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Abstract:

Users often play an important role in market research, especially in research closely related to new product
development. This paper discusses the mechanism of user generated knowledge and its relationship with
innovation ability, and analyzes the impact of user generated knowledge on enterprise innovation ability
under different customer types, different market dynamics and different product innovation strategies.
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Users are the source of enterprise profits, which is
reflected not only in the purchase of products by users,
but also in the feedback of users' value to the enterprise,
as well as in the process of knowledge sharing and
integration of users, which is of great significance to the
improvement of enterprise innovation ability. But at the
same time, users will also share the interests of the whole
value chain with enterprises, so there are conflicts of
interests. Therefore, the relationship between users and
enterprises in the market is a pair of contradictories, both
conflict and benefit sharing. This paper aims to analyze
and explore the relationship between user generated
knowledge and enterprise innovation capability and its
influencing factors, and analyze the mechanism of
enterprise innovation capability improvement from the
perspective of user types and market environment
dynamics.

1 USER GENERATED KNOWLEDGE AND
ENTERPRISE INNOVATION CAPABILITY

1.1 User-generated content for new product
development

With the deepening of marketing concept, enterprises
attach more and more importance to users. Especially
with the development of the Internet, the communication
between users and enterprises is increasingly in-depth.
Some enterprises even set up user groups, hoping that
users can generate knowledge or provide feedback, so as
to promote the level of new product research and
development of enterprises.

In many cases, user knowledge often plays a leading role
in the development of new products in the enterprise.
However, there is little literature on the relationship
between new product development and UGC, much less
on the impact of user knowledge on the development of
new products. Nowadays, the development cycle is
becoming shorter and shorter, the market competition is
becoming more and more intense, the user preferences
are becoming more and more diversified, and the user
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knowledge is becoming more and more professional in
the new economy. The integration of new product
development and user generated knowledge has been
widely put into the concept of enterprise strategic
development.

As for the research on the relationship between new
product development and user knowledge, Souder,
Sherman and Cooper pointed out that R&D personnel
should directly interact with users in the development
stage of new product and establish a close relationship,
which will be of great help to the development of new
product. If new product development activities are to be
effective in a rapidly changing market, companies must
move beyond the traditional approach of using marketers
to reach the market and focus instead on interacting with
users during the new product development phase,
bringing in user ideas early and integrating them with the
technology and product knowledge developed. Cooper’s
research further shows that the evaluator of the
uniqueness and superiority of a product is the user. Only
by going beyond the needs of the user rather than just
meeting the current needs of the user can the product be
distinctive.

Recently, many enterprises have paid close attention to
the influence brought by the Internet, and they have also
begun to implement cooperation with users, including
establishing user groups, strengthening the influence of
opinion leaders in user groups, enhancing the importance
of after-sales service, so as to comprehensively improve
brand satisfaction, etc.

1.2 the barrier that user-generated content to new
product development

We can see that not every operation that meets a user's
needs will be successful.

The most important users of a company are often
resistant to new technologies and new products, because
these users have been accustomed to using the original
technologies and products, and once changing
technologies and products will inevitably incur switching
costs, and users are generally unwilling to pay extra for
their current satisfactory products.
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They only like to make certain improvements to the
original products without affecting the use efficiency of
the existing products. Therefore, the enterprise has no
incentive to launch new products, especially when the
original products of the enterprise have achieved good
performance.

In fact, many of the changes in the market are caused by
the entry of new manufacturers, rather than by
established manufacturers.

One of the fundamental reasons is very much, mature
vendor users don't care about the new product, not
because of the technological innovation ability, but users
have no interest in the product change of original
products, at the same time, product innovation will be the
user of the existing technical knowledge is worthless,
that is to say, enterprises for the current user interests
make the company was eliminated by a new generation
of product technology.

At this time, we see another side of the matter, that is,
too much attention to the needs of users and to protect
the existing interests of users may lead to setbacks in the
next round of new product development.

2 DIFFERENT TYPES OF USERS’ KNOWLEDGE
INTEGRATION AND ENTERPRISE INNOVATION
CAPABILITY

The positive and negative influences of users on the
innovation ability of enterprises are also closely related
to the types of users. Here, users are divided into leading
users, typical users and lagging users from the time of
product demand.

The concept of lead user was first proposed by Von
Hippel, who distinguished lead users from ordinary users,
emphasized the role of lead users in the early stage of
innovation, and enabled enterprises to quickly complete
the commercialization process of innovative products
and services through systematic lead user research
methods.

