DAFTAR PUSTAKA

Adis, A. A., & Razli, I. A. (2009). Factors Affecting New Product Development
in Malaysian Manufacturing Industry. International Bulletin of Business
Administration EuroJournals, 1(4), 1451-1243X.

Ahn, J., Back, K.-J., Barisi¢, P., & Lee, C.-K. (2020). Co-creation and integrated
resort experience in Croatia: The application of service-dominant logic.
Journal of Destination Marketing & Management, 17, 100443. doi:
10.1016/j.jdmm.2020.100443

Akgln, A. E., & Polat, V. (2021). Strategic orientations, marketing capabilities
and innovativeness: an adaptive approach. Journal of Business &
Industrial Marketing, ahead-of-print(ahead-of-print). doi: 10.1108/jbim-
09-2020-0435

Akroush, M. N. (2012). Organizational capabilities and new product
performanceThe role of new product competitive advantage.
Competitiveness Review : An International Business Journal, 22(4), 343 -
365. doi: 10.1108/10595421211247178

Ali; S., Wu, W., & Ali, S. (2021). Managing the product innovations paradox: the
individual and synergistic role of the firm inside-out and outside-in
marketing capability. European Journal of Innovation Management, 26(2),
504-530. doi: 10.1108/ejim-05-2021-0234

Almoddvar, P., & Nguyen, Q. T. K. (2022). Product innovation of domestic firms
versus foreign MNE subsidiaries: The role of external knowledge sources.
Technological Forecasting and Social Change, 184, 122000. doi:
10.1016/j.techfore.2022.122000

Araujo, T. R. d., Jugend, D., Pimenta, M. L., Jesus, G. M. K., Barriga, G. D. D.
C., Toledo, J. C. d., & Mariano, A. M. (2021). Influence of new product
development best practices on performance: an analysis in innovative
Brazilian companies. Journal of Business & Industrial Marketing, 37(2),
266-281. doi: 10.1108/jbim-07-2020-0362

214



215

Audretsch, D. B., Klomp, L., Santarelli, E., & Thurik, A. R. (2004). Gibrat’s law:
are the services different? Review of Industrial Organization, 24(3), 301-
324,

Auh, S., & Menguc, B. (2010). Balancing exploration and exploitation: The
moderating role of competitive intensity. Journal of Business Research,
58(12), 1652-1661. doi: 10.1016/j.jbusres.2004.11.007

Awwad, A., & Akroush, M. N. (2016). New product development performance
success measures: an exploratory research EuroMed Journal of Business,
11(1), 2 - 29. doi: 10.1108/EMJB-12-2014-0043

Baker, W. E., Sinkula, J. M., Grinstein, A., & Rosenzweig, S. (2014). The effect
of radical innovation in/congruence on new product performance.
Industrial ~ Marketing  Management,  43(8), 1314-1323.  doi:
10.1016/j.indmarman.2014.08.005

Bao, Y., Li, Y., Pang, C., Bao, Y., & Yi, X. (2017). Do resource differences
between manufacturers and suppliers help or hinder product innovation of
manufacturers? The moderating role of trust and contracts. Industrial
Marketing Management. doi: 10.1016/j.indmarman.2017.02.004

Bastic, M. (2004). Succes Factors in Transition Countries. European Journal of
Innovation Management, 7(1), 65 - 79.

Bayus, B. L. (2000). Speed to Market and New Product Performance Trade-offs.
Product Innovation Management, 14, 485-497.

Belloc, F. (2022). Profit sharing and innovation across organizational layers.
Journal of Economic Behavior & Organization, 197, 598-623. doi:
10.1016/j.jeb0.2022.03.023

Bendoly, E., Bharadwaj, A., & Bharadwaj, S. (2012). Complementary Drivers of
New Product Development Performance: Cross-Functional Coordination,
Information System Capability, and Intelligence Quality. Production and



216

Operations Management, 21(4), 653-667. doi: 10.1111/j.1937-
5956.2011.01299.x

Bhattacharyya, S. S., Jha, S., & Fernandes, C. (2015a). Determinants of speed to
market in the context of the emerging Indian market. Asia Pacific Journal
of Marketing and Logistics, 27(5), 784 - 800. doi: 10.1108/APJML-12-
2014-0172

Bhattacharyya, S. S., Jha, S., & Fernandes, C. (2015b). Determinants of speed to
market in the context of the emerging Indian market”, . Asia Pacific
Journal of Marketing and Logistics, 27(5), 784 - 800. doi:
10.1108/APJML-12-2014-0172

Bicen, P., Kamarudin, S., & Johnson, W. H. A. (2014). Validating new product
creativity in the eastern context of Malaysia. Journal of Business
Research, 67(1), 2877-2883. doi: 10.1016/j.jbusres.2012.06.007

Bogers, M., Zobel, A.-K., Afuah, A., Almirall, E., Brunswicker, S., Dahlander, L.,
... Ter Wal, A. L. J. (2016). The open innovation research landscape:
established perspectives and emerging themes across different levels of
analysis. Industry and Innovation, 24(1), 8-40. doi:
10.1080/13662716.2016.1240068

