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Abstract
Purpose – The identification of customer needs through relationship management and their transformation into marketing innovation are two key
processes in customer value creation. When combined, they can improve a firm’s competitive position, not only in terms of profitability but also by
reducing costs and promoting the use of technology. The purpose of this paper is to analyze the link between managerial relational capability and
marketing innovation in customer value creation, and to look at how that value creation affects competitiveness.
Design/methodology/approach – We analyze 450 small- and medium-sized enterprises (SMEs) in the furniture industry in the metropolitan area
of Guadalajara (Mexico). To this sample is applied a confirmatory factor analysis and a structural equation model to analyze the impact of
management capabilities in relationships and marketing innovation on customer value creation and to determine how the value created affects
competitiveness.
Findings – The results show that management capabilities in customer relationships and in the way they convert knowledge of customer needs into
specific choices in the market have a positive effect on customer value creation, as well as on financial performance, cost optimization and the use
of technology, all of which can be used as indicators of competitiveness.
Originality/value – The study covers customer value creation in an emerging economy, that of Mexico, and relates it to business competitiveness
from a holistic point of view which goes beyond profitability by also including cost reduction and the use of technology.

Keywords Competitiveness, Marketing innovation, Customer value creation, Relationship capabilities

Paper type Research paper

Introduction

Although the creation of higher value for customers is a
keystone in the contemporary literature on industrial marketing
(Keränen and Jalkala, 2013; Lindgreen et al., 2012), it is also a
challenging task for marketing managers. This is because they
have systematically to examine customers’ needs in order to
assign their available resources (Srivastava and Singh, 2010).
This systematic examination, in the words of Kumar and
Reinartz (2016), is a worthwhile thought process because it can
promote a sustainable business model, allowing value to be
created for customers while also obtaining some type of
customer value for the firm, e.g. profits or a long-term customer
relationship.

According to Prahalad and Ramaswamy (2000), that
creation of value for customers lies in two key processes:
building up relations and cooperation. In the former, value
creation stems from continued exchanges rather than sporadic
relations (Wong and Sohal, 2002). In the latter, it comes from a
collaborative conceptualization, rather than an independent or
isolated process (Payne et al., 2008; Vargo et al., 2008). In both
cases, the organizational culture must be imbued with the
importance of generating and using market intelligence (Zhou
et al., 2008). Furthermore, the firm’s internal capabilities that
transform customer needs into specific offerings must be
promoted. (Bendapudi and Leone, 2003; Preikschas et al.,
2017). The combination of both processes makes it possible to
identify customer needsmore clearly (Hult andKetchen, 2001)
and develop a heightened sensitivity toward customers that will
increase a firm’s capabilities andmarketing innovation (Ostrom
et al., 2010).The current issue and full text archive of this journal is available on
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Customer value creation thus becomes a strategic commitment
with important economic consequences for the firm (DeSarbo
et al., 2001) because it implies combining relationship
management (Ulaga and Eggert, 2005, 2006) with specific and
innovative offerings for themarket (Lindgreen andWynstra, 2005;
Ngo and O’Cass, 2013). This blend of capabilities requires an
appropriate organizational culture (O’Cass andNgo, 2012; Bucic,
Ngo and Sinha, 2016), and its impact may be positive for business
competitiveness, in terms of not only Profitability (Omil et al.,
2011) but also Cost optimization (Primo and Amundson, 2002)
and advanced Technology Use within the firm (Clark and Guy,
1998). Particularly, this paper analyzes both customer value
creation and competitiveness from the firm’s viewpoint, that is,
how the commitment to meet customer needs can help create
customer value and how this value can lead to greater
competitiveness (Zhou et al., 2005).
Despite its importance in industrial marketing literature and

practical experience, surprisingly little research connects the
sources of customer value creation and its effect on a firm’s
competitiveness. Therefore, this study contributes to the
literature by providing a model with two axes for the creation of
value for customers: managerial relationship capabilities and
Marketing innovation. It also includes the subsequent impact on
competitiveness, measured in terms of Profitability, Cost
optimization and Technology Use within the organization. It
relates theoretically to two key sources of value creation in
marketing – relationships and innovation capabilities –

