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ABSTRACT: This research paper presents a qualitative case study exploring the relationship between open innovation and 

customer experience within a global telecom operator in Egypt. Using in-depth interviews with 35 employees across various 
departments and extensive secondary data, the study investigates how service innovations are created to address local market 
needs and enhance customer experience. Findings reveal that the telecom operator leverages customer-centric open 
innovation to introduce both incremental and radical service innovations, such as interactive voice responses tailored to high 
illiteracy rates, micro-recharge cards, and mobile transfer applications. These innovations provide value-for-money, 
convenience, and differentiated services, significantly improving customer experience and loyalty in the emerging market 
context. The study underscores the importance of integrating external and internal knowledge and agile innovation processes 
to sustain competitive advantage in the dynamic telecommunications sector in Egypt. 
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1 INTRODUCTION 

Open innovation is recognized as a paradigm that encourages organizations to leverage both internal and external ideas 
and resources, aiming for greater innovation outcomes and competitive advantage. Originally conceptualized by Chesbrough 
(2003), open innovation emphasizes collaboration, partnerships, and knowledge sharing as pivotal tools for organizational 
adaptation and growth in an increasingly complex business landscape. Recent literature presents open innovation not merely 
as a method for sourcing technology or knowledge but as a transformational strategy deeply embedded in organizational 
culture, structures, and processes. This shift requires companies to move beyond closed R&D practices toward engaging a 
broader ecosystem that includes customers, startups, universities, and even competitors [1], [2], [56]. 

2 LITERATURE REVIEW 

2.1 OPEN INNOVATION 

Open innovation has been widely addressed as a transformative paradigm and strategic approach that leverages external 
and internal knowledge flows to accelerate and sustain innovation and enhance organizational performance. Its impact on 
customer experience has gained considerable attention, particularly because customer involvement can drive value co-
creation and market-oriented innovation [1], [3], [4], [5]. However, the body of research reveals significant theoretical and 
practical challenges that requires further research on the relationship between open innovation and customer experience [56]. 

Service firms are currently facing the challenges of rapidly developing technologies, customer needs, and intense 
competition [6]. Thus, the importance of service innovation has increased for organisations. However, in today’s competitive 
business environments, service organisations cannot generate innovations only with their internal knowledge and experience. 
Externally acquired knowledge allows them to produce more innovations with value-added services. Therefore, open 
innovation plays an important role in service innovation. However, previous studies on open innovation focused mainly on the 
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product or technological innovation in the manufacturing sector [7], and its impact on service innovation is rarely highlighted 
[6]. 

Organisations increasingly adopt open innovation to collaborate and exchange knowledge with external stakeholders to 
leverage innovation capability [8], [56]. Despite that researchers have been focusing attention to the study of open innovation, 
there is a lack of common knowledge of what constitutes open innovation and its theoretical underpinnings [8], [53]. Open 
innovation was initially conceptualised as a way for organisations to open up their boundaries to enhance inflows and outflows 
of knowledge, so as to internally boost and externally exploit innovation [1]. Open innovation business models enable 
organisations to exploit valuable opportunities and maximise profits from innovation [9], [10]. Organisations are able to 
capture valuable ideas by making better use of both internal and external sources [1]. Previous research has tended to adopt 
a firm-driven approach to investigate how a firm adopts open innovation, factors that enables this adoption, and how open 
innovation impacts organisational performance [11], [12]. However, there is a lack of focus on investigating open innovation 
networks and the role of users and communities as external sources of innovation [8]. 

An open innovation approach involves different strategies. Chesbrough and Crowther (2006) proposes two types of open 
innovation strategies that an organisation may adopt, namely: inbound open innovation and outbound innovation. Inbound 
innovation is when an organisation monitors its internal environment to generate ideas and develop in-house R&D. In the case 
of outbound open innovation, instead, it searches for external innovative ideas. The organisation can obtain external 
knowledge from universities, research centres, other organisations, etc., as well as it may provide its knowledge to external 
environments. Within the same vein, Gassmann and Enkel (2004) identify three open innovation key processes: 

1. Outside-in process (outside to inside) that empowers an organisation to enrich its internal knowledge with external 
knowledge to leverage the internal innovation process. 