Bolton, T. G. C. K. K. D. L. (2014). Accentuate the positive: how identity affects
customer satisfaction”, Permanent link to this document:. Journal of
Consumer Marketing, 31(5), 371 - 379. doi: 10.1108/JCM-03-2014-0915

Brink, T. (2017). B2B SME management of antecedents to the application of
social media. Industrial Marketing Management, 64, 57-65. doi:
10.1016/j.indmarman.2017.02.007

Brodie, R. J., Lobler, H., & Fehrer, J. A. (2019). Evolution of service-dominant
logic: Towards a paradigm and metatheory of the market and value
cocreation? Industrial Marketing Management, 79, 3-12. doi:
10.1016/j.indmarman.2019.03.003

Bronikowski, K. (1990). Speeding New Products to Market", . Journal of
Business Strategy, 11 (5), 34 - 37. doi: 10.1108/eb060084



217

Bstieler, L. (2012). Perceived external uncertainty, new product development, and
the timeliness of international product launch: A commentary essay.
Journal ~ of  Business  Research, 65(9), 1346-1348. doi:
10.1016/j.jbusres.2011.09.025

Calantone, R., Di Benedetto, C. A., & Rubera, G. (2012). Launch timing and
launch activities proficiency as antecedents to new product performance.
Journal of Global Scholars of Marketing Science, 22(4), 290-309. doi:
10.1080/21639159.2012.717370

Calantone, R. J., Di Benedetto, A., & Rubera, G. (2018). Launch activities and
timing in new product development. Journal of Global Scholars of
Marketing Science, 28(1), 33-41. doi: 10.1080/21639159.2017.1410771

Capello, R., & Lenzi, C. (2016). Innovation modes and entrepreneurial behavioral
characteristics in regional growth. Small Business Economics, 47(4), 875-
893. doi: 10.1007/s11187-016-9741-x

Carbonell, P., & Ana |. Rodriguez Escudero. (2010). The effect of market
orientation on innovation speed and new product performance. Journal of
Business &  Industrial ~ Marketing, 25(7), 501-513.  doi:
10.1108/08858621011077736

Carbonell, P., & Rodriguez, A. I. (2006). The impact of market characteristics and
innovation speed on perceptions of positional advantage and new product
performance. International Journal of Research in Marketing, 23(1), 1-12.
doi: 10.1016/j.ijresmar.2006.01.002

Chaney, P. K., & Devinney, T. M. (1992). New product innovations and stock
price performance. Journal of Business Finance & Accounting, 19(5), 677-
695.

Chang, W., & Taylor, S. A. (2016). The Effectiveness of Customer Participation
in New Product Development: A Meta-Analysis. Journal of Marketing,
80, 47-64



218

Chen, C.-W., Shen, C.-C., & Chiu, W.-Y. (2007). Marketing communication
strategies in support of product launch: An empirical study of Taiwanese
high-tech firms. Industrial Marketing Management, 36(8), 1046-1056. doi:
10.1016/j.indmarman.2006.08.002

Chen, 1., Paulraj, A., & Lado, A. (2004). Strategic purchasing, supply
management, and firm performance. Journal of Operations Management,
22(5), 505-523. doi: 10.1016/j.jom.2004.06.002

Chen, K.-H., Wang, C.-H., Huang, S.-Z.,, & Shen, G. C. (2016). Service
innovation and new product performance: The influence of market-linking
capabilities and market turbulence. International Journal of Production
Economics, 172, 54-64. doi: 10.1016/j.ijpe.2015.11.004

Cheng, C.-F., Chang, M.-L., & Li, C.-S. (2013). Configural paths to successful
product innovation. Journal of Business Research, 66(12), 2561-2573. doi:
10.1016/j.jbusres.2012.10.006

Chesbrough, H. (2020). To recover faster from Covid-19, open up: Managerial
implications from an open innovation perspective. Industrial Marketing
Management, 88, 410-413. doi: 10.1016/j.indmarman.2020.04.010

Cheung, M.-S., Myers, M. B., & Mentzer, J. T. (2010). Does relationship learning
lead to relationship value? A cross-national supply chain investigation.
Journal of Operations Management, 28(6), 472-487. doi:
10.1016/j.jom.2010.01.003

Chowdhury, S., Akesson, M., & Thomsen, M. (2021). Service innovation in
digitalized product platforms: An illustration of the implications of
generativity on remote diagnostics of public transport buses. Technology
in Society, 65, 101589. doi: 10.1016/j.techsoc.2021.101589



219

Chung, D. Y., & Hrazdil, K. (2013). Speed of convergence to market efficiency in
the ETFs market. Managerial Finance, 39(5), 457 - 475. doi:
10.1108/03074351311313852

Costa, V. O., Rocha, R. R., & Madeira, M. J. (2021a). Product and service
innovation in Portugal: patterns and specificities International Journal of
Innovation Science, 11(1), 21-39.