adopting a holistic approach to competitiveness. Therefore, by
analyzing the effect of marketing actions on competitiveness,
this research partially takes up the challenge presented by
Hanssens and Pauwels (2016), who encourage researchers to
stress the impact of such actions given that marketing is often
viewed with great skepticism. In addition, it deals with a
challenge posed by O’Cass and Ngo (2012) by studying an
emerging economy, namely, Mexico, rather than a developed
one, which should allow a comparisonwith previous research in
different environmental conditions.
To achieve those objectives, there is an initial review of the

literature on the relevance of management relationships and
Marketing innovation as keys to customer value creation. Later,
this new value is related to competitiveness and the theoretical
model is developed. After the theoretical section, there is an
explanation of the methodology, including the approach
applied, the data collection process and the measurement of
constructs. Later, the statistical results are explained and
discussed. The paper ends with conclusions, including both
theoretical and practical implications and future research lines.

2. Theoretical background

2.1Managerial relationship capability and value
creation: the importance of relationships
In recent years, many concepts have appeared in marketing
literature stressing the relational and highly cooperative nature
of value creation (Ranjan and Read, 2016): co-design, co-
production, relational marketing and, especially, co-creation of
value. All these concepts reflect a process in which many agents
are involved either directly or indirectly, with customers being a
key asset for value creation (Tapscott and Williams, 2006;
Zhang andChen, 2006).

Particularly, the inclusion of customers in the value creation
process opens the door to the construction of relationships that
can lead on to a relational advantage and future business
opportunities (Ngo and O’Cass, 2009, 2010; O’Cass and Ngo,
2012). Relational capabilities towards customers are key for
knowing, understanding and meeting their needs and for
dynamic feedback in social exchange (Charterina and Landeta,
2010;Madhavaram andHunt, 2008; Preikschas et al., 2017). It
is important for firms to build a reciprocal communication
channel to give customers the capacity to interact with the firm
(Bonsu and Darmody, 2008). Furthermore, routines need to
be established to help update the stock of resources (Ambrosini
and Bowman, 2009; Charterina et al., 2016), acquire new
resources (Cabanelas et al., 2013) and adapt operational
processes in the search for greater effectiveness (Zollo and
Winter, 2002). Essentially, the relationship with customer has
to be systematized to bring in rare, valuable and inimitable
knowledge about them, and thus, gain market power (Zhou
et al., 2008; Morgan et al., 2009). Promoting customer
relationsmakes it easier to understandmarket dynamics, obtain
ideas to improve market offerings (Hurley and Hult, 1998) and
adapt resource allocation (Wong et al., 2010).
This process, whereby the firm moves on from creating value

for the customer to creating value with the customer (Prahalad
and Ramaswamy, 2004), plays a key role in strategic relationship
management, in that it leads to a better understanding of
customer perceptions and needs (O’Cass and Ngo, 2012). This
process is in line with an increasing strategic sensitivity centered
on customers (De Sarbo et al., 2001) and the firm’s relationship
with them (Cabanelas-Omil et al., 2007; Omil et al., 2011). It is
defined asManagerial relationship capability, and it covers routines
promoted by the management to help identify key aspects in
relations with customers, assessing how those aspects change
over time and adapting them dynamically to customer changes
with a view to taking up any opportunities detected. The
development and management of relations is a strategic
commitment for customer value creation (Srivastava and Singh,
2010), and our first hypothesis is along these lines:

H1. Greater Managerial relationship capability favors greater
customer value creation

2.2Marketing innovation and value creation
As explained above, sensitivity toward relationships and greater
contact allow firms to understand their customers’ needs better
(Payne et al., 2008). However, to obtain advantages in the
market, firms should convert this into value offerings
(Lindgreen and Wynstra, 2005). In this respect, Marketing
innovation capabilities are an important source of advantages
(O’Cass and Ngo, 2012). The ability to encourage new
marketing actions leads to greater differentiation (Damanpour
et al., 2009; Ostrom et al., 2010) and such a capability is an
alternative way to capitalize on opportunities stemming from
adjustment tomarket needs (O’Cass andNgo, 2012).
For the purpose of this research, Marketing innovation refers to

the processes carried out by the firm to adapt the product to
customers’ specific needs, improve its functionalities and innovate
in customer management, while always being aware that
everything must be in line with what its employees are capable of.

