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ABSTRACT: The purpose of this research is to empirically investigate the relationship between Marketing knowledge and
corporate brand image with mediating Role of Service marketing innovation in Alexandria Water Co. The objectives of This research
are to investigate how Marketing knowledge affect corporate brand image, to examine how Marketing knowledge affect Service
marketing innovation, to identify how Service marketing innovation affects corporate brand image, to investigate the mediation role
of Service marketing innovation between Marketing knowledge and corporate brand image and to develop a framework for the
relationship between Marketing knowledge and corporate brand image in Alexandria Water Co. using structural equation modelling.
The methodology will be based on quantitative analysis by using a questionnaire tool to gather required data and structural equation
model analyses (SEM) using AMOS software version 25. The main conclusions drawn from this study are the direct effect between
marketing knowledge and corporate brand image is statistically significant, the direct effect between marketing knowledge and
service marketing innovation is statistically significant, the direct effect between service marketing innovation and corporate brand
image is statistically significant. Finally, the study found that the service marketing innovation mediates the relationship between
marketing knowledge and marketing knowledge.
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INTRODUCTION

It is undeniable that there is significant knowledge revolution in the field of information specifically through the last few decades
which has raised the question of ". Who has the knowledge, owns the creative strength and competitiveness? In addition, modern
organizations look at knowledge as the solid base for the concept of innovation, creativity and development. In addition to that, they
always seek achieve effectiveness, efficiency and outstanding performance. due to that factor, it is seen that the organizations
continuously develop its objectives and products that satisfy the needs and desires of consumers in the target markets based on that,
it is necessary for organizations to gain the renewable knowledge and compose an intellectual capital of high value which gives
organizations a great competitive and effective advantage in light of knowledge economy and the feedback of the market status.
(Abu Fara, 2004)

The phrase, “We live in a service economy,” has become ubiquitous. Everywhere in the world, the service sector is growing, such
that it accounts for 70 percent or more of the gross domestic product (GDP) in countries such as the USA, UK, France, and Germany,
even as the manufacturing sector steadily declines (IMD World Competitiveness Yearbook, 2012).

After decades of development, services have not only dominated our daily lives but also become the most effective driving engine
of the world economy, as evidenced by its 53.2% share of Egypt’s gross domestic product (GDP), (World Bank, 2021). The decrease
of manufacturing’s share of GDP largely reflects lowering prices of goods relative to services (The Economist, 2005).

In a growing pace, many countries started fostering not only innovation in general (Carvalho, et al., 2018), but especially service
innovation as a way to face new societal and business challenges (Gallouj, et al., 2015), while companies pursue different innovation
strategies to become more competitive in the market (Li, et al., 2018).

Economically, services have been linked to longer-term and more stable sources of revenue, which may protect firms during
economic downturns or periods of commaoditization (Cusumano, et. al., 2006). Furthermore, service-dominant orientation was found
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to affect positively firms’ marketing and technological capabilities which, in turn, affect not only customers’ satisfaction but also
firms’ performance (Ta & Yang, 2018). The study was guided by the following objectives:

1- To investigate how Marketing knowledge affect corporate brand image

2- To examine how Marketing knowledge affect Service marketing innovation

3- To identify how Service marketing innovation affects corporate brand image

4- To investigate the mediation role of Service marketing innovation between Marketing knowledge and corporate brand
image

5- To develop a framework for the relationship between Marketing knowledge and corporate brand image in Alexandria

Water Co. using structural equation modelling.

2. LITERATURE REVIEW
Marketing knowledge is considered as the independent variable, Service marketing innovation is considered as the mediator variable
and corporate brand image is considered as the dependent variable.

2.1 Marketing Knowledge
Marketing knowledge has been conceptualized as “market information” which needs to be processed through knowledge acquisition,
information distribution, information interpretation and organizational memory (Hanvanich, et al., 2003).

Rossister (2001) defined marketing knowledge as what marketing academics and consultants teach and marketing managers use in
formulating marketing plans, and it must exist independently of practitioners’ ability to use it, so that marketing knowledge can be
documented and shared between individuals.

Marketing knowledge describes organized and structured information regarding markets, customers, competitors and trends. The
term marketing knowledge management involves the generation, dissemination and storage of marketing knowledge. The process
perspective of knowledge management holds that knowledge generation is the process by which knowledge is acquired. Meantime,
knowledge dissemination describes the process by which knowledge from different sources is shared and creates new knowledge or
understanding, and knowledge storage is the means by which knowledge is stored for future use (Tsai & Shih, 2004).