In this paper, it is believed that the leading users are the
potential users who are not satisfied with the enterprise
products, but still not users of the products, but pay more
attention to the enterprise products, because their
demand for the products exceeds the ordinary functions
provided by the products.

Leading users have two basic characteristics: first,
leading users stand on the forefront of market trends, so
their current needs are the future needs of the market;
Second, lead users expect to earn excess revenue from
satisfying this demand. On the other side of the spectrum
are the concepts of typical and lagging users.

The typical user is the main user of the product, they
have the purchasing power of the product and consider or
are using the product, they are basically satisfied with the
functions of most similar products at present, and have
some ideas and opinions on the improvement and
enhancement of the product.

This type of users includes the early adopters who like
new trends, the followers who follow trends and the
rational users who are sensitive to cost performance.
These users constitute the mainstream users in the

market.

2.1 The impact of leading users on enterprise
innovation

Leading users have a strong incentive to get the product.
The concept of a lead user is different from an "early
adopter" -- the first person to buy an existing product or
service. Leading users face a demand for a product or
service that has not yet appeared in the market. Therefore,
they must invent or specify what they need before they
or others can become adopters. For example, extreme
sports enthusiasts played an important role in the
development of sports equipment, from windsurfing to
ice climbing, that was later mass-produced by
manufacturers. Companies that make  surgical
instruments often introduce new products under the
guidance of certain surgeons who are literally at the
cutting edge. These users are a different breed, and while
most are happy to use the products on the shelf, there is a
small group who always want to customize tools to push
the boundaries of their hobby or expertise. In order to get
the equipment they want, they sometimes go to a
bespoke manufacturer. But more often, they modify the
products they can buy. These users are known as "lead
users."

2.2 The impact of typical users and lagging users on
enterprise innovation

In contrast, lagging users are those who do not have high
requirements for product functions and are relatively
sensitive to price.

They shouldn't be on product before the advent of new
products put forward higher vision, nor in the typical
user buy mainstream products with dimensions, they are
usually in a new generation of products have been out,
end of the old product has not yet been fully into the
market, then old products generally comparatively
perfect on the function, within the range of affordable in
price.

General low-end old product users and users of
second-hand products are lagging users.

The effect of UGC on NPD performance is not only
related to the type of users, but also influenced by two
important factors: market dynamics and product
innovation strategy.

The impact of user-generated content on the performance
of new product development is related to the product
innovation strategy adopted by the enterprise, which is
divided into radical product innovation strategy and
improved product innovation strategy.

The impact of the integration of user knowledge on the
performance of new product development is related to
the market dynamics faced by enterprises. According to
the market dynamics, the market environment is divided
into high-speed changing market environment and
medium-low changing market environment.

3 USER GENERATED KNOWLEDGE ON
ENTERPRISE INNOVATION CAPABILITY
UNDER DIFFERENT DYNAMIC MARKET

ENVIRONMENT
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Different dynamic markets have moderating effects on
the relationship between UGC strategy and firm
innovation capability. According to the dynamic
difference, this paper divides the market into high speed
market and medium and low speed market.

3.1 Fast-moving market

In fast-moving markets, it is impossible for enterprises to
conduct precise and detailed analysis of the possible
future conditions. New product development capabilities
depend less on existing knowledge and more on creating
new knowledge to adapt to the environment. If the
manager is still too rigid in the past knowledge, it may
form the core rigidity of the enterprise and hinder the
development of the enterprise. Users on the change of
market environment, does not have to complete the steps
to the market changes, the typical user, followed the pace
of the market means to replace the product, but the
typical user of the product performance, quality, style,
etc have been satisfied, and replace the product paid to
switching costs may be smaller than the benefits to users.
This is especially true in B2B environments, where the
typical user is not very motivated to pursue a new
product, which makes it difficult for the enterprise to get
more forward-looking opinions from the user.

In the fast-changing market environment, the better the
performance of knowledge integration of leading users,
the better the performance of new product development
will be.

On the contrary, enterprises pay too much attention to the
knowledge integration of typical users, which will easily
lead to the decline of new product development
performance.

3.2 Medium and low speed market changes

In the low-speed changes in the market, enterprises can
predict the direction of change, the change of user
preferences for products is slow, technical standard has
been formed, the competitive landscape has been
basically stable, can according to the enterprise existing
knowledge of enterprise management and orderly
market's current information plan, organize the
development of new products and product innovation
process.