Costa, V. O., Rocha, R. R., & Madeira, M. J. (2021b). Product and service
innovation in Portugal: patterns and specificities. International Journal of
Innovation Science, 14(1), 21-39. doi: 10.1108/ijis-09-2020-0140

Cucculelli, M., Le Breton-Miller, 1., & Miller, D. (2016). Product innovation, firm
renewal and family governance. Journal of Family Business Strategy, 7(2),
90-104. doi: 10.1016/j.jfbs.2016.02.001

De Groote, J. K., & Backmann, J. (2019). Initiating Open Innovation
Collaborations between Incumbents and Startups: How Can David and
Goliath Get Along? International Journal of Innovation Management,
24(02), 2050011. doi: 10.1142/s1363919620500115

De Marco, C. E., Martelli, I., & Di Minin, A. (2020). European SMEs’
engagement in open innovation When the important thing is to win and not
just to participate, what should innovation policy do? Technological
Forecasting and Social Change, 152, 119843. doi:
10.1016/j.techfore.2019.119843

Demirkan, I., Srinivasan, R., & Nand, A. (2021). Innovation in SMEs: the role of
employee training in German SMEs. Journal of Small Business and
Enterprise Development, 29(3), 421-440. doi: 10.1108/jsbed-07-2020-
0246

Droge, C., R. Calantone,, & Harmancioglu, N. (2008). New product success : Is it
really controllable by managers in high turbulent environments? Journal
of Product Innovation Management, 25, 272-286.



220

Edwards, J., Miles, M. P., D'Alessandro, S., & Frost, M. (2022). Linking B2B
sales performance to entrepreneurial self-efficacy, entrepreneurial selling
actions. Journal of Business Research, 142, 585-593. doi:
10.1016/j.jbusres.2021.12.074

Eggers, F., Kraus, S., & Covin, J. G. (2014). Traveling into unexplored territory:
Radical innovativeness and the role of networking, customers, and
technologically  turbulent  environments.  Industrial ~ Marketing
Management, 43(8), 1385-1393. doi: 10.1016/j.indmarman.2014.08.006

El Chaarani, H., Vrontis, P. D., El Nemar, S., & El Abiad, Z. (2021). The impact
of strategic competitive innovation on the financial performance of SMEs
during COVID-19 pandemic period. Competitiveness Review: An
International Business Journal, 32(3), 282-301. doi: 10.1108/cr-02-2021-
0024

Ernst, H., Hoyer, W. D., Krafft, M., & Krieger, K. (2011). Customer relationship
management and company performance—the mediating role of new
product performance. Journal of the Academy of Marketing Science, 39(2),
290-306. doi: 10.1007/s11747-010-0194-5

Fakhreddin, F., Foroudi, P., & Rasouli Ghahroudi, M. (2021). The bidirectional
complementarity between market orientation and launch proficiency
affecting new product performance. Journal of Product & Brand
Management, 30(6), 916-936. doi: 10.1108/jpbm-03-2020-2824

Fang, E. E. (2008). Customer Participation and the Trade-Off Between New
Product Innovativeness and Speed to Market. Journal of Marketing, 72,
90-104.

Feng, T., Cai, D., Wang, D., & Zhang, X. (2016). Environmental management
systems and financial performance: the joint effect of switching cost and
competitive intensity. Journal of Cleaner Production, 113, 781-791. doi:
10.1016/j.jclepro.2015.11.038

Feng, T., Cai, D., Zhang, Z., & Liu, B. (2016a). Customer involvement and new
product performance. Industrial Management & Data Systems, 116(8),
1700-1718. doi: 10.1108/imds-11-2015-0457



221

Feng, T., Cai, D., Zhang, Z., & Liu, B. (2016b). Customer involvement and new
product performance The jointly moderating effects of technological and
market newness. Industrial Management & Data Systems, 116(8), 1700 -
1718. doi: 10.1108/IMDS-11-2015-0457

Feng, T., Cai, D., Zhang, Z., & Liu., B. (2016). Customer involvement and new
product performance The jointly moderating effects of technological and
market newness. Industrial Management & Data Systems, 116(8), 1700 -
1718. doi: 10.1108/IMDS-11-2015-0457

Ferdinand, A. T., & Zuhroh, S. (2021). A study on socio-aesthetic value
accentuation and marketing performance: an SDL perspective.
International Journal of Innovation Science, 14(2), 213-229. doi:
10.1108/ijis-11-2020-0255

Ferreira, J., Coelho, A., & Moutinho, L. (2020). Strategic alliances, exploration
and exploitation and their impact on innovation and new product
development: the effect of knowledge sharing. Management Decision,
59(3), 524-567. doi: 10.1108/md-09-2019-1239

Ferreras-Méndez, J. L., Llopis, O., & Alegre, J. (2022). Speeding up new product
development through entrepreneurial orientation in SMEs: The moderating
role of ambidexterity. Industrial Marketing Management, 102, 240-251.
doi: 10.1016/j.indmarman.2022.01.015

Font, X., English, R., Gkritzali, A., & Tian, W. (2021). Value co-creation in
sustainable tourism: A service-dominant logic approach. Tourism
Management, 82, 104200. doi: 10.1016/j.tourman.2020.104200

Fouad, F., Tourabi, A., & Lakhnati, G. (2018). The innovation process impact on
the new product performance: a case study. International Journal of
Innovation Science, 10(3), 385-412. doi: 10.1108/ijis-08-2017-0071

GIELENS, K. (2012). New Products: The Antidote to Private Label Growth?
Journal of Marketing Research, 49(1), 408-423.