2. Inside out process (inside to outside) in which internal ideas are exploited outside the organisation, in different markets. 
3. Bi-directional process, that is bi-directional way of exchanging knowledge (information flows) and creates a synergy and 

partnerships with other organisations. 

Previous research highlights the various external knowledge sourcing modes ranging from technology purchasing, joint 
development, and joint venture to technological acquisition [6], [7]. The external knowledge sourcing strategies are categorised 
into cooperation and buy [14]. Cooperation for external knowledge sourcing refers to the activities to procure the knowledge 
of partners, co-create new knowledge, and establish a common objective through cooperation. This includes joint 
development, joint venture, and technological alliances among others [6]. Buy in the context of external knowledge sourcing 
refers to the activities that acquire external knowledge by paying the costs of the knowledge. These include technology 
purchasing and acquisitions of other organisations for knowledge sourcing. 

Perkmann and Walsh (2007) provide insight into open innovation approach on the context of university-industry 
relationships. Their study investigated various types of university-industry relationships, such as collaborative research, 
university-industry research centres, contract research, and academic consulting [15]. Chesbrough and Appleyard (2007) ’s 
study highlights how open innovation influences organisations to re-evaluate and reform their leadership strategies [16]. They 
pinpoint that organisations are bound to create new business models to harness innovation based on open innovation 
approach. Chesbrough (2011) extended the open innovation approach by introducing the concept of open innovation service 
[17]. He established a framework for the open service innovation concept that consists of four fundamental activities. The four 
activities include thinking of the business as an open service business, co-creating innovations, using open innovation to 
leverage and enhance service innovations, and transforming the whole business model based on the open service innovation 
approach [17]. 

Organisational culture plays a crucial role in enabling an organisation to adopt open innovation [18]. Cultural changes are 
essential to successfully adopt innovation from external sources and collaborate with external stakeholders [19]. Such changes 
can shift the focus from not invented here to an outlook that encourages adoption of innovation from external sources and 
entrepreneurial risk-taking [20]. 

2.2 OPEN INNOVATION AND CUSTOMER EXPERIENCE 

Recent empirical research underscores the multifaceted role of open innovation in enhancing customer experience through 
personalized, immersive, and technology-enabled interactions [21], [22], [55]. For instance, advancements in artificial 
intelligence (AI) and human-robot interactions are reshaping service delivery at touchpoints, enabling firms to offer more 
autonomous and tailored experiences to customers [23], [24], [55]. These innovations foster dynamic customer engagement, 
providing value co-creation opportunities and continuous feedback loops that improve service relevance and satisfaction [25], 
[54], [57]. 
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Nevertheless, the successful enactment of open innovation faces critical organizational challenges that constrain its ability 
to consistently enhance customer experience [57]. A growing body of literature reveals that strategic misalignment and lack of 
managerial capacities often impede effective open innovation implementation [26], [27], [54], [57]. Organizations struggle to 
balance openness with protecting intellectual property, coordinating diverse external collaborators, and harmonizing 
innovation goals with customer-centric strategies [20], [5]. These challenges may lead to fragmented innovation efforts, which 
hamper seamless customer journey experiences and degrade value co-creation potential [28], [57]. 

The literature points to inherent limits in extensive customer involvement within open innovation. While customer inputs 
enrich ideation, issues of feasibility and integration complexity persist, forcing firms to invest heavily in internal filtering and 
development processes before innovations translate into improved experiences [29], [30]. Delays and coordination difficulties 
itroduced by managing broad ecosystems can undermine speed to market—an essential factor impacting positive customer 
perceptions in competitive sectors [11], [20]. 

Moreover, studies caution against overlooking the differential impact of inbound versus outbound open innovation, with 
empirical evidence suggesting that inbound activities (acquiring external knowledge) more directly drive innovation 
performance and customer experience improvements compared to outbound activities such as external commercialization 
[31], [32]. This distinction invites further exploration into how internal organizational capabilities modulate open innovation’s 
effects on customer-centric outcomes. 