Because users' preferences change relatively slowly in a
moderately volatile market environment, companies are
able to translate the knowledge of typical users into
products and launch new products before users'
preferences change. In the service industry, providing
personalized new services for typical users has become
an important means of competition. Integrating the
knowledge of typical users will improve the performance
of new product development in a moderately changing
market environment. The knowledge of the leading users
in the market also improves the performance of the firm's
new product development. The leading customer is not
necessarily the heavyweight customer or the
conventional customer, who has a lot of questions about
the current product. Their requirements for products are
completely designed according to their own needs, which
may require the enterprise to adjust the original product
sequence to a certain extent, or add some new elements.
Many enterprises do not pay attention to these

requirements when doing market research, or even
ignore these requirements. Therefore, in a medium-speed
changing market environment, a good performance of
knowledge integration of typical users and leading users
will lead to an improvement in the performance of new
product development.

4 THE ROLE OF ENTERPRISE PRODUCT
INNOVATION STRATEGY IN ENHANCING
ENTERPRISE INNOVATION ABILITY

Product strategies can be divided into two categories:
developing radical innovative new products and
developing and improving innovative new products, and
different product innovation strategies determine the
different impacts of different user-generated content
strategies on innovation ability.

4.1 Developing radical and innovative new products
Radical innovative products are very innovative
compared with the market, in which innovative science
and technology are applied to completely new products,
or brand new technical elements are added to existing
products in the market, or the original technical elements
can be recombined in a brand new way of construction.
Our research found that when enterprises try to develop
radical innovative new products, if the information of
typical users is too much considered, it will hinder the
development of new products. This is because typical
users can no longer predict the characteristics of radical
innovative new products, and this new product has gone
beyond their needs.

Focusing on the opinions of leading users may improve
the performance of new product development, which is
determined by the forward-looking needs of leading
users for the product and their own positive creativity.
Therefore, when enterprises develop radical innovative
new products, the better knowledge performance of
typical users may hinder the performance of new product
development, while the knowledge integration of leading
users will improve the performance of new product
development.

4.2 Innovative product development and
improvement

Due to the high technical maturity of innovation-oriented
products, the products developed are the gradual
improvement of the original products in the market or
enterprises, so this kind of innovation is the most
common in the market, and the competition is the most
exciting.

At present, many enterprises pay great attention to
collecting user feedback information after launching
products, and collect user knowledge through
questionnaires, telephone interviews, and setting up user
service centers.

Therefore, knowledge integration of typical users can
improve the performance of innovative product
development.

Lead users can also play an important role in improving
innovative product development.
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Therefore, we believe that in the process of improving
innovative new product development, the knowledge
integration of leading users and typical users can
improve the performance of enterprise's new product

5 CONCLUSIONS AND PROSPECTS

To sum up, the influence of users on enterprise
innovation ability is increasingly important, but it
presents uncertain influence:

(1) For different categories of users, the effect is different:
leading users promote the improvement of enterprise
innovation ability;

However, typical users and lagging users will hinder the
improvement of innovation ability.

(2) under different dynamic market environment for the
enterprise innovation ability also have different effects:
(a) on the change of market environment, enterprise
knowledge integration, the better the performance of lead
user, new product development performance will be
better, too much emphasis on the enterprise integration to
the knowledge of the typical user can easily lead to
decline in new product development performance; (b) In
the medium-fast changing market environment, good
knowledge integration performance of typical users and
leading users will lead to improved performance of new
product development;

(3) Different product innovation strategies determine the
different impacts of different UGC strategies on
innovation capabilities. (a) In the development of radical
innovative new products, the better knowledge
performance of typical users may hinder the performance
of new product development, while the knowledge
integration of leading wusers will improve the
performance of new product development. (b) In the
process of improving innovative new product
development, the knowledge integration of leading users
and typical users can improve the performance of
enterprise's new product development.

This paper mainly explores the relationship between user
generated knowledge and enterprise innovation
capability, considering different market environment or
different innovation strategies. And other factors’ impact
on enterprise innovation capability should be further
verified by empirical research in the future.