Customer value creation
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It is the combination of external knowledge obtained on customers
and the firm’s capabilities, which together will not only adjust what
is offered so that it meets customer expectations but also establish
new routines (Bendapudi and Leone, 2003; Fang, 2008;
Charterina et al., 2016). As a consequence, this combination of
customer knowledge andmarketing skills may lead to new, unique
actions in a firm’s commercialmanagement (Vorhies andMorgan,
2005). Relationship management processes have to be converted
into innovative marketing proposals that promote the creation of
greater value for customers. We therefore pose our second
hypothesis as follows:

H2. The greater the Marketing innovation, the greater the
customer value creation.

2.3 Influence of customer value creation on
competitiveness
The strategic emphasis on relationships and Marketing
innovation has many implications that go beyond the process of
customer value creation, such as greater differentiation of the firm
against its competitors (Hult and Ketchen, 2001). Establishing
closer andmore collaborative relations with customers makes it
easier to understand and meet their needs through innovative
proposals (Preikschas et al., 2017). It also allows for better
alignment in the exchange of value with the customer, leading
to greater competitiveness for the firm (Ulaga and Eggert, 2005)
in different areas (Man et al., 2002), such as profitability
(Srivastava and Singh, 2010), cost reduction, improvements in
quality or product design (Primo and Amundson, 2002) or the
use of technology (Clark andGuy, 1998).
Therefore, in this research, customer value creation includes

a strategic commitment that not only leads to greater value for
the customer but also improves the firm’s competitive position
(Kumar and Reinartz, 2016), which helps to make the business
model sustainable. Our third hypothesis is therefore as follows:

H3. Customer value creation improves the firm’s
competitiveness.

2.4 Theoretical model
Because of all the processes mentioned above and in line with
the hypotheses, we propose a model in which value creation
stems from the managers’ capability to promote customer
relations and to transform the knowledge gained into
innovative marketing actions. This process, in turn, boosts
competitiveness when seen from a holistic point of view that
includes Financial performance, Cost optimization and Technology
use. Figure 1 reflects this global model, the nature of relations
and the directions they take:

3. Methodology

3.1 Research approach
To assess the influence of Managerial relationship capabilities and
Marketing innovation in customer value creation, and its
subsequent effect on competitiveness, a quantitative approach is
required. More specifically, the research combines a
confirmatory factor analysis (CFA) and a structural equation
model (SEM). The CFA intends to test statistically the factorial

model’s capability to reproduce the data obtained (Kline, 2015)
and the reliability and validity of the measurement scales (Lèvy
et al., 2005). The SEM analyses the correlations proposed in the
theoretical model, identifying the significance and degree of
relationships among variables and the significance of the whole
model.
As the study aims to identify the correlation between customer

value creation and competitiveness while also identifying the
factors that influence such variables, the independent variable is
customer value creation and the dependent variable is
competitiveness. As the nature of the information obtained is in
the form of a Likert scale, the techniques applied are adequate.
The EQS 6.1 (Bentler, 2005) software was used.

3.2 Sample and data collection
The study was conducted among furniture manufacturing firms
in the metropolitan area of Guadalajara, Mexico, covering the
municipalities of Guadalajara, Zapopan, Tlaquepaque, Tonala,
Tlajomulco and El Salto. Random sampling was used to gain a
broad representation of the population of firms. The industry in
this area has 2,847 SMEs, employing 11,250 workers. The
confidence level of the research is 95 per cent with a 4 per cent
error.
Data collection was done through personal questionnaires

answered by senior managers. The procedure began with an
initial pilot questionnaire that was drawn up and discussed with
25 SME managers. Any doubts and difficulties arising were
resolved during this preliminary process. In an attempt to
minimize the common method biases, the following procedural
remedies were considered (Podsakoff et al., 2003). The
interviewers guaranteed anonymity of the results from the outset
to allay any fears among respondents. Additionally, the pilot
questionnaire submitted to managers helped reduce any
ambiguity or misunderstanding of the items. This provided
content validity which helped improve the wording and clarity of
questions and concepts. Once these precautions had been taken,
the final questionnaire was sent to 483 small and medium
manufacturing firms in Guadalajara (Mexico), and 450 surveys
with complete information were obtained. Data collection took
place from January to July 2016.