According to Gold, et al, (2001) knowledge management grouped into four processes:

1. Knowledge acquisition which defined as the process by which knowledge is obtained. This process has many terms:
generate, seek, and create. The creation of organizational knowledge requires the sharing and dissemination of personal experiences
and it is partly based on an organization’s absorptive capacity which is the ability to use prior knowledge to recognize the value of
new information, and apply it to create a new knowledge and capabilities.

2. Knowledge conversion: is developing a framework for organizing and structuring the obtained knowledge from different
sources to make the existing knowledge useful. This process promotes consistent representation, reduces redundancy, improves
efficiency, and helps organization to replace knowledge that has become unusual.

3. Knowledge application: is the actual use of the knowledge including effective knowledge storage and knowledge sharing.
4. Knowledge protection: is the process by which knowledge is protected within an organization from illegal or inappropriate
use or theft. Protecting knowledge from illegal and inappropriate use is essential for a firm to earn and maintain a competitive
advantage

2.2 Service marketing innovation
According with Organization for Economic Co-operation and Development OECD & Eurostat (2005) there exist four types of
innovation:

1) product innovations, referring to significant change in the characteristics of goods and services, meaning new products and
improved existing products;

@) process innovations, referring to significant changes in the methods of product and distribution;

3) organizational innovations, referring to the implementation of new methods of organizations; and

4) marketing innovations, referring to all practices of developing new marketing processes, marketing, and selling products

or services. Marketing innovation is “the implementation of a new marketing method involving significant changes in product
design or packaging, product placement, product promotion or pricing. Marketing innovations are aimed at better addressing
customer needs, opening up new markets, or newly positioning a firm’s product on the market, with the objective of increasing the
firm’s sales”

Marketing innovation must be part of a marketing concept and strategy that is significantly different from the original marketing
methods. Marketing innovation is based on the understanding that adhering to existing marketing rules alone is not enough to ensure
success and competitiveness in crowded markets. (Kotler, 2016)
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Service marketing innovation is a broad concept where it means innovation in all aspects of marketing activity, and therefore it is
not limited to a specific field in marketing, such as innovation in the field of service or in the field of advertising only, but includes
all other marketing fields, as service marketing innovation affects all activities related to directing the service from the manufacturer
to the end user. With the aim of marketing innovation to satisfy consumers better than competitors through ingenuity in identifying
and meeting their needs and desires in an accurate manner, and matching them with the capabilities and capabilities of the institution
Based on the foregoing, marketing innovation can be defined as “a system that can be learned and practiced, as it does not stop at
generating or creating a new idea, but rather than putting this idea into practice, and innovative marketing must successfully operate
new ideas in order to be beneficial to the organization™. (Lambain, 2008)

This definition includes that innovation in the field of services is also considered a change in procedural processes and commercial
transactions, and according to adrian palmer, (2013) innovation in the service relates to the existence of innovation in any activity
or scientific related to the service, whether in terms of preparing and delivering the services provided or in terms of developing
operations and activities in which services are performed, including services provided with tangible, tangible goods. Here we point
out that the new service is defined as: “An additional service provided by the institution, ranging from offering a completely new
service that is different from anything else available in the market and simple modifications that are made to an existing service”,
In terms of marketing, it is preferable to adopt the new concept from the market point of view for the first time, it is new.

According to the above, innovation in services refers to the access to completely new services for the market in which the institution
operates, or to modify and improve the existing services in order to reach a distinguished position in the market by responding
quickly to the changing needs and desires of customers compared to competitors. In this regard, we mention, for example, that one
of the Canadian banks announced the expected time to wait on an illuminated electronic board, so that when the customer enters
there is a waiting queue and the board announces to him the expected time to wait in line until he receives the required service,
which allowed the bank to satisfy its customers and distinguish this feature from the rest of the competitors. (adrian palmer, 2013)

2.3 Corporate brand image

Corporate image denotes a state of mind about an organization that stakeholders hold. Bouchet, (2014) posit that corporate image is
what the stakeholders have as a picture in their minds in relation to the way they perceive the organization implying therefore that
image is never constant. It keeps on changing depending on the organization activities as well as its performance. This calls for
organizations to conduct continuous research on corporate image in order to obtain regular and reliable feedback about their
performance. Such feedback would enable organizations to know areas for improvement as well as how to successfully differentiate
their positioning in the market. Brand performance relates to how successful a brand is in the market. It provides an evaluation of
its strategic success. Literature acknowledges that brand performance acts as a powerful tool for attracting investors, employees as
well customers (Coleman, 2004).

