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Abstract 
The aim of this study is to investigate the relationship between marketing knowledge sharing and developing 
competitive advantage. This research is an applied objective research and data collection method of 
description-correlation nature the subjects under study by this research are employees of Arak Shazand 
petrochemical industry. The sample size was estimated 90 people. The method is stratified random sampling. 
A standard questionnaire was used to collect data. Marketing knowledge sharing questionnaire of Moghimi and 
Ramazani (2011) contains 17 items and developing competitive advantage questionnaire of Hill and Jones (2010) 
contains 16 items. Logical validity (face and content) of questionnaires was reviewed and approved through 
several university professors and several experts of this industry. Also, construct validity was reviewed and 
approved by confirmatory factor analysis using AMOS software. Cronbach's alpha coefficient of 0.7 was 
obtained for variables that indicate internal consistency of items and acceptable reliability of the questionnaire. 
The research hypothesis test using univariate linear regression was performed with application of SPSS software. 
The results showed that, given that the t-statistic value is greater than 1.96 (t = 6.48), the relationship between 
two variables, competitive advantage and marketing knowledge sharing was significant at the 5% error level
.( 0.05)P Value− <  Standard regression coefficient (0.57) also specified the share of independent variable in 
explaining the changes of dependent variable so that for every one unit increase in variable of marketing 
knowledge sharing, competitive advantage increases 0.57. 
Keywords: knowledge sharing, marketing, competitive advantage, employee, Arak Shazand petrochemical 
industry 
1. Introduction 
Knowledge has been one of the issues mentioned in the field of management in recent years. Knowledge 
management and creativity play a key role in management and increasing competitive advantage in organizations. 
Knowledge (insight and awareness) is a stable source of profits for organization in the growing world of 
competition. Knowledge sharing has a vital role in the knowledge management because knowledge management 
in the division and sharing with others is developed and sustained. Although from the existing knowledge in 
knowledge management exists a huge chunk, but in relation to the knowledge sharing, little information is 
available and studies related to marketing knowledge sharing are scarce. The main reason of searching for 
factors’ affecting this area is this: each company involves two characteristics: creativity and marketing. 
Marketing is a covering border area covered in company that relates company to customers, competitors and 
other marketing factors. Marketing knowledge is a new field in the marketing and in this filed has had growing 
developments. (Hamidizadeh & Azizi, 2009). 
Companies design their 4Ps (Product -Price -Promotion –Place) and STP (segmentation, targeting, positioning) 
based on their information about customers and competitors. Knowledge about customers includes the needs, 
desires, satisfaction and factors influencing their loyalty. Knowledge about competitors leads to complete 
recognition of them namely knowledge of their strategies and programs. Final knowledge that is related to the 
company about 4Ps and STP of the company based on its strategies. Then the company tries to find a proper 
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relationship between customers and competitors (Hamidizadeh and Azizi, 2009). 
Source of knowledge and its dissemination in the processes, norms and practices of knowledge within 
organizations are merged. Knowledge is source of power, but knowledge sharing is source of great powers, 
because knowledge sharing causes knowledge to increase and ultimately leads to financial benefits. 
If people share information, views, effective practices, experiences, tastes and lessons learned the performance of 
different parts of organization increases. Alternatively, they can also share their common and non-common sense. 
(Hamidizadeh & Azizi, 2009). 
This study attempts to investigate the marketing knowledge sharing and developing competitive advantage at 
personal and micro level in Iran's selected industry (petrochemical industry). This industry is one of the 
most important industries in competitive field in Iran. 
2. Theoretical Foundations 
2.1 Competitive Advantage 
Competitive advantage is one of the basic concepts in international business that determines the competitive 
position of the organization and enables it to create the defensive position against competitors. An organization 
gains the competitive advantage when it creates a great value for its customers compared with other competing 
organizations. Of course, there are two distinct types of competitive advantage. The first one is cost advantage 
that organizations provide their products and services with a low cost and this is related to low costs of 
production, procurement, and distribution and like these. The second one is distinctive advantage that customers 
observe more basic difference in product features and organization than competitors. 