222

Glynn, M. S., Beverland, M., Mation, J., & Brodie, R. J. (2007). Sources of brand
benefits in manufacturer- reseller B2B relationships. Journal of Business
& Industrial Marketing, 22(6), 400-400. doi:
10.1108/08858620710780163

Hamid, F., & Abbasi, M. U. (2020). Competitive Advantage through New Product
Development Capabilities. Archives of Business Research, 8(3), 202-209.
doi: 10.14738/abr.83.7933

Healy, B., Ledwith, A., & O'Dwyer, M. (2014). Perceptions of product advantage,
NPD and organisational performance. Journal of Small Business and
Enterprise Development, 21(1), 49-68. doi: 10.1108/jsbed-05-2013-0078

Hilletofth, P., & Eriksson, D. (2011). Coordinating new product development with
supply chain management. Industrial Management & Data Systems,
111(2), 264-281. doi: 10.1108/02635571111115173

Hofacker, C., Golgeci, I., Pillai, K. G., & Gligor, D. M. (2020). Digital marketing
and business-to-business relationships: a close look at the interface and a
roadmap for the future. European Journal of Marketing, 54(6), 1161-1179.
doi: 10.1108/ejm-04-2020-0247

Homburg, C., Alavi, S., Rajab, T., & Wieseke, J. (2017). The contingent roles of
R&D-sales versus R&D-marketing cooperation in  new-product
development of business-to-business firms. International Journal of
Research in Marketing, 34(1), 212-230. doi:
10.1016/j.ijresmar.2016.05.008

Hsieh, M.-H., Tsai, K.-H., & Wang, J.-R. (2008). The moderating effects of
market orientation and launch proficiency on the product advantage—
performance relationship. Industrial Marketing Management, 37(5), 580-
592. doi: 10.1016/j.indmarman.2007.03.003



223

Huang, C.-T., & Tsai, K.-H. (2014). Synergy, environmental context, and new
product performance: A review based on manufacturing firms. Industrial
Marketing Management, 43(8), 1407-1419. doi:
10.1016/j.indmarman.2014.06.010

Huang, J.-W., & Li, Y.-H. (2017). The mediating role of ambidextrous capability
in learning orientation and new product performance. Journal of Business
& Industrial Marketing, 32(5), 613-624. doi: 10.1108/jbim-01-2015-0017

Huang, X., Soutar, G. N., & Brown, A. (2001). Resource adequacy in new
product development: a discriminant analysis. European Journal of
Innovation Management,, 4(1), 53 - 59. doi: 10.1108/14601060110365574

Jang, S., Kim, J.,, & von Zedtwitz, M. (2017). The importance of spatial
agglomeration in product innovation: A microgeography perspective.
Journal of Business Research, 78, 143-154. doi:
10.1016/j.jbusres.2017.05.017

Jin, J. L., Shu, C., & Zhou, K. Z. (2018). Product newness and product
performance in new ventures: Contingent roles of market knowledge
breadth and tacitness. Industrial Marketing Management. doi:
10.1016/j.indmarman.2018.08.009

Kahn, K. B., Barczak, G., Nicholas, J., Ledwith, A., & Perks, H. (2012). An
Examination of New Product Development Best Practice. The Journal Of
Product Innovation Management, 29(2), 180-192.

Karpena, I. O., Boveb, L. L., Bryan A. Lukasb, & Zyphurb, M. J. (2015). Service-
Dominant Orientation: Measurement and Impact on Performance
Outcomes. Journal of Retailing, 91(2), 89-108. doi:
10.1080/08853134.2014.890899

Kerédnen, J., & Jalkala, A. (2013). Towards a framework of customer value
assessment in B2B markets: An exploratory study. Industrial Marketing
Management, 42(8), 1307-1317. doi: 10.1016/j.indmarman.2013.06.010



224

Kou, T.-C., Chiang, C.-T., & Chiang, A.-H. (2018). Effects of IT-based supply
chains on new product development activities and the performance of
computer and communication electronics manufacturers. Journal of
Business & Industrial Marketing, 33(7), 869-882. doi: 10.1108/jbim-11-
2016-0269

Kou, T.-C., & Lee, B. C. Y. (2015). The influence of supply chain architecture on
new product launch and performance in the high-tech industry”, . Journal
of Business & Industrial Marketing, Vol. 30 (Iss 5), 677 - 687. doi:
10.1108/JBIM-08-2013-0176

Kyrgidou, L. P., & Spyropoulou, S. (2013). Drivers and Performance Outcomes
of Innovativeness: An Empirical Study. British Journal of Management,
24(3), 281-298. doi: 10.1111/j.1467-8551.2011.00803.x

Lambert, D. M., & Enz, M. G. (2012). Managing and measuring value co-creation
in business-to-business relationships. Journal of Marketing Management,
28(13-14), 1588-1625. doi: 10.1080/0267257x.2012.736877

Langerak, F., Hultink, E. J., & Robben, H. S. J. (2004a). The Impact of Market
Orientation, Product Advantage, and Launch Proficiency on New Product
Performance and Organizational Performance. The Journal of Product
Innovation Management, 21, 79-94.