2.3 THEORETICAL PERSPECTIVE 

In order to develop a framework to describe the relationship between open innovation, organisation innovativeness, and 
customer experience, the current study employs the resource-based view (RBV) theory as a guiding theory. The resource-based 
view posits that sustainable competitive advantage is derived from an organisation’s specific combination of resources that 
are valuable, rare and difficult to imitate [33]. The main assumption underlying the RBV is that organisations with certain 
resources and capabilities with special characteristics will achieve competitive advantage and, thus, superior performance [33]. 
In this vein, each organisation can be conceptualised as a unique bundle of tangible and intangible resources and capabilities 
[34]. Resources are organisations’ assets including financial, physical, human, commercial, technological, and other assets, that 
are used to develop and deliver products and services to its customers [33]. Resources can be classified as tangible (financial 
and physical) and intangible (employees’ knowledge, experiences and skills, the organisation’s reputation, brand name, and 
organisational procedures). Capabilities, in contrast, refer to an organisation’s capacity to deploy and coordinate different 
resources using organisational processes to affect a desired end [35]. They are information-based, intangible processes that 
are organisation-specific and are developed over time [36]. 

The RBV theory indicates that an organisation’s cultural resources, such as open innovation strategy, can be an important 
source of competitive advantage [33]. Open innovation is an important antecedent that can drive organisation’s performance 
in the context of product or service innovations [37], [38]. The theoretical framework of RBV provides clear analysis of 
innovation and its relationship with organisational performance [39], [40], [41]. Innovation is identified as one of the most 
important sources of competitive advantage [42]. The current study suggests that open innovation and organisation 
innovativeness are innovation-related resources that are unique and inimitable that can enable the organisation to achieve a 
competitive advantage and, thus, superior customer experience. 

2.4 RESEARCH AIM & SIGNIFICANCE 

The overall aim of this research is to investigate the relationship between open innovation, organisation innovativeness, 
and customer experience in a major telecommunications organisation in Egypt. Open innovation plays a crucial role in the 
innovation of an organisation. Yet very few studies have investigated the relationship between open innovation, organisation 
innovativeness, and customer experience. Therefore, this research aims to close this gap and investigate the relationship 
between open innovation, organisation innovativeness, and customer experience. 

3 METHODOLOGY 

This study adopts qualitative research methods using a single case study approach. A qualitative approach was adopted for 
this study for several compelling reasons. In general, qualitative research is used to help the researcher understand how people 
feel and why they feel as they do. For the current study, the researcher aims to investigate the relationship between open 
innovation, organisation innovativeness and customer experience. Following the review of innovation management and 
customer experience literature, gaps in the current body of knowledge are evident and provide opportunities for further 
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research. Given the interpretive position adopted in this study, the case study methodology is considered the most appropriate 
approach to employ because it provides a systematic way to collect data, analyse information, and report the results. Among 
qualitative methods, case studies represent one of the most adopted qualitative methods in organisational studies [43], [44]. 
They are acknowledged as an approach to generating and testing theory that has provided the management field with 
significant insights [45]. 

The selected company is the largest telecom operator in Egypt and the Middle East in terms of active subscribers and one 
of the largest telecom organisations worldwide [46]. The organisation became the market leader in terms of market share with 
the largest customer base [46]. This research adopts a non-probability sampling strategy using a purposive technique to enable 
the researcher to select participants that would serve the purpose of the study and research question. A purposive sampling is 
well suited to in-depth qualitative studies [47]. Purposeful sampling takes place when the researcher selects a sample from 
which the most can be learned [48]. The sampling units are chosen because they have particular features or characteristics 
which will enable detailed exploration and understanding of the constructs under the study and research questions. Members 
of the sample are chosen with a ‘purpose’ to represent their relationship to the research key constructs, such as employees 
from different levels from the Consumer Marketing department, Enterprise marketing department, Human Resources 
department, Internal Communications department, Strategy and Innovation department, Customer Experience departments, 
Enterprise Business department, Technology department and International Services department. Additionally, within the 
context of this study, snowballing sampling is also used. This involves asking interviewees to identify other people they know 
who fit the selection criteria [49], [50]. For the purpose of this study, snowballing sampling is used to identify participants who 
would be able to generate more data and information relevant to the study. 