In fact, competitive advantage is the understanding of competitive strategy through low cost or distinction 
through the creation of value. Advantage requires cost of systematic efforts of organization to increase its 
efficiency whereas the distinctive advantage is considered as the advantages of product and services, so that with 
innovation, increasing the quality of product or services and also quick response to customers' needs and meeting 
their expectations could be possible. Prominent scholars and researchers of marketing consider competitive 
advantage as the organization's ability to execute one or more ways that competitors cannot face it. Competitive 
advantage is vital for the survival and development of the organization in the market. If organization is able to 
reach its target and maintains its survival in the market continually, being aware with knowledge of the 
marketing activities of competitors and comparing them with its activities also through the development of 
competitive special mechanisms it can achieve competitive advantage and overcome the competitors in the 
market (Dolat Abadi et al., 2011). 
2.2 Knowledge Sharing  
Sharing knowledge that has not been well defined in the literature, partly because of the field of research has not 
been so active (Bowman et al., 2006). Moreover, this issue is partly due to attention to sharing. Knowledge 
sharing happens in organization when members want knowledge from other members to solve their problems. 
Dixon noted that "common knowledge" is a knowledge that employees learn from carrying out organizational 
tasks. Moreover, he showed that explicit and tacit knowledge requires different processes for sharing. Finally, 
(Bartoli et al., 2002) defined knowledge sharing as: People who share information about the organization, ideas, 
suggestions, expertise with each other. So, it is observed that knowledge can be explicit or implicit. Explicit 
knowledge is expressed in words and numbers, and easily communicated and shared, in the form of hard data, 
scientific formulas, codified procedures or universal principals. This knowledge is synonymous with computer 
codes, chemical formula, or a set of general rules (Nanoka, 1995). This is a knowledge that can easily be made in 
advance, to be placed in books, reported, and used as guidance, etc. This kind of knowledge is best transmitted 
through the transfer of technology (Vasco & Faraj, 2000). This view of knowledge is deeply rooted in Western 
management philosophy that sees the organization as a data processing machine. In contrast, explicit knowledge 
is the concept of tacit knowledge. Tacit knowledge is very personal and hard for formalizing; making it is 
difficult for communicating and sharing with others (at least not through impersonal communication methods). 
Intuition and feeling are in this category of tacit knowledge. In addition, tacit knowledge is rooted severely in 
practice and personal experience, as well as ideas, values and feelings and covers them too (Nonaka, 1995). 
Ultimately, it is the expertise of a person (Fish & Bandar 2000). Nanook suggested that tacit knowledge can be 
transferred through social processes, observation and apprenticeship requiring maximum opportunity for both 
sources and recipient to work alongside it. So, sharing knowledge, whether explicit or implicit, requires efforts 
as part of individual activities to do so. 
Not only share knowledge requires efforts on the part of the individual sharing but also includes a confronting 
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discussion of the knowledge and new problems that arise, and give appropriate feedback to each other; creating a 
culture in organization that makes the knowledge sharing process necessary and possible among all employees 
collectively and commonly, from managers to the operational employees in all the activities of organization; 
strengthening active involvement of employees in solving problems of organization and creating an atmosphere 
of mutual trust to reach this involvement maker policies and strategies that help free expression of ideas and 
opinions, open communication of members, effective solution of conflicts, cooperation, trust and mutual respect 
and understanding views of each other in working groups; Considering the financial and non-financial rewards. 
In this way employees who do not tent to share their knowledge with colleagues, are encouraged; Revising 
indicators of performance appraisal and reward of employees with the aim of honoring the sharing of knowledge 
and the use of systematic and periodic written evaluations, with to the possibility of promoting the employees 
who are trying to share knowledge to higher levels; More attention of the organization in designing strategic 
plans and policies that facilitate the knowledge sharing process and clarify the goals and plans set in the 
dimensions of organizational knowledge for all employees. 
Information and communication technology infrastructure: The knowledge base of the unit should be 
formed established so that speeches, reports and technical documents, personnel experiences, superior 
performances of organization, lessons learned from organizational projects are stored in it. Abase of professional 
specialized descipliens, specific skills and research interests of staff should be formed and various tactics to 
make communication between people with common interests be thought of and even for some time after the 
retirement of efficient forces of organization, it could possible for users of organizations to establish direct 
contact with them officially. Such an approach leads finally to the creation of library and archives of ideas, 
thoughts with organizational value. A system should be designed allowing question and answer communication 
between managers, professionals, experts. Automatically referring unanswered questions to appropriate experts, 
and holding online meetings and even physical meetings. Virtual training system should be implemented so the 
al people who suggestion system of are in different parts of the country be able to use organization's educational 
programs, intranet, bulletin boards, meetings, dialogue etc.  