Langerak, F., Hultink, E. J., & Robben, H. S. J. (2004b). The Impact of Market
Orientation, Product Advantage, and Launch Proficiency on New Product
Performance and Organizational Performance. The Journal of Product
Innovation Management, 21, 79 - 94.

Lau, A. K. W. (2011). Supplier and customer involvement on new product
performance. Industrial Management & Data Systems, 111(6), 910-942.
doi: 10.1108/02635571111144973

Lau, A. K. W,, Yam, R. C. M., & Tang, E. (2011). The impact of product
modularity on new product performance: Mediation by product
innovativeness. . Journal of Product Innovation Management, 28(2), 270-
284.



225

Ledwith, A., & O’Dwyer, M. (2008). Product launch, product advantage and
market orientation in SMEs. Journal of Small Business and Enterprise
Development, 15(1), 96-110. doi: 10.1108/14626000810850865

Ledwith, M. O. D. A. (2009). Determinants of new product performance in small
firms. International Journal of Entrepreneurial Behaviour & Research,
15(2), 124 - 136. doi: 10.1108/13552550910944548

Lee, K., Woo, H.-G., & Joshi, K. (2017). Pro-innovation culture, ambidexterity
and new product development performance: Polynomial regression and
response surface analysis. European Management Journal, 35(2), 249-
260. doi: 10.1016/j.emj.2016.05.002

Lee, S., & Johnson, Z. S. (2017). The effect of new product design and innovation
on South Korean consumer’s willingness to buy. Asia Pacific Journal of
Marketing and Logistics, 29(1), 98 - 113. doi: 10.1108/APJML-06-2015-
0093

Lewandowska, M. S., Szymura-Tyc, M., & Got¢biowski, T. (2016). Innovation
complementarity, cooperation partners, and new product export: Evidence
from Poland. Journal of Business Research, 69(9), 3673-3681. doi:
10.1016/j.jbusres.2016.03.028

Li, Y.-H., & Huang, J.-W. (2012). Ambidexterity's mediating impact on product
development proficiency and new product performance. Industrial
Marketing Management, 41(7), 1125-1132. doi:
10.1016/j.indmarman.2012.05.002

Li, Y., Yao, F. K., & Ahlstrom, D. (2014). The social dilemma of bribery in
emerging economies: A dynamic model of emotion, social value, and
institutional uncertainty. Asia Pacific Journal of Management, 32(2), 311-
334. doi: 10.1007/s10490-014-9406-8

Liang, G., & Gu, C. (2021). The value of target sales rebate contracts in a supply
chain with downstream competition. International Journal of Production
Economics, 242, 108290. doi: 10.1016/j.ijpe.2021.108290

Lin, M.-J. J., & Huang, C.-H. (2013). The impact of customer participation on
NPD performance: the mediating role of inter-organisation relationship.
Journal of Business & Industrial Marketing, , 28(1), 3 - 15. doi:
10.1108/0885862131128567

Lindsey Hall, K. K., Qi, J., Richey, R. G., & Patil, R. K. (2022). Collaboration,
feedback, and performance: Supply chain insights from service-dominant



226

logic. Journal of Business Research, 146, 385-397. doi:
10.1016/j.jbusres.2022.03.055

Liu, P.-L., Chen, W.-C., & Tsai, C.-H. (2005). An empirical study on the
correlation between the knowledge management method and new product

development strategy on product performance in Taiwan’s industries.
Technovation, 25(6), 637-644. doi: 10.1016/j.technovation.2003.11.001

Liu, Y., Ndubisi, N. O., Liu, Y., & Barrane, F. Z. (2020). New product
development and sustainable performance of Chinese SMMEs: The role of
dynamic capability and intra-national environmental forces. International
Journal  of  Production  Economics, 230, 107817.  doi:
10.1016/j.ijpe.2020.107817

Lu, C., Yu, B., Zhang, J., & Xu, D. (2020). Effects of open innovation strategies
on innovation performance of SMEs: evidence from China. Chinese
Management Studies, 15(1), 24-43. doi: 10.1108/cms-01-2020-0009

Luo, Y., Zhao, J. H., & Du, J. (2005). The internationalization speed of e-
commerce companies: an empirical analysis. International Marketing
Review, 22(6), 693 - 709. doi: 10.1108/02651330510630294

Lusch, R. F., & Vargo, S. L. (2006). Service-dominant logic: reactions, reflections
and refinements. Marketing Theory, 6(3), 281-288.

Lusch, R. F., & Vargo, S. L. (2008). Toward a conceptual foundation for service
science : Contributions from service-dominant logic. IBM SYSTEMS
JOURNAL,, 47(1).