Corporate image therefore never remains constant. It keeps on changing depending on an organization’s activities, its performance
and stakeholders’ interpretation. Corporate image can also be defined as the overall impression or the picture that the customers’
hold in their minds as a result of the feelings, ideas, attitudes and experiences they have acquired over time through interacting with
the organization.

The feelings are stored in the customers memory in terms of either positive or negative meaning and recalled upon when an
organization is mentioned. Corporate image also refers to the reception and interpretation of an organization in its surroundings,
regarding its identity claims credibility. University image is also defined as all the beliefs individuals might have towards the
university (Alves & Raposo 2010).

Kandampully & Hu (2007) stated that corporate image consisted of two main components; the first is functional such as the tangible
characteristics that can be measured and evaluated easily. The second is emotional such as feelings, attitudes and beliefs the one has
towards the organization. These emotional components are consequences from accumulative experiences the customer have with
the passage of time with the organization.
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3. CONCEPTUAL FRAMEWORK
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Figure 1-Conceptual Framework

4, RESEARCH HYPOTHESES

Based on the conceptual framework, the hypothesized model and reviewing of the related studies and theories, the study hypotheses
were formulated as below:

H1: Marketing knowledge has a positive effect on corporate brand image

H2: Marketing knowledge has a positive effect on Service marketing innovation

H3: Service marketing innovation has a positive effect on corporate brand image

H4: Service marketing innovation mediates the relationship between Marketing knowledge and corporate brand image

Research questions could be stated as follows:

1- What is the impact of Marketing knowledge on the corporate brand image ?
2- What is the impact of marketing knowledge on Service marketing innovation?
3- What is the impact of Service marketing innovation on the corporate brand image?

4- What is the impact of marketing knowledge on corporate brand image with Service marketing innovation as a mediating
variable ?

5. RESEARCH METHODOLOGY

For the purpose of this research, the research population refers to Alexandria Water Co. employees. The research questionnaire was
administered to eight hundred (800) respondents, 508 questionnaires representing 63.5% were returned, and 32 questionnaires
representing 4% were incomplete or ineligible or refusals and 292 (36.5%) were not reached. There were 476 acceptable responses,
a response rate 59.5%, which is highly adequate for the nature of this study. In this Research Paper, the Amos 25.0 software package
was used to perform the structural equation modelling (SEM) to investigate the inter-relationships between the constructs of the
hypothesized model. Hypotheses Testing Following a confirmatory factor analysis, the valuation of the structural model through
testing of the hypotheses underlying the research model is conducted.

6. RESULTS AND FINDINGS

Composite reliability (CR) is used to measure the reliability of a construct in the measurement model. CR is a more presenting way
of overall reliability and it determines the consistency of the construct itself (Hair et al., 2019). CR of Acquisition Process = 0.855,
Conversion Process =0.874, Application Process =0.847, Protection Process = 0.869, Service marketing innovation = 0.887 and
corporate brand image =0.901). So, it clearly identified that in measurement model all construct have good reliability.

The average variances extracted (AVE) should always above 0.50 (Hair et al., 2019). The results shows that average variances
extracted (AVE) of the particular constructs (Acquisition Process = 0.542, Conversion Process =0.581, Application Process =0.581,
Protection Process = 0.625, Service marketing innovation = 0.610 and corporate brand image =0.604) are more than 0.500. Overall,
these measurement results are satisfactory and suggest that it is appropriate to proceed with the evaluation of the structural model.