Mehdizadeh (2013) investigated the "factors affecting individual behavior, knowledge sharing" and summarizes 
that in current business condition, knowledge is one of the core competencies of the organizations that creates 
sustainable competitive advantage in them. So knowledge management is the focus of today's businesses. 
According to the researchers, the key enabler of knowledge management process in organizations is the process 
of sharing knowledge. Knowledge is basically created by the people in an organization. Knowledge sharing is 
the main processes of converting individual knowledge into organizational knowledge. Implementation of 
knowledge management will not happen in organizations unless employees share their knowledge. Therefore, 
this study is designed with the aim of investigating the factors influencing the behavior of knowledge sharing 
among employees of Iran Khodro company of Khorasan (car assembly plant) using the theory of behavior. The 
methodology of this paper is descriptive and correlate. Questionnaires were distributed between 310 employees 
and a total of 220 questionnaires were collected. Reliability and validity, by using factor analysis and Cronbach's 
alpha was approved and with the help of structural equation modeling (SEM) and using the software LISREL, 
models and hypotheses were tested. Prediction power of the model obtained for behavior of knowledge sharing 
is (R2=0.56). The results indicated that behavior of knowledge sharing among employees of Iran Khodro 
Company of Khorasan considerably is influenced by the perceived behavioral control proportioned to the 
knowledge sharing intention which shows the behavior of knowledge sharing among employees is not 
completely under their control. Also the results showed that the attitude variable to knowledge sharing 
proportionately explains the intention of knowledge sharing but the correlation between subjective norm variable 
and perceived behavioral control with the intention of sharing knowledge was not confirmed. 
4. The Definition of Concepts 
Marketing knowledge sharing: If people share information, views, effective practices, experiences, tastes, and 
lessons learned, performance of different parts of organization will increase and also they can share common or 
non-common sense. Knowledge sharing is different from distribution, dissemination and transfer of knowledge. 
Someone who shares knowledge is not willing to disseminate just his own information, but he is ready to 
understand and learn the target knowledge. Knowledge sharing is a voluntary release of the skills acquired and 
individual experiences to the other organization members (Hamidizadeh & Azizi, 2009). 
Competitive Advantage: Occurs when a company, in indexes or a combination of indexes, reaches progress, 
development and capabilities giving it a superiority to the competitors such as access to natural resources, or 
highly skilled manpower, equipment or information technology (Hill& Jones, 2010) 
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in explaining the changes of dependent variable that for every one unit increase in variable of marketing 
knowledge sharing, competitive advantage increases 0.57 percent. 
6. Conclusion 
Here, a summary of the findings is presented: 
Single sample t-test results showed that at the level of five percent error, all aspects had significant difference 
with the value of the test (ie 3) so that their mean has been more than the value of the test. 
As the results showed, given that the t-statistic has been more than 1.96 (t = 6.48), the relationship between these 
two variables has been significant at the 5% error level .( 0.05)P Value− < . So the relationship between 
competitive advantage and marketing knowledge sharing is direct and positive. This means that the more the 
knowledge sharing between the various parts of organizations increases, the more competitive advantage of the 
organization increases. Standard regression coefficient (0.57) also so specifies the share of independent variable 
in explaining the changes of dependent variable that for every one unit increase in variable of marketing 
knowledge sharing, competitive advantage increases 0.57 percent. 
7. Suggestion 
Competitive advantage is one of the basic concepts in international business that determines the competitive 
position of the organization and provides it with a defensive position against its competitors. There are two types 
of competitive advantage for the organization. Cost advantage and distinctive advantage. Cost advantage for 
organizations is important because all organizations can have the price competition and ultimately this will be a 
loss to the organization while distinctive advantage creates a positive factor for organization from which the 
organization can benefit as long as this advantage persists. Knowledge sharing, especially knowledge of 
marketing makes such a distinction to the organization. The more the knowledge sharing and cooperation of 
works to achieve it, the more durable the organization’s distinctions as compared with its competitors . So 
organizations pay attention to knowledge sharing as a principle and factor for progress and developing 
competitive advantage of organization so they are the priorities of modern organizations. Knowledge sharing 
may be done orally or written, regular or irregular, delayed or immediate, precise and in-depth or general and 
limited. This may be done in three levels with colleagues, with the managers and subordinates. All cases should 
be investigated in the organization to improve each of them at the best possible level. 
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