Lusch, R. F., & Vargo, S. L. (2016). Service-dominant logic: reactions, reflections
and  refinements.  Marketing  Theory, 6(3), 281-288. doi:
10.1177/1470593106066781

Lusch, R. F., Vargo, S. L., & O’Brien, M. (2007). Competing through service:
Insights from service-dominant logic. Journal of Retailing, 83(1), 5-18.
doi: 10.1016/j.jretai.2006.10.002

Lynn, G. S., Abel, K. D., Valentine, W. S., & Wright, R. C. (2000). Key Factors
in Increasing Speed to Market and Improving New Product Success Rates.
Industrial Marketing Management, 28 319-326

Lynn, G. S., Skov, R. B., & Abel, K. D. ( 1999). Practices that Support Team
Learning and Their Impact on Speed to Market and New Product Success.
Journal Product Innovative Management, 16, 439-454.

Marzi, G., Fakhar Manesh, M., Caputo, A., Pellegrini, M. M., & Vlaci¢, B.
(2022). Do or do not. Cognitive configurations affecting open innovation



227

adoption in SMEs. Technovation, 102585. doi:
10.1016/j.technovation.2022.102585

Matikainen, M., Terho, H., Matikainen, E., Parvinen, P., & Juppo, A. (2015).
Effective implementation of relationship orientation in new product
launches. Industrial Marketing Management, 45, 35-46. doi:
10.1016/j.indmarman.2015.02.019

Melnyk, V., Klein, K., & Vdlckner, F. (2012). The Double-Edged Sword of
Foreign Brand Names for Companies from Emerging Countries. Journal
of Marketing, 76, 21 -37.

Millson, M. R. (2013). Exploring the moderating influence of product
innovativeness on the organizational integration-new product market
success relationship. European Journal of Innovation Management, Vol.
16 1Iss 3 pp. , 16(3), 317 - 334. doi: 10.1108/EJIM-09-2011-0072

Montoya-Weiss, M., & Calantone, R. (1994). Determinants of new product
performance: a review and meta-analysis. Journal of Product Innovation
Management, 11(5), 397-417.

Morgan, T., Anokhin, S. A., Song, C., & Chistyakova, N. (2018). The role of
customer participation in building new product development speed
capabilities in turbulent environments. International Entrepreneurship and
Management Journal, 15(1), 119-133. doi: 10.1007/s11365-018-0549-9

Morgan, T., Obal, M., & Anokhin, S. (2018). Customer participation and new
product performance: Towards the understanding of the mechanisms and
key contingencies. Research  Policy, 47(2), 498-510. doi:
10.1016/j.respol.2018.01.005

Mu, J., Thomas, E., Peng, G., & Di Benedetto, A. (2017). Strategic orientation
and new product development performance: The role of networking
capability and networking ability. Industrial Marketing Management, 64,
187-201. doi: 10.1016/j.indmarman.2016.09.007

Najafi-Tavani, S., Naudé, P., Smith, P., & Khademi-Gerashi, M. (2023). Teach
well, learn better - Customer involvement and new product performance in
B2B markets: The role of desorptive and absorptive capacity. Industrial
Marketing Management, 108, 263-275. doi:
10.1016/j.indmarman.2022.12.001

Ndzana, M., Cyrille, O., Mvogo, G., & Bedzeme, T. (2021). Innovation and small
and medium enterprises’ performance in Cameroon. Journal of Small
Business and Enterprise Development, 28(5), 724-743. doi: 10.1108/jsbed-
06-2020-0188



228

Nuutinen, M., & Ojasalo, K. (2014). Enhancing service innovation in a business-
to-business context. International Journal of Quality and Service Sciences,
6(4), 290-308. doi: 10.1108/ijgss-06-2013-0033

Pelser, J., de Ruyter, K., Wetzels, M., Grewal, D., Cox, D., & van Beuningen, J.
(2015). B2B Channel Partner Programs: Disentangling Indebtedness from
Gratitude.  Journal of  Retailing, 91(4), 660-678. doi:
10.1016/j.jretai.2015.05.006

Peltier, J. W., Dahl, A. J., & Swan, E. L. (2020). Digital information flows across
a B2C/C2C continuum and technological innovations in service
ecosystems: A service-dominant logic perspective. Journal of Business
Research, 121, 724-734. doi: 10.1016/j.jbusres.2020.03.020

Pesch, R., & Bouncken, R. B. (2017). The double-edged sword of cultural
distance in international alliances. Cross Cultural & Strategic
Management, 24(1), 33-54. doi: 10.1108/ccsm-03-2016-0065

Pichka, K., Alwan, L. C., & Yue, X. (2022). Fulfillment and pricing optimization
for omni-channel retailers considering shipment of in-store demand.
Transportation Research Part E: Logistics and Transportation Review,
167, 102912. doi: 10.1016/j.tre.2022.102912

