct covering three dimensions of CKM is adopted from (García-Murillo and Annabi 2002), 

(Gebert, Geib, Kolbe and Riempp, 2002)and (Gebert, Geib, Kolbe and Brenner, 2003).  

3.2.2 Measurement of Business Performance 

Data related to business performance (financial and operational) was gathered respectively 

from (Inman, Sale et al. 2011) and (Wang and Wang 2012). The purpose of construct related to 

financial performance is to measure the profits and financial condition of the bank. It is about 

profit records of the bank, how much and how many customers have deposited in the bank 

accounts and how many shareholders are interested in the specific bank for the investment 

purpose. The purpose of the construct related to operational performance is to examine that 

operations of the banks are working properly and management of the bank is effective or not. It 

is about measurement of the satisfaction, banks are providing the services they have promised. 

It interrogates how bank controls the expenses and cost of the system. It evaluates the ability of 

bank systems and departments to complete the responsibility and assigned task within specific 

time limit. Moreover it evaluates previous bank records, performance and checks the 

managerial skills of the employees in the bank. 

3.2.3 Measurement of Organizational structure 

 Construct of organizational structure is adopted from (Lai 2013). The goal of this construct is to 

recognize what sort of structure each bank should receive and how the air of the association 

impacts development. 

3.3.3 Procedures 

Responses have been collected via questionnaire for this causal study. 25 questions are 

regarded based on ordinal scale rated on five points Likert type scale ranging from (1=strongly 

disagree, to 5=strongly agree). 
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4.  ANALYSIS 

4.1 Reliability 

The reliability of the scale is measured from Cronbach’s Alpha value. Number of the questions 

and as well as number of respondents affect this value in the instrument. Items which have 

Cronbach’s alpha value higher than 0.7 is regarded acceptable and satisfactory.  Cronbach’s 

alpha value for all the variables; Knowledge for customer, knowledge about customer, 

knowledge from customer (I.V), financial performance and operational performance (D.V) and 

Organizational structure (Moderator) is higher than 0.7 that confirms that all items are reliable 

(Table 1). 

Table 1:  Reliability Statistics 

Construct No. of items Cronbach’s Alpha 

Knowledge From Customer 4 .863 

Knowledge for Customer 4 .826 

Knowledge about Customer 7 .709 

Organizational Structure 5 .837 

Financial performance 5 .772 

Operational Performance 5 .857 

 

4.2 Correlation Analysis 

The purpose to conduct Correlation analysis is to illustrate the relationship and association 

between dependent, independent and moderating variables. The values of correlation 

coefficients must be in the range of -1 to +1, the values which are closer to +1 display strong 

direct relationship between variables while the values closer to -1 show strong inverse 

relationship among the variables. In the table below the values of correlation coefficients are 

mentioned which display the direction and strength of the inter relationship of the variables. The 

coefficient of correlation between Knowledge for customer and organizational structure is .705 

which displays strong and direct relationship between these variables. The coefficient of 

correlation between organizational structure and financial performance is .583 which proves 

strong and direct relationship between these variables. The coefficient of correlation between 
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organizational structure and operational performance is .780 which proves strong and direct 

relationship between these variables. The results in the (Table 2) show that all the variables are 

directly and positively correlated with each other and all relationships are significant. 

Table: 2 Correlation Analysis 
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Knowledge 
from 

Customer 

Knowledg
e for 

Customer 

Knowledg
e about 

Customer 

Organizati
on--al 

Structure 

Financial 

Performan-
ce 

Operational 

Performance 

Knowledge from 

Customer 

Pearson Correlation 1 .665** .638** .619** .490** .650** 

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

N 301 301 301 301 301 301 

Knowledge for 

Customer 

Pearson Correlation .665** 1 .675** .705** .571** .693** 

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

N 301 301 301 301 301 301 

Knowledge about 

Customer 

Pearson Correlation .638** .675** 1 .642** .494** .634** 

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

N 301 301 301 301 301 301 

Organizational 

Structure 

Pearson Correlation .619** .705** .642** 1 .583** .780** 

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

N 301 301 301 301 301 301 

Financial 

Performance 

Pearson Correlation .490** .571** .494** .583** 1 .632** 

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

N 301 301 301 301 301 301 

Operational 

Performance 

Pearson Correlation .650** .693** .634** .780** .632** 1 

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

N 301 301 301 301 301 301 

**. Correlation is significant at the 0.01 level (2-tailed).    
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4.3 Multiple Regression Analysis 