The study conducted thirty-five employees across different functional departments in the organization. The interview guide 
entailed a flexible structure of questions covering detailed description of open innovation practices in the organisation, service 
innovations that came out of these practices and enhanced the customer experience. Interviews typically lasted between 60-
120 minutes, were digitally recorded and transcribed verbatim. We gathered secondary data to support and complement the 
interviews’ data. This would ensure convergence in findings across data sets and reduce potential biases that may be present 
in the interviews. The study took into consideration the content of company documents to capture different innovation ’s 
launches and their success in terms of customer experience. The data from all sources was analyzed inductively during and 
after the data collection process. The analysis followed various steps Miles and Huberman (1994). NVivo software was used 
for data analysis to enhance the validity of the research and strengthen the rigour of the study [51], [52]. 

This study uses company documents, such as annual reports, mission statements, company culture values, press releases, 
newspaper clippings, and the company web site. Further, the researcher obtained a document about the innovation week 
event held by the organisation including details of the event’s aims, workshops, activities, and exhibitors. Such documents are 
of great value to augment and strengthen the evidence collected from other sources and to enrich the researcher’s knowledge 
about the constructs under study within the context of the organisation. These documents were collected to corroborate the 
findings from the interviews and enhance ethe study’s dependability. 

4 FINDINGS & DISCUSSION 

This section addresses the most successful innovations in terms of customer experience introduced by the organisation 
under study that came out of open innovation practices. Successful innovations in this study are defined as innovations that 
achieved high net promoter scores, generated revenue streams, new to the market, and adopted by customers, thus ultimately 
leveraging the customer experience. 

The interview results reported the organisation does not depend only on employees as a source of creative and innovative 
ideas, which is referred to as open innovation. Employees mentioned that the organisation uses external sources to increase 
the efficiency and effectiveness of the innovation process, to get new technologies and gain access to new and creative ideas 
from outside the organisation. Employees perceived open innovation practices positively and it was mentioned by the thirty-
five employees as an important practice to enhance organisation innovativeness that would ultimately leverage the customer 
experience. The organisation launched a ventures incubator, which aims to develop small technology companies to expand the 
scope of their business, support youth entrepreneurship, and encourage innovation and creativity. Employees indicated that 
the incubator aims to stimulate and support innovation and develop new services and technologies that deliver value-added 
benefits to the customers: “...I am responsible for Ventures, which is outsourcing innovation rather than inventing in-house. I 
go to a company and acquire it or buy some of its shares and sponsor whatever they are innovating... we sponsor their 
innovations and help them to build their innovations up and make them grow.” (Head, Joint Ventures) 



The Role of Open Innovation to Improve Customer Experience in Emerging Market Telecoms 

 
 
 

ISSN : 2336-0046 Vol. 81 No. 1, Oct. 2025 24 
 
 
 

Interviews also reported that the organisation uses external sources for ideas, such as university students, academics, 
partners, and customers to come up with product and service innovations. The results showed that the organisation 
established platforms for joint knowledge creation with partners including suppliers and vendors, university academics and 
researchers, university students’ projects, the organisation’s international markets and customers. An employee in the 
marketing unit mentioned that the organisation built an online portal to allow the developers of USSD and SMS services to 
develop new service innovations. It is a platform where each developer logs on and creates his own account, and creates a 
new service to the customers, such as an application, that can guide the customer about the location of the nearest retail store. 
The organisation provides the developers with access to its network infrastructure to create service innovations and handle its 
processes to ensure a smooth customer experience. Interviews revealed that open innovation practices have a positive effect 
on customer experience: “...the team works to produce innovative products and services, and when we don’t get ideas from 
employees only, we go and search external sources such as universities... we get new ideas from internal and external sources 
and all this supports customer experience in an indirect way.” (Head, Innovation and Strategy). 

Employees confirmed that several service innovations that enhanced the customer experience came from open innovation 
practices, for example, creating an online platform for developers outside the organisation to innovate new services that would 
enhance the customers’ experience: ‘...so, we build an online portal to let the developers of USSD and SMS services develop 
new service innovations. Each developer logs on and creates his own account, and creates a new service to the customers, 
such as an app that can guide the customer about the location of the nearest company store. We use our network infrastructure 
to create such services. Then the developer gets a percentage from the revenue generated by the service. It saved us time and 
resources and was very convenient for the customer. So, basically, we give developers access to our network infrastructure, 
limited access of course for security issues, and they create the services and handle its processes to ensure smooth customer 
experience’ (Junior, Consumer Marketing). 

