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Abstract

This research explored the impact of customer engagement on product innovation and the
mediating effect of customer engagement between relationship quality and Product innovation.
The results show: (1) Trust, satisfaction and commitment are determinants of customer
engagement; (2) Customer engagement will affect the relationship quality; (3) Relationship
quality has an indirectly impact on product innovation through customer engagement. It means
customer engagement is the mediator between relationship quality and product innovation.
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