4.3.1 Direct Impact of Customer Knowledge Management on Business Performance 

The impact of customer knowledge management is examined over business performance. The 

model proves direct relationship between independent variable customer knowledge 

management to business performance. The significance level is 0.000 between variables. 

Values for regression analysis are mentioned below. 

 

 

  

 

Direct effect of Customer Knowledge Management and Business Performance 

Table 3: Regression Analysis of CKM and Business performance 

Relationship R2 F Β 

 

Customer Knowledge 
Management and 

Business Performance 
 

.546 

 

359.326 

(0.000) 

 

 

.739 

(.000) 

 

 

R square value is .546 that displays 54.6% change in business performance is due to customer 

knowledge management (Table 3). 

In the (table 3) value is .739 that confirms that 1% variation in customer knowledge 

management causes 73.9% variation in business performance. When effect of CKM was 

checked on business performance beta value was 0.739 (sig. level 0.00), which confirmed direct 

and positive association prevailed between CKM and business performance.  

Business 

Performance 

Customer Knowledge 

Management 
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4.3.2 Moderating role of Organizational Structure between Customer Knowledge 

Management and Business Performance  

The study tests role of organizational structure as moderator in between Customer knowledge 

management and business performance  

Y = β0 + β1X1 + β2X2 + β3X3 + € 

Y displays (Financial performance, operational performance), scores of Customer 

knowledge management is represented by X1, regression coefficient of all customer knowledge 

management dimensions is β1, standardized values of organizational structure are shown by X2 

is β2  shows means and coefficient of organizational structure, interaction term (X3  = X1  * X2) 

of the standardized values of organizational structure and Customer Knowledge management 

(Knowledge for customer, Knowledge from customer & knowledge about customer) is X3. 

Regression coefficient of interaction term is shown by β3. 

Table 4: Criterion: Business Performance 

Variables R2 F Β 

Customer Knowledge 

Management 

 

Organizational Structure 

 

With Moderator  

.546 

 

 

.093 

 

.612 

359.326(0.000) 

 

 

76.364(0.000) 

 

6.558(0.000) 

.739(0.000) 

 

 

.455(0.000) 

 

.669 (0.000) 

 

According to the table 4, organizational structure acts as a moderator between customer 

knowledge management and business performance as beta value as P Value < 0.05 and R 

square value has been increased from 0546 to 0.612 when organizational structure is taken as 

moderator between CKM and business performance. 
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5. CONCLUSION 

This study investigated how CKM affected business performance (financial performance & 

operational performance) of the banks when organizational structure is taken as a moderator. 

Other than that, the research likewise checked that if the relationship existed amongst predictor 

and criterion factors then what role organizational structure played as moderator and influenced 

the association. To accomplish the objectives of the study, sample of the study was banks of 

Southern Punjab. Information was collected via survey technique. The results of the study 

concluded that CKM positively influenced business performance of the banks and organizational 

structure acted as moderator between the two variables. Proper organizational structure boosts-

up the relation of the two variables. Therefore, it is essential for banks to include CKM into their 

policy making for improvement of their organizational performance.  

 

 6. RECOMMENDATIONS FUTURE RESEARCH DIRECTIONS 

Ascertained and deliberate endeavors ought to be practiced to actualize the essential of CKM 

into the practices and strategies of the banks that would be in the best interest of the banks. The 

administration of the banks should present such components by which input from the clients can 

be sought straight. Future research should focus some other firms like: insurance companies, 

SMEs, and manufacturing firms etc.  
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