Measurement model result: The 6 factor was subjected to CFA using the AMOS software. DF was 362 (it should be more than
0), CJ?/DF has a value of 2.734, that is less than 3.0 (it should be less than or equal 3.0). The RMSEA was .060 (it should be less
than 0.08). The TLI index was .925 which is very close to 1.0 (a value of 1.0 indicates perfect fit). The CFI was .933. All indices

IJSSHR, Volume 05 Issue 02 February 2022 WWw.ijsshr.in Page 705


http://www.ijsshr.in/

The Impact of Marketing Knowledge on Corporate Brand Image with Mediating Role of Service Marketing

Innovation: Evidence from Alexandria Water Co.

are close to a value of 1.0 in CFA, indicating that the measurement models provide good support for the factor structure determined

through the CFA

Table 1: Measurement model result

Goodness of Fit Measures Name of index Model Result Remark
Chi-Square 2 1762.222 accepted
Degrees of Freedom DF 804 accepted
Chi-Square/ Degrees of Freedom [1?/DF 2.192 accepted
Comparative Fit’ Index CFlI 911 accepted
Tucker Lewis Index TLI .901 accepted
Root Mean’ Square Error of Approximation RMSEA .054 accepted
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Figure 2. Structural Model (Final Result)
The structural model validity - final Result:
Table (2) provides a structural model (final Result)
Table 2: Structural model - final Result
Goodness of Fit Measures Name of index Model Result Remark
Chi-Square 2 989.778 accepted
Degrees of Freedom DF 362 accepted
Chi-Square/ Degrees of Freedom [1%/DF 2.734 accepted
Comparative Fit’ Index CFI 933 accepted
Tucker Lewis Index TLI 925 accepted
Root Mean’ Square Error of Approximation RMSEA .060 accepted
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Structural model summary: The results of structural > model using the AMOS software, shows that DF was 372 (it should be more
than 0), CJ?/DF has a value of 2.732, that is less than 2.0 (it should be less than or equal 2.0). The RMSEA was .060 (it should be
less than 0.08). The TLI index was .925 which is very close to 1.0 (a value of 1.0 indicates perfect fit). The CFI was .931. All
indices are close to a value of 1.0 in CFA, indicating that the measurement models provide good support for the factor structure
determined through the structural model

7. FINDING DISCUSSIONS

The results and hypothesis testing showed that the independent”” variable (Marketing knowledge) had a significant positive effect
on corporate brand image (dependent’’ variable corporate brand image) on image in Alexandria Water Co. , Marketing knowledge
has a positive effect on corporate brand image in Alexandria Water Co., Marketing knowledge has a positive effect on Service
marketing innovation in Alexandria Water Co. , Service marketing innovation has a positive effect on corporate brand image in
Alexandria Water Co. , Finally, Service marketing innovation mediates the relationship between Marketing knowledge and
corporate brand image in Alexandria Water Co. , in details as the follows:

1- First objective, to investigate how Marketing knowledge affect corporate brand image in Alexandria Water Co. and H1:
Marketing knowledge has a positive effect on corporate brand image in Alexandria Water Co.

The results indicate that Marketing knowledge has a significant direct relationship with corporate brand image in Alexandria Water
Co., Table (5.1). Previous studies by Mamdouh Ziyadat, (2017); Alrubaiee, et. al., (2013); Al-Zayyat and Al-Azzawi) (2008); Al-
Bakri (2006); Jawad (2003) and Lee, et al, (2001) who stated that Marketing knowledge has a significant corporate brand image.

2- Second objective, to examine how Marketing knowledge affect Service marketing innovation in Alexandria Water Co.
and H2: Marketing knowledge has a positive effect on Service marketing innovation in Alexandria Water Co.

The results indicate that Marketing knowledge positively influences Service marketing innovation in Alexandria Water Co. this
finding was supported by previous literature (Jean, et. al., (2014); Mohaimani and Salehi, (2014); Alrubaiee, et. al., (2013);
Veismoradi, et. al., (2013); Genc, et. al., (2013); Yusr, et. al., (2012); Zhou and Bingxin, (2012); Moreira, et. al., (2012); Potocan,
(2011); Lin, et. al., (2010); Stone, et. al., (2008); Lee and Sukoco, (2007); Sulaimani (2007); Karmali (2005); Ottesen and Gronhaug,
(2004); Tsai and Shih, (2004); Hanvanich, et. al., (2003); Cillo, (2002); Daft (2001); Hanger & Wheelen (2000); Elsie (1999);
Meyer, & Wit (1998) and Allee (1997)), who stated that Marketing knowledge has a significant effect on Service marketing
innovation.

3- Third objective, to identify how Service marketing innovation affects corporate brand image in Alexandria Water Co. and
H3: Service marketing innovation has a positive effect on corporate brand image in Alexandria Water Co.