3.3Measurement of constructs
The selected constructs come from a review of the literature on
relationship management and Marketing innovation, both linked
to value creation and the literature on competitiveness.
Content validity was tested by triangulation among experts, in a
similar way to the first questionnaire and the pilot test.
Intervention in both cases reduced the possibility of any items
being misplaced. Items with high redundancy were eliminated,
as were any that were not congruent with the variables
considered (Pedrosa et al., 2013). The measurement of items
was through a Likert scale, where 1 was “totally disagree” and 5
“totally agree”.

3.3.1 Customer value creation
Customer value creation is a second-order construct and in the
theoretical model shown in Section 2.4, it is built from two
constructs associated with the capability for generating
customer relations and Marketing innovation (Ling, 2000;
Prahalad and Ramaswamy, 2000; O’Cass and Ngo, 2012).

Customer value creation
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Each of these constructs includes several items. Managerial
relationship capabilities is made up of the capability to identify
customer needs in their relationship with the firm (MRC1),
understand the factors associated with the customer
relationship (MRC2), adapt the relationship to the customer
needs (MRC3) and take advantage of the relationship to
identify new business opportunities (MRC4) (Mohr and Sarin,
2009; Hunt et al., 2012; O’Cass and Ngo, 2012). The
Marketing innovation construct was built from three items that
emphasize the adaptation of products or services to customer
preferences (MI1), the launching of products with a high added
value for the customer (MI2) and the alignment of the firm’s
capabilities with those of the employees (MI3) (O’Cass and
Ngo, 2012; Preikschas et al., 2017). Table I shows that the
items perform well in the construction of the factors analyzed,
both in factorial loading andCronbach’s alpha.

3.3.2 Competitiveness
As competitiveness is ultimately concerned with a firm’s long-
term performance in relation to its competitors, it should be
considered a multidimensional concept (Man et al., 2002). In
this research, the Competitiveness construct is built from three
associated variables. Financial performance andCost optimization
are made up of four items, andTechnology Use of two (Ghalayini
et al., 1997).
Financial performance is a dimension with great impact on

business development. This makes it a factor for explaining

competitiveness (Cabanelas and Lorenzo-Paniagua, 2007).
However, there are no databases in Mexico giving reliable
information on SMEs and people have reservations about
sharing such information, which means it is necessary to ask
about Financial performance both directly and indirectly. The
items analyzed include whether the return on investment is
above the sector average (FP1), if their increase in sales is also
above the sector average (FP2), and the comparison of
Financial performance (FP3) and profits with the sector averages
(FP4).
In very competitive and free market industries, such as the

furniture sector, profitability tends to be inversely related to
costs. This means that lower costs mean better Financial
performance and vice versa, so greater Cost optimization means
higher Competitiveness and vice versa. Again, it was necessary to
resort to direct questions to analyze Cost optimization due to the
lack of official information. In this variable, we consider the
performance of costs in relation to orders (COp1), transport
(COp2), the delivery of raw materials by suppliers (COp3) and
production costs (COp4).
The last dimension considered for the Competitiveness

construct is Technology use (Clark and Guy, 1998; Tracey et al.,
1999). In Mexico, the trend for SMEs is to acquire technology
and adapt it to the firm rather than to develop it in-house
(Dutrénit et al., 2003). New technologies are mostly linked to
information and communication services (Guerrieri and