One of the most successful innovations is the Balance Transfer services platform that was created to serve customers who 
run out of credit. This platform allows the customer to borrow credit from the organisation, pursue a call even when the credit 
runs out, send template messages to others to call back when the credit runs out, or transfer the balance to other customers. 
Employees posited that this platform is one of the organisation’s top innovations that was successful in the market. Twenty-
nine employees mentioned that this service innovation yielded a significant positive customer experience. The Retail Director 
mentioned that the balance transfer services innovation witnessed three million transactions per day. The underlying rationale 
behind this success is that this service innovation addressed an existing customer need when they run out of balance, thus 
adding value to customers. Fifteen employees mentioned that this innovation increased the net promoter score. This was 
evident in quotes such as: “it made huge customer satisfaction and positive customer experience, it is of a very relative need 
to the customer and leads to great customer experience. The whole portfolio is great and made huge revenues, which proves 
its success in terms of customer experience”. Reviewing company documents and archival records, 89% of customers’ 
comments were positive and reported great customer experiences with the Balance Transfer services portfolio innovation, 
while 11% of customers reported a negative experience. Nearly 70% of customers’ comments indicated a positive experience 
in the variety of services offered in this portfolio and user-friendliness. 

Interview results indicated that the Money Transfer application is another radical service innovation provided by the 
organisation that came out of open innovation practices. The application is basically an online wallet that allows the customer 
to pay at any store through their mobiles rather than using credit cards or cash, as well as transfer and receive money from 
anywhere in Egypt. Twenty-six employees stated that this is one of the organisation’s top innovations that aims at enhancing 
the customer experience. Interview results revealed that the application offered customers convenience, accessibility and 
differentiation in several dimensions. First, Egyptian customers usually make their money transfers through banks who operate 
for only a few hours a day and are not available in all cities, especially rural areas. In contrast, the application provided by the 
organisation enables customers to transfer at any time of day through simply pressing a button. Also, there are 10 million bank 
accounts in Egypt versus 100 million mobile users, 41 million of which are customers of the organisation under study. Further, 
banks in Egypt require a minimum amount to have a bank account, while there is no minimum amount to be deposited to open 
an account to use the organisation’s money transfer application. Therefore, the Money Transfer application has facilitated 
money transfers for Egyptian customers. The number of customers who adopted this service has exceeded one million in one 
year. This service innovation emerged from a gap in the banking industry in Egypt, thus enabling the organisation under study 
to differentiate its offerings in the market and enhance the customer experience. 

The current findings support Steiber and Alänge (2013) study, which shows that Google is following an open innovation 
strategy through acquisitions, cooperating with leading researchers at universities and establishing its own venture business 
unit. Their study concludes that Google’s innovation future will continue to rely on both internally and externally generated 
ideas. Other researchers emphasise the importance of using open innovation to access external knowledge from suppliers, 
partners, academics and researchers, and customers to compete effectively in the market and meet changing customer needs 
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[59], [60], [61], [18]. Within the telecommunications industry, Bigliardi, Ivo Dormio and Galati (2012) argue that open 
innovation provides significant advantages to the organisation, ranging from improved service quality, service innovation 
customisation, to cost reduction. Their study indicates that the three telecommunications organisations who adopted open 
innovation practices reported positive customer satisfaction. Thus, confirming the results of previous research, this study 
postulates that open innovation is a significant practice that enhances organisation innovativeness. Nonetheless, open 
innovation was not included in prior climate for innovation frameworks and its relationship with organisation innovativeness 
was examined separately. Hence, this study identifies open innovation as a main dimension of climate for innovation. 