Popaitoon, S., Yanpiboon, T., & Tapjarern, C. (2021). Absorptive capacity and
NPD: salient issues in bipolar entrepreneurial SMEs. Journal of Asia
Business Studies, 15(5), 769-783. doi: 10.1108/jabs-03-2020-0095

Puriwat, W., & Hoonsopon, D. (2021). Cultivating product innovation
performance through creativity: the impact of organizational agility and
flexibility under technological turbulence. Journal of Manufacturing
Technology Management, 33(4), 741-762. doi: 10.1108/jmtm-10-2020-
0420

Raddats, C., Naik, P., & Ziaee Bigdeli, A. (2022). Creating value in servitization
through digital service innovations. Industrial Marketing Management,
104, 1-13. doi: 10.1016/j.indmarman.2022.04.002

Rafig, M., & Saxon, T. (2000). R&D and marketing integration in NPD in the
pharmaceutical industry. European Journal of Innovation Management,
3(4), 222 - 231. doi: 10.1108/14601060010352506

Rakshit, S., Islam, N., Mondal, S., & Paul, T. (2022). Influence of blockchain
technology in SME internationalization: Evidence from high-tech SMEs in
India. Technovation, 115, 102518. doi:
10.1016/j.technovation.2022.102518



229

Repetti, T., Roe, S., & Gregory, A. (2015). Pricing strategies for resort fees:
consumer preferences favor simplicity. International Journal of
Contemporary  Hospitality Management, 27(5), 790-809. doi:
10.1108/ijchm-06-2013-0237

Roy, R., & Miller, J. (2017). Miniaturization of image sensors: The role of
innovations in complementary technologies in overcoming technological
trade-offs associated with product innovation. Journal of Engineering and
Technology Management, 44, 58-609. doi:
10.1016/j.jengtecman.2017.01.002

Santos, D. F. L., Basso, L. F. C., Kimura, H., & Kayo, E. K. (2014). Innovation
efforts and performances of Brazilian firms. Journal of Business Research,
67(4), 527-535. doi: 10.1016/j.jbusres.2013.11.009

Schoenherr, T. (2015). The Roles of Supply Chain Intelligence and Adaptability
in New Product Launch Success. The Journal of The Decision Sciences,
46(5).

Severo, E. A., Guimardes, J. C. F. d., & Dorion, E. C. H. (2017). Cleaner
production and environmental management as sustainable product
innovation antecedents: A survey in Brazilian industries. Journal of
Cleaner Production, 142, 87-97. doi: 10.1016/j.jclepro.2016.06.090

Shah, B., & Singh, G. (2021). Can collaborative buffering strategies reduce
distribution costs while improving product returns?: A case of an Asian e-
retailer. Benchmarking: An International Journal, 28(9), 2808-2834. doi:
10.1108/bij-09-2020-0478

Shaikh, A., & Gandhi, A. (2016). Small retailer’s new product acceptance in
emerging market : a grounded theory approach Asia Pacific Journal of
Marketing and Logistics, 28(3), 547 - 564. doi: 10.1108/APJML-06-2015-
0087

Sheng, S., Zhou, K. Z., & Lessassy, L. (2013). NPD speed vs. innovativeness: The
contingent impact of institutional and market environments. Journal of
Business Research, 66(11), 2355-2362. doi: 10.1016/j.jbusres.2012.04.018

Simms, C., & Trott, P. (2014). Conceptualising the management of packaging
within new product development. European Journal of Marketing,
48(11/12), 2009-2032. doi: 10.1108/ejm-12-2012-0733

Singh, R., Chandrashekar, D., Subrahmanya Mungila Hillemane, B., Sukumar, A.,
& Jafari-Sadeghi, V. (2022). Network cooperation and economic
performance of SMEs: Direct and mediating impacts of innovation and
internationalisation. Journal of Business Research, 148, 116-130. doi:
10.1016/j.jbusres.2022.04.032



230

Slater, S. F., Mohr, J. J., & Sengupta, S. (2014). Radical Product Innovation
Capability: Literature Review, Synthesis, and lllustrative Research
Propositions. Journal of Product Innovation Management, 31(3), 552-566.
doi: 10.1111/jpim.12113

Smallbone, D., Saridakis, G., & Abubakar, Y. A. (2022). Internationalisation as a
stimulus for SME innovation in developing economies: Comparing SMEs
in factor-driven and efficiency-driven economies. Journal of Business
Research, 144, 1305-1319. doi: 10.1016/j.jbusres.2022.01.045

Smith, P. G. (2001). From Experience: Reaping Benefit from Speed to Market.
Journal Product Innovation Management, 16, 222-230.