Table I Factors reliability

Variable Item Factorial loading Cronbach’s alpha CRI EVI

Managerial relationship capability MRC1
MRC2
MRC3
MRC4

0.613***
0.834***
0.862***
0.702***

0.834 0.860 0.582

Marketing innovation MI1
MI2
MI3

0.703***
0.792***
0.766***

0.791 0.823 0.595

Financial performance FP1
FP2
FP3
FP4

0.770***
0.883***
0.896***
0.757***

0.898 0.916 0.661

Cost optimization COp1
COp2
COp3
COp4

0.925***
0.968***
0.882***
0.790***

0.951 0.965 0.792

Technology use TU1
TU2

0.925***
0.764***

0.862 0.847 0.726

Note: ***p< 0.001

Figure 1 Theoretical model

Managerial
Relationship
Capability

Marketing
Innovation

Customer Value
Creation

Competitiveness

Financial
Performance

Cost Optimization

Technology Use

H3
H1

H2
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Meliciani, 2005; Qureshi et al., 2010) and, to a lesser extent,
to production processes or for in-house technological
development (Estrada, 2006). However, some studies point to
a positive relation between firm size and technological
development and innovation in SMEs in developed economies
(Swamidass and Kotha, 1998). Therefore, the variable was
constructed with the following items: work with suppliers on
the development of production and/or service processes (TU1)
and actions to improve machinery and equipment (TU2).
Again, as can be seen in the Cronbach’s alpha and factor
loading figures in Table I, the items show good behavior in the
development of the factors.

4. Results

4.1 Reliability
The first step in the analysis was to test the reliability of the five
factors involved in the theoretical model. As mentioned in
Section 3.3, Cronbach’s alpha showed satisfactory results in all
cases (Table I); the five factors achieved the minimum
acceptance value of 0.70 (Nunnally and Bernstein, 1994;
Schumacker and Lomax, 2011). Among them, Cost optimization
showed the highest value and Marketing innovation the lowest
value, although it was close to 0.8.
Reliability and validity were assessed through CFA, using the

maximum likelihoodmethod. CFA allows researchers to define
how many factors to expect, what factors are inter-related and
what items are associated with each factor (Lloret-Segura et al.,
2014). Compared to exploratory factor analysis (EFA), which
is used to build theory, the CFA is appropriate for confirming
theory by testing if the previously defined theoretical model fits
with the data (Lloret-Segura et al., 2014). In CFA, there is no

error because it does not distinguish between common and
non-common variance (Joliffe, 2002; Lloret-Segura et al.,
2014). Table I shows that the results obtained with CFA are
consistent for each factor. The results of the composite
reliability index (CRI) are higher than 0.7 in all cases,
confirming the internal reliability of the construct (Bagozzi and
Yi, 1988; Schumacker and Lomax, 2011).

4.2 Convergent and discriminant validity
As evidence of convergent validity, all items related to the
factors are significant (p < 0.001), and the size of all
standardized factor loadings are greater than 0.60 (Bagozzi and
Yi, 1988). Table I also illustrates that the values of Cronbach’s
alpha are above 0.70, while the CRI and the variance extracted
index (EVI) values are above 0.7 and 0.5, respectively, which is
satisfactory (Fornell and Larcker, 1981; Kline, 2015; Winston
and Albright, 2015).
Table II presents the estimate of the correlation factors with a

confidence interval of 90 per cent and the EVI, calculated for
every pair of constructs, the results for which are above the 0.50
recommended by Fornell and Larcker (1981). Based on these
two criteria, there is sufficient evidence of convergent and
discriminant validity for the scales used in themodel.

4.3Model estimation
Finally, Figure 2 shows the results of the hypotheses included
in the theoretical model after applying a structural equation
model (SEM). The following figures show themodel provides a
good fit for the data: S-BX2 = 312.23, df = 112, p = 0.000;
NFI = 0.935; NNFI = 0.933; CFI = 0.963 and RMSEA =
0.075. All results are satisfactory and acceptable, so the internal

Table II Discriminating validity of the theoretical model

Variables
Managerial

relationship capability Marketing innovation Financial performance Cost optimization Technology use

Managerial
relationship capability 0.582 0.560 0.263 0.297 0.445
Marketing Innovation 0.425-0.683 0.595 0.298 0.323 0.406
Financial performance 0.165-0.333 0.183-0.396 0.661 0.052 0.127
Cost Optimization 0.173-0.398 0.199-0.473 0.078-0.159 0.792 0.159
Technology Use 0.282-0.541 0.273-0.546 0.007-0.249 0.034-0.302 0.726

Notes: Diagonal: extracted variance index (EVI); Above diagonal: variance (correlation squared); Below the diagonal: correlation factors including a
confidence interval of 90%