5 CONCLUSION 

Telecommunications operators around the globe are faced with a number of threats affecting or threatening their revenues 
and growth. Telecommunications operators must discover new innovative products and services to enhance the customer 
experience and generate new revenue streams. Organisations can enhance their product and service quality, attract new 
customers and markets, and improve their market position through innovation. Drawing on previous research findings, the 
current study suggests that product and service innovations that meet customer needs are highly related to superior customer 
experience. To provide customers with a superior experience, an organisation should be constantly adapting to changing 
customer needs by being innovative. A service organisation can enhance the customer experience through open innovation 
practices. As mentioned earlier, there is a lack of studies investigating the relationship between open innovation between 
organisation innovativeness and customer experience. The study proposes a strong relationship between open innovation 
practices, organisation innovativeness and customer experience. The current study argues that external collaboration with 
partners and sources outside the organisation can generate innovations that enhance the customer experience. The 
innovations discussed in this study came from open innovation practices. They came out from collaboration with external 
stakeholders such as venture units, partners in global markets and customers. Therefore, it is crucial for an organisation to use 
external sources to innovate products and services that would enhance the customer experience. 

REFERENCES 

[1] Chesbrough, H. W. (2003). Open innovation: The new imperative for creating and profiting from technology. Harvard 
Business Press. 

[2] da Silva Meireles, F. R., Azevedo, A. C., & Boaventura, J. M. G. (2022). Open innovation and collaboration: A systematic 
literature review. Journal of Engineering and Technology Management, 65, 101702. 

[3] Prahalad, C.K. and Ramaswamy, V., 2004. Co-creation experiences: The next practice in value creation. Journal of 
Interactive Marketing, 18 (3), pp.5-14. 

[4] Edvardsson, B., Tronvoll, B. and Gruber, T., 2011. Expanding understanding of service exchange and value co-creation: a 
social construction approach. Journal of the Academy of Marketing Science, 39 (2), pp.327-339. 

[5] Ferraris, A., et al. (2023). The Interplay of Digital Transformation, Open Innovation, and Customer Experience: A Strategic 
Framework. Journal of Business Research, 157, 113574. 

[6] Kang, K. H., & Kang, J. (2014). Do external knowledge sourcing modes matter for service innovation? Empirical Evidence 
from South orean service Firms. Journal of Product Innovation Management, 31 (1), 176-191. 

[7] Kang, K. H., & Kang, J. (2010). Does partner type matter in R&D collaboration for product innovation?. Technology Analysis 
& Strategic Management, 22 (8), 945-959. 

[8] Randhawa, K., Wilden, R., & Hohberger, J. (2016). A bibliometric review of open innovation: Setting a research agenda. 
Journal of product innovation management, 33 (6), 750-772. 

[9] Chesbrough, H., & Crowther, A. K. (2006). Beyond high tech: early adopters of open innovation in other industries. R&d 
Management, 36 (3), 229-236. 

[10] Laursen, K., & Salter, A. (2006). Open for innovation: the role of openness in explaining innovation performance among 
UK manufacturing firms. Strategic management journal, 27 (2), 131-150. 

[11] Dahlander, L., & Gann, D. M. (2022). How Open is Innovation? Research Policy, 51 (9), 104741. 
[12] Piezunka, H., & Dahlander, L. (2019). Idea rejected, tie formed: Organizations’ feedback on crowdsourced ideas. Academy 

of Management Journal, 62 (2), 503-530. 
[13] Gassmann, O., & Enkel, E. (2004). Towards a theory of open innovation: Three core process archetypes. R&D Management 

Conference. 
[14] Huang, H. C., Lai, M. C., Lin, L. H., & Chen, C. T. (2013). Overcoming organizational inertia to strengthen business model 

innovation: An open innovation perspective. Journal of Organizational Change Management, 26 (6), 977-1002. 



The Role of Open Innovation to Improve Customer Experience in Emerging Market Telecoms 

 
 
 

ISSN : 2336-0046 Vol. 81 No. 1, Oct. 2025 26 
 
 
 

[15] Perkmann, M., & Walsh, K. (2007). University–industry relationships and open innovation: Towards a research agenda. 
International journal of management reviews, 9 (4), 259-280. 

[16] Chesbrough, H. W., & Appleyard, M. M. (2007). Open innovation and strategy. California management review, 50 (1), 57-
76. 

