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Abstract

How to implement service innovation for Chinese manufacturing firms by customer involvement
is the key problem to transformation. Through the interview and questionnaire research in MB,
the relationship among customer involvement, personal KM (Knowledge Management) and ser-
vice innovation is investigated. The types and measurement indicators are proofed. The result in-
dicates that personal KM can be classified into customer knowledge and customer relationship.
Furthermore, the mediating effect of personal KM is investigated.
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Table 1. The distinction between co-production and co-creation
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Table 3. Implication of calibration
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Table 4. Results of questionnaire
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