Figure 2 Results of the SEM theoretical model

Managerial
Relationship
Capability

Marketing
Innovation

Customer Value
Creation

Competitiveness

Financial
Performance

Cost Optimization

Technology Use

0.237***

0.322***

0.483***

0.295***

0.415***

0.321***

H1

H2

H3

Notes: *** = p < 0.001; Goodness of fit of the Model S- BX2 (312.23)= 982.
1552, P = 0.001, NFI = 0.943 CFI = 0.970 RMSEA = 0.075
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consistency and convergent validity are positive in the model
proposed. The normalized adjustment index (NFI), not-
normalized adjustment index (NNFI) and comparative
adjustment index (CFI) values between 0.80 and 0.89
represent a reasonable adjustment (Segars and Grover, 1993),
and a value that is equal or higher to 0.90 is evidence of a good
fit (Jöreskog and Sörbom, 1986; Papke-Shields et al., 2002).
The root mean square of error approximation (RMSEA) values
below 0.080 are acceptable (Jöreskog and Sörbom, 1986;
Kline, 2015).
According to Romero and Ramajo (2005), the standardized

coefficients or beta coefficients (b ) assess the relative
importance of each independent variable in the equation,
defining the strongest variables for the explanation.
Additionally, Wooldridge (2009) explains that robust statistics
serve as an alternative approach to classic statistical methods
because their estimators are not affected by small variations in
the assumptions of the models. In this regard, the robust t
values must be greater than 10. Figure 2 shows that all
relationships are highly significant since t-value is higher than
10.
The results in Figure 2 also show thatManagerial relationship

capability has a significant and positive relationship with
Customer value creation (b = 0.237, p < 0.001). Thus, we can
acceptH1 and the influence of relationship capabilities on value
creation. The connection between Marketing innovation and
Customer value creation is also significant and positive (b =
0.322, p < 0.001), supporting H2, and shows a higher
standardized coefficient for explaining Customer value creation.
Finally, the results obtained in the relationship between
Customer value creation and Competitiveness are also significant
and positive (b = 0.483, p < 0.001), proving H3, which
suggests that value creation fosters competitiveness. As a
consequence, when relationship management capability is
taken together with increased marketing and innovation, there
is a higher level of competitiveness.
Among the dimensions of competitiveness, Financial

performance (b = 0.295, p < 0.001) has a positive and
significant impact on the competitiveness of small and medium
furniture manufacturers. The same behavior is found in Cost
optimization (b = 0.415, p < 0.001) and in Technology use (b =
0.321, p< 0.001). It demonstrates good behavior of the factors
in the explanation of competitiveness.

5. Discussion

There are a number of theoretical and managerial implications
regarding the influence of Managerial relationship capabilities
and Marketing innovation on Customer Value Creation and how
this value creation process fostersCompetitiveness.

5.1 Theoretical implications
Although no direct reference is made to them, three theories
underlie this research – market orientation, relationship
marketing and resources-based view of the firm (RBV). Each has
its own space and exists in synergy with the others. Market
orientation contributes to the sensitivity to customer needs and to
market intelligence (Zhou et al., 2008; Bucic et al., 2016).
Relationship marketing emphasizes the importance of customer
relations for achieving links that continue over time and firm

differentiation (Ulaga and Eggert, 2005, 2006). RBV promotes
the development of unique capabilities that differentiate the firm
(Ambrosini and Bowman, 2009; Preikschas et al., 2017). The
three theories are in harmony and make a relational approach
possible in the systematization for obtaining customer
knowledge. This leads to dynamic adaptation to customer needs
in line with the evolutionary nature of the market. That is, it
covers three key aspects – customer sensitivity, the existence of
communication channels and dialogue and the transformation of
knowledge exchanged into specific measures for creating
customer value. Furthermore, this co-existence not only leads to
the creation of customer value but also to global improvement in
the firm’s competitiveness, understood to be amulti-dimensional
construct measured in terms of Profitability, Cost optimization and
Technology Use. Essentially, this study makes valuable use of an
empirically tested, multi-dimensional theoretical approach that
helps to explain complex concepts such as the creation of
customer value and business competitiveness.