[17] Chesbrough, H., Vanhaverbeke, W., Bakici, T., & Lopez-Vega, H. (2011). Open innovation and public policy in Europe. 
[18] West, J., & Bogers, M. (2020). Leveraging External Innovation Through Open Innovation: A Review of Research. Research 

Policy, 49 (1), 103932. 
[19] Dodgson, M., Gann, D., & Salter, A. (2006). The role of technology in the shift towards open innovation: the case of Procter 

& Gamble. R&d Management, 36 (3), 333-346. 
[20] West, J., & Bogers, M. (2014). Leveraging external sources of innovation: A review of research on open innovation. Journal 

of product innovation management, 31 (4), 814-831. 
[21] Tueanrat, Y., et al. (2021). Customer Journey Innovation Enabled by Emerging Technologies. Journal of Service Research, 

24 (3), 330-344. 
[22] Nam, H., & Kannan, P. K. (2020). The Role of AI in Transforming Customer Experience. Journal of Business Research, 122, 

25-37. 
[23] De Keyser, A., et al. (2021). Integrating AI Technology in Customer Experience: Interaction and Value Co-Creation. Journal 

of Service Research, 24 (3), 345-360. 
[24] Manthiou, A., & Klaus, P. (2022). Human-Robot Interaction and Customer Experience: The Future of Service Delivery. 

Journal of Service Theory and Practice, 32 (3), 405-422. 
[25] Frow, P., et al. (2020). Co-Creation and Innovation in Customer Experience Management. Journal of Service Theory and 

Practice, 30 (1), 92-118. 
[26] Chiu, Y. P., & Lin, C. H. (2022). The Role of Knowledge Management in Open Innovation Capability and Firm Performance. 

Journal of Knowledge Management, 26 (3), 719-738. 
[27] Trabucchi, D., Magistretti, S., Pellizzoni, E., & Frattini, F. (2021). Framework linking open innovation strategic goals with 

practices. In Managing Collaborative R&D Projects: Leveraging Open Innovation Knowledge-Flows for Co-Creation (pp. 
121-138). Cham: Springer International Publishing. 

[28] Costa, R., & Matias, J. C. O. (2020). Open Innovation 3.0: A Collaborative and Digital Innovation Framework for Sustainable 
Innovation Ecosystems. Technological Forecasting and Social Change, 152, 119869. 

[29] Edvardsson, I. R., Óskarsson, G. K., & Durst, S. (2021). The outsourcing practice among small knowledge-intensive service 
firms. VINE Journal of Information and Knowledge Management Systems, 51 (1), 177-191. 

[30] von Hippel, E., Friedmann, J. C., Wu, N., Altman, E. J., & Szulanski, G. (2023). A journey into user innovation: an interview 
with Eric von Hippel. Research-Technology Management, 66 (3), 32-37. 

[31] Khairat, G. M., Elsherbiny, M. Z., Mandour, D. F., & Labib, S. G. (2025). The Impact of Open Innovation on Organizational 
Performance in Tourism Companies. Journal of the Faculty of Tourism and Hotels-University of Sadat City, 9 (1/1), 164-
183. 

[32] Naruetharadhol, P., ConwayLenihan, A., & McGuirk, H. Journal of Open Innovation: Technology, Market, and Complexity. 
[33] Barney, J. (1991). Firm resources and sustained competitive advantage. Journal of management, 17 (1), 99-120. 
[34] Wernerfelt, B., 1984. A resource-based view of the firm. Strategic Management Journal, 5 (2), pp.171-180. 
[35] Grant, R.M., 1996. Prospering in dynamically-competitive environments: Organizational capability as knowledge 

integration. Organization Science, 7 (4), pp.375-387. 
[36] Conner, K.R. and Prahalad, C.K., 1996. A Resource-Based Theory of the Firm: Knowledge versus Opportunism. 

Organization Science, 7 (5), pp.477-501. 
[37] Workman, J.P., 1993. Marketing’s limited role in new product development in one computer systems firm. Journal of 