ACKNOWLEDGEMENT

This paper is supported by Guangzhou Humanities and
Social Sciences General Project (Project No.: 2012YB07)
and the Excellent Young Innovative Talents Project
(social science) of Higher Education Institutions of
Guangdong Province (grant no. wym11052)

REFERENCES

[1] Baron RM., Kenny D.A. The Moderator Mediator
Variable Distinction in Social Psychological
Research: Conceptual , Strategic and Statistical

development.

Considerations . Journal of Personality and Social
Psychology, 1986, 51(6):1173-1182

[2] Calantone, R. J., Cavusgil, S. T., Zhao, Y. S.,
Learning orientation, firm innovation capability,
and firm performance . Industrial Marketing
Management, 2002, 31(6):515—524.

[3] Chen Jin, Liang liang, Wu hang, A study on the
relationship between industrial agglomeration and
innovation performance under the background of
open innovation: A case study of China's high-tech
industry, studies in science of science, 2013, vol.31,
no.4: 623-630

[4] Cohen,W.M., Levinthal, D.A. Absorptive capacity: a
new perspective on learning and
innovation. Administrative Science Quarterly, 1990,
35(1): 128—152.

[4] Cohen, W.M. and D.A. Levinthal. Fortune Favors the
Prepared Firm, Management Science, 1994. Vol.40,
No.2, pp.227-251.

[5] Cooper, Robert G. and Elko J. Kleinschmidt,
Benchmarking the Firm's Critical Success Factors in
New Product Development. Journal of Product
Innovation Management, Vol. 12 Issue 5, p374-391,
18p; Nov 1995

Daft, RL. and K.E. Weick. "Toward a Model of
Organization as Interpretation Systems", Academy
of Management Review, 1984. Vol.9, No.2,
pp.284-295.

[6] Daniel, Harold Z.; Hempel Donald J. Narasimhan
Srinivasan. A model of value assessment in
collaborative R&D programs. Industrial Marketing
Management. 2002.31:653-664

[7] Eisingerich A. B., Bell S. J., Tracey P. How Can
Clusters Sustain Performance? The Role of
Network Strength , Network Openness , and
Environmental Uncertainty. Research Policy, 2010,
39(2):239-253

[8] Gilsing V., Nooteboom B. Density and Strength of
Ties in Innovation Networks: An Analysis of
Multimedia  and  Biotechnology. = European
Management Review, 2005, 2(3):179-197

[9] Glaeser E L, Kallal HD, Scheinkman J A, Shleifer
A. Growth in cities. Journal of Political Economy ,
1992, 100(6):1126—1152.

[10] Huo Chunhui and Yang rui, The impact of
agglomeration externality on industrial innovation
performance, Economic Management Journal, 2016,
vol.38, no.3: 20-32

[11] Kratke S . Regional Knowledge Networks: A
Network Analysis Approach to the Interlinking of
Knowledge Resources . European Urban and
Regional Studies, 2010, 17(1):83-97

[12] Li rongxi and Chen li, An empirical study on the
relationship between cross-functional knowledge
integration and new product development
performance ,  Proceedings of International

VOLUME 3, ISSUEL, PP 01-05, MAY 2021



A new analytical framework on user-generated knowledge and enterprise innovation capability enhancement 05

Conference on  Engineering and Business

Management, 2010, Chengdu

[13] Li W ., Veliyath R., Tan J. Network
Characteristics and Firm Performance: An
Examination of the Relationships in the Context of
a Cluster. Journal of Small Business Management,
2013, 51(1):1-22

[14] Liu C. H. The Effects of Innovation Alliance on
Network Structure and Density of Cluster. Expert
Systems with Applications, 2011, 38(1):299-305

[15] Mo Changwei and Long xiaoning, Industrial
clusters, technology spillover and firm innovation
performance, Journal of Xiamen University
(Philosophy and Social Sciences edition), 2018 ,
no.1:44-54

[16] Qian xihong, Yang yongfu and Xu wanly, Firm
network  location, absorptive capacity and
innovation performance: an interactive effect model,
Management World, 2010, (5):118-129

[17] Siu W. S., Bao Q. Network Strategies of Small
Chinese High-technology Firms: A Qualitative
Study[J] Journal of Product Innovation
Management, 2008, 25(1):79-102

[18] Yue hao, Zhang =zongyi and Zhu huainian,
Innovation Agent Difference, Ambidextrous
Organizational Learning and Open Innovation
Performance, Chinese Journal of Management,
2018, vol.15, no.1: 48-56

VOLUME 3, ISSUEL, PP 01-05, MAY 2021