5.2Managerial implications
The results show the relevance of relationships management
when generating customer value in that it becomes possible to
establish a communication channel that is fed by customer
requirements. Development of sensitivity towards the promotion
of customer relations and towards continued feedback at every
level of the firm, starting with the management, is increasingly
required in today’s competitive context. Marketing managers
have to systematize this process of dialogue and understanding of
the market as a basis for their decisions. This is the second main
path of action because knowledge has to be converted into
specific offerings and proposals for customers. Customer
sensitivity itself can only achieve results if the knowledge obtained
is converted into offerings with greater added value and new
market-based marketing practices. Innovation has a great impact
on value creation, in that it helps update what the firm offers to
the market, adjusting it dynamically to market evolution and
creating greater customer value. The results obtained identify
both constructs as significant elements in the explanation of
customer value creation. However, some challenges remain in
understanding the explanation of customer value creation, as
there is a need to add new variables and analyze the indirect
effects that exist during this process.
In addition, this way of caring for and listening to customers

not only allows for renovation but also has positive effects on the
firm’s financial flows, on operating decisions that lead to Cost
optimization and greater use of technological capabilities by the
firm and its employees. To the extent that customer value
creation leads not only to better understanding of customers and
better customer service but also to a system for overall
improvement of the firm, the conditions for sustainability of the
business model increase. That is, actions in the field of marketing
have implications that affect many dimensions of business
competitiveness, such as cost savings or the use of technology.
This is important, as it stresses the systemic approach that
characterizes marketing within the firm. Better alignment with
the market can lead to a reduction in superfluous expenditure
and better identification of the technological capabilities to be
developed. All this has consequences for the firm’s overall
competitiveness.
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This process, however, is not simple and requires that
management in general, and particularly in marketing, makes a
great cognitive effort to both systematize customer relations
and adapt the offering to customer requirements. In contexts in
which urgency prevails, this can be complicated. There may
also be different points of view within the firm, with managers
preferring to look inwards rather that outwards when
competing. According to the results obtained in the Mexican
furniture industry, such introspection could jeopardize the
creation of a more competitive firm. In firms where such a
stance still exists, an effort would be needed to change it.

6. Conclusions

The link between the Managerial relationship capability plus
Marketing innovation and customer value creation has been
proven. Customer relationship capabilities contribute
decisively to value creation, in that they allow for two-
directional communication with customers. This sensitivity
towards customers, combined with Marketing innovation and
the conversion of knowledge into specific marketing decisions,
amounts to an essential explanatory factor for customer value
creation in firms. This process is also very important for
competitiveness because it allows various business dimensions
to improve, such as returns, costs and Technology Use. So a
strategic commitment by managers toward greater market
orientation when offering products and services leads to
combined improvements in the firm.
This study has the following limitations. First, it covers SMEs

with 10 to 250 employees in a very specific sector. This must be
taken into account when interpreting and generalizing the
results, which should be applicable to manufacturing sectors
with a high level of interaction between customers and firms.
Second, only senior managers answered the questionnaires, so
the results could diverge if lower levels had a voice. Third, this is
a cross-sectional study, with the drawbacks that implies in terms
of the position in the economic cycle and contingencies. Fourth,
the study was carried out in an emerging economy so factors
associated with that environment must be stressed. Finally, the
explanations given for the Customer value creation and
Competitiveness constructs are not complete, so new variables
should be included in future studies. Furthermore, indirect
effects were not considered because the purpose of this research
was to analyze the general functioning of the theoretical model
developed.
Those limitations open future research lines. First, research

could be developed in other sectors to confirm the results
provided by the model. This new research could include
different levels in the same enterprise to monitor the effect of
the different viewpoints within the firm. It would also be
valuable to analyze the results in a dynamic model, that is, in
the form of panel data; a longitudinal approach would help
explain developments over time and validate the results,
minimizing the effect of economic cycles. Finally, it would be
very interesting to not only improve the model by adding new
variables but also study the direct and indirect effects to better
understand the functioning of customer value creation and the
impact on competitiveness. Those new variables could also add
the customer point of view, to test and improve the results
obtained.

Concluding, the study sheds light on a factor stressed by
Hanssens and Pauwels (2016), namely, the need to include an
analysis of competitiveness in marketing actions taken by firms
and to improve the communication of the analytical results to
decision-makers so that greater priority is placed onmarketing.
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