The results indicate that Service marketing innovation has a significant direct relationship with corporate brand image in Alexandria
Water Co., That result is consistent with Bin Aly (2017); Suraksha (2016); Tariq Kunduz, (2015); Frank et al. (2015); Lee et al.,
(2015); Akroush and Akroush, (2004); Alsamydai, et. al., (2010); Han & Back, (2008); Barnett et al., (2006); Homburg & Giering,
(2001); Hillery et al., (2001); Stern et al., (2001); Hillery et al., (2001) and Agarwal and Prasad, (1999) who stated that Service
marketing innovation has a significant effect on corporate brand image.

4- Fourth objective, to investigate the mediation role of Service marketing innovation between Marketing knowledge and
corporate brand image in Alexandria Water Co. and H4: Service marketing innovation mediates the relationship between Marketing
knowledge and corporate brand image in Alexandria Water Co.

5- Fifth objective, to develop a framework for the relationship between Marketing knowledge and corporate brand image in
Alexandria Water Co. using structural equation modelling.

Based on the outcome of the measurement model analysis and the structural model analysis, the research model was re-arranged to
conform to the outcome of the two analyses, the final model of research has sought to examine and understand the effects of
Marketing knowledge on corporate brand image with mediation role of service marketing innovation in the Egyptian setting in
Alexandria Water Co., in particular.

The results indicate that Service marketing innovation mediates the relationship between Marketing knowledge and corporate brand
image in Alexandria Water Co.,
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8. RESEARCH CONCLUSION
The purpose of this research is to empirically investigate the relationship between Marketing knowledge and corporate brand image
with mediating Role of Service marketing innovation in Alexandria Water Co. The study was based on a quantitative correlational
design where primary sample data were collected from 476 Alexandria Water Co. employees. The results of the regression analysis
show that:

1- The direct effect between Marketing knowledge and corporate brand image is statistically significant.

2- The direct effect between Marketing knowledge and Service marketing innovation is statistically significant.

3- The direct effect between Service marketing innovation and corporate brand image is statistically significant.

4- The indirect effect Marketing Knowledge and Corporate brand image through Services Marketing Innovation,

All are indicated significant at 5% significance level. According to the analysis, the estimated structural model corroborated
the four hypotheses, as Marketing Knowledge construct explained 79.9 % of Service marketing innovation variance (R = 0.
799), Besides, Marketing Knowledge through Service marketing innovation explained 73.8 % of corporate brand image
variance (R? = 0. 738).

9. RESEARCH LIMITATIONS

External validity can be defined as referring to the degree to which the results can be generalized to the wider population, cases or
situations. (Saunders et al.,2019). Therefore, the researcher cannot assume that research findings generalize to other settings, so the
research does not consider:

First, the sample in this study is restricted to one country (Egypt) and only services companies; consequently, the findings need to
be interpreted with caution. Although the research context is quite specific, it is believed that the findings are of relevance to other
sectors and other countries.

Second, this research was used cross-sectional data to test the association of marketing knowledge and corporate brand image with
mediating Role of Service marketing innovation in Alexandria Water Co... Therefor the study provides only a snapshot picture at a
single point in time, which means that the research is valid only if external environment variables such as government regulations,
economic cycle, competitive environment, etc., are unaffected.

According to O’Neill (2003), there is a need for longitudinal measures for the relationship between Marketing knowledge and
corporate brand image, since existing measures for the relationship between Marketing knowledge and corporate brand image with
this research is flawed because they do not consider the effects of time on perceptions of stakeholders.

Third, limitation resulted from the collection of data from respondents over a specified time frame using a convenience sampling
strategy. The limited time frame for data collection placed a constraint on the variety of respondents who would participate. The use
of a convenience sampling approach to gather responses also contributed to possible limits in the variety of respondents who would
participate, since responses are gathered by virtue of accessibility of respondents and may not provide a representative sample
(Sumaedi et al.,2012).

10. SUGGESTIONS FOR FUTURE RESEARCH

Based on the findings from this study, the recommended areas for further research include the following:

First, a study should be conducted using qualitative approach or the mixed approach involving both qualitative and quantitative
approaches so as to be able to capture perceptions and expectations of marketing knowledge on corporate brand image.

Second, a longitudinal study should be conducted in order to take care of long-term relationship between Marketing knowledge and
corporate brand image with mediating role of service marketing innovation in Alexandria Water Co.

Third, since the sample was limited to only services companies, in future a sample drawn from services and production companies
would improve generalizability of the conclusions. This would also help compare relationship between Marketing knowledge and
corporate brand image with mediating Role of Service marketing innovation between services and production companies.
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