Marketing Research, 30 (4), pp.405-421. 
[38] Wei, Y. and Morgan, N.A., 2004. Supportiveness of organizational climate, market orientation, and new product 

performance in chinese firms. Journal of Product Innovation Management, 21 (6), pp.375-388. 
[39] Damanpour, F., Walker, R.M. and Avellaneda, C.N., 2009. Combinative effects of innovation types and organizational 

performance: A longitudinal study of service organizations. Journal of Management Studies, 46 (4), pp.650-675. 
[40] Mol, M.J. and Birkinshaw, J., 2009. The sources of management innovation: When firms introduce new management 

practices. Journal of Business Research, 62 (12), pp.1269-1280. 
[41] Camisón, C. and Villar-López, A., 2014. Organizational innovation as an enabler of technological innovation capabilities 

and firm performance. Journal of Business Research, 67 (1), pp.2891-2902. 
[42] Coombs, J.E. and Bierly, P.E., 2006. Measuring technological capability and performance. R&D Management, 36 (4), 

pp.421-438. 
[43] Eisenhardt, K.M., 1989. Building theories from case study research. The Academy of Management Review, 14 (4), pp.532-

550. 



Rasha El Gendi 

 
 
 

ISSN : 2336-0046 Vol. 81 No. 1, Oct. 2025 27 
 
 
 

[44] Eisenhardt, K.M. and Graebner, M.E., 2007. Theory building from cases: Opportunities and challenges. Academy of 
Management Journal, 50 (1), pp.25-32. 

[45] De Massis, A. and Kotlar, J., 2014. The case study method in family business research: Guidelines for qualitative 
scholarship. Journal of Family Business Strategy, 5 (1), pp.15-29. 

[46] Business Monitor International (BMI), 2016. Egypt Telecommunications Report Q2. London, United Kingdom: Business 
Monitor International Ltd. 

[47] Miles, M.B., Huberman, A.M. and Saldaña, J., 2014. Qualitative data analysis. 3rd ed. Thousand Oaks, CA: Sage 
Publications. 

[48] Daymon, C. and Holloway, I., 2011. Qualitative research methods in public relations and marketing communications. New 
York, NY: Routledge. 

[49] Ritchie, J., Lewis, J., McNaughton Nicholls, C. and Ormston, R., 2014. Qualitative research practice: A guide for social 
science students and researchers. Thousand Oaks, CA: Sage Publications. 

[50] Ritchie, J. and Lewis, J., 2003. Qualitative research practice: A guide for social science students and researchers. Thousand 
Oaks, CA: Sage Publications. 

[51] Richards, L., 1999. Using NVIVO in qualitative research. Thousand Oaks, CA: Sage Publications. 
[52] Siccama, C.J. and Penna, S., 2008. Enhancing validity of a qualitative dissertation research study by using NVIVO. 

Qualitative Research Journal, 8 (2), pp.91-103. 
[53] Yun, J. J., Zhao, X., Jung, K., & Yigitcanlar, T. (2020). The culture for open innovation dynamics. Sustainability, 12 (12), 

5076. 
[54] Torchia, M., & Calabrò, A. (2019). Open innovation in SMEs: A systematic literature review. Journal of Enterprising Culture, 

27 (02), 201-228. 
[55] Urbinati, A., Chiaroni, D., Chiesa, V., & Frattini, F. (2020). The role of digital technologies in open innovation processes: an 

exploratory multiple case study analysis. R&d Management, 50 (1), 136-160. 
[56] Bogers, M., Chesbrough, H., Heaton, S., & Teece, D. J. (2019). Strategic management of open innovation: A dynamic 

capabilities perspective. California Management Review, 62 (1), 77-94. 
[57] Kokins, G., Straujuma, A., & Lapiņa, I. (2021). The role of consumer and customer journeys in customer experience driven 

and open innovation. Journal of Open Innovation: Technology, Market, and Complexity, 7 (3), 185. 
[58] Steiber, A. and Alänge, S., 2013. A corporate system for continuous innovation: the case of Google Inc. European Journal 

of Innovation Management, 16 (2), pp.243-264. 
[59] Lawson, B. and Samson, D., 2001. Developing innovation capability in organisations: a dynamic capabilities approach. 

International Journal of Innovation Management, 05 (03), pp.377-400. 
[60] O’Connor, G.C., 2008. Major innovation as a dynamic capability: A systems approach. Journal of Product Innovation 

Management, 25 (4), pp.313-330. 
[61] Garud, R., Gehman, J. and Kumaraswamy, A., 2011. Complexity arrangements for sustained innovation: Lessons from 3M 

corporation. Organization Studies, 32 (6), pp.737-767. 