Sok, P.,, & O'Cass, A. (2015). Examining the new product innovation —
performance relationship: Optimizing the role of individual-level creativity
and attention-to-detail. Industrial Marketing Management, 47, 156-165.
doi: 10.1016/j.indmarman.2015.02.040

Song, L. Z., Song, M., & Anthony Di Benedetto, C. (2011). Resources, supplier
investment, product launch advantages, and first product performance.
Journal of Operations Management, 29(1-2), 86-104. doi:
10.1016/j.jom.2010.07.003

Stanko, M. A., Molina- Castillo, F. J., & Munuera- Aleman, J. L. (2012). Speed
to Market for Innovative Products: Blessing or Curse? Journal of Product
Innovation Management, 29(5), 751-765. doi: 10.1111/].1540-
5885.2012.00943.x

Storey, C., Cankurtaran, P., Papastathopoulou, P., & Hultink, E. J. (2016).
Success Factors for Service Innovation: A Meta-Analysis. Journal of
Product Innovation Management, 33(5), 527-548. doi:
10.1111/jpim.12307

Story, V. M., Boso, N. , & Cadogan, J. W. (2015). The form of relationship
between firm-level product innovativeness and new product performance
in developed and emerging markets. Journal of Product Innovation
Management, 32(1), 45-64.

Sweeney, K., Riley, J., & Duan, Y. (2022). Product variety in retail: the
moderating influence of demand variability. International Journal of
Physical Distribution & Logistics Management, 52(4), 351-369. doi:
10.1108/ijpdIm-12-2020-0407

Swiecka, B., Terefenko, P., & Paprotny, D. (2021). Transaction factors’ influence
on the choice of payment by Polish consumers. Journal of Retailing and
Consumer Services, 58, 102264. doi: 10.1016/j.jretconser.2020.102264



231

Tai, Y.-M. (2017). Effects of product lifecycle management systems on new
product development performance. Journal of Engineering and
Technology Management, 46, 67-83. doi:
10.1016/j.jengtecman.2017.06.001

Taiminen, H. M., & Karjaluoto, H. (2015). The usage of digital marketing
channels in SMEs. Journal of Small Business and Enterprise
Development, 22(4), 633-651. doi: 10.1108/jsbed-05-2013-0073

Taylor, W. C. S. A. (2015). The Effectiveness of Customer Participation in New
Product Development: A Meta-Analysis. Journal of Marketing.

Thomas, E. (2013). Supplier integration in new product development: Computer
mediated communication, knowledge exchange and buyer performance.
Industrial Marketing  Management,  42(6), 890-899.  doi:
10.1016/j.indmarman.2013.05.018

Tien- Shang Lee, L. (2008). The effects of team reflexivity and innovativeness on
new product development performance. Industrial Management & Data
Systems, 108(4), 548-569. doi: 10.1108/02635570810868380

Tomizawa, A., Zhao, L., Bassellier, G., & Ahlstrom, D. (2019). Economic
growth, innovation, institutions, and the Great Enrichment. Asia Pacific
Journal of Management, 37(1), 7-31. doi: 10.1007/s10490-019-09648-2

Trim, P., & Pan, H. (2005). A new product launch strategy (NPLS) model for
pharmaceutical companies. European Business Review, 17(4), 325-339.
doi: 10.1108/09555340510607370

Troise, C., Corvello, V., Ghobadian, A., & O'Regan, N. (2022). How can SMEs
successfully navigate VUCA environment: The role of agility in the digital
transformation era. Technological Forecasting and Social Change, 174,
121227. doi: 10.1016/j.techfore.2021.121227

Trott, P., & Simms, C. (2017). An examination of product innovation in low- and
medium-technology industries: Cases from the UK packaged food sector.
Research Policy, 46(3), 605-623. doi: 10.1016/j.respol.2017.01.007

Truong, Y., Simmons, G., & Palmer, M. (2012). Reciprocal value propositions in
practice: Constraints in digital markets. Industrial Marketing
Management, 41(1), 197-206. doi: 10.1016/j.indmarman.2011.11.007

Tsai, F.-S., Cabrilo, S., Chou, H.-H., Hu, F., & Tang, A. D. (2022). Open
innovation and SME performance: The roles of reverse knowledge sharing
and stakeholder relationships. Journal of Business Research, 148, 433-
443. doi: 10.1016/j.jbusres.2022.03.051



232

Tsai, K.-H., & Hsu, T. T. (2014). Cross-Functional collaboration, competitive
intensity, knowledge integration mechanisms, and new product
performance: A mediated moderation model. Industrial Marketing
Management, 43(2), 293-303. doi: 10.1016/j.indmarman.2013.08.012

Tsai, K. H., Tsai, M. L., & Wang, J. C. (2012). Supplier collaboration and new
product performance: a contingency model. Industrial Management &
Data Systems, 112(2), 268-289. doi: 10.1108/02635571211204290

Tseng, F.-M., & Chiang, L.-L. (2016). Why does customer co-creation improve
new travel product performance? Journal of Business Research, 69(6),
2309-2317. doi: 10.1016/j.jbusres.2015.12.047

Un, C. A., Cuervo-Cazurra, A., & Asakawa, K. (2010). R&D Collaborations and
Product Innovation*. Journal of Product Innovation Management, 27(5),
673-689. doi: 10.1111/j.1540-5885.2010.00744.x

Valtakoski, A., Reynoso, J., Maranto, D., Edvardsson, B., & Maravillo Cabrera,
E. (2019). Cross-country differences in new service development. Journal
of Service Management, 30(2), 186-208. doi: 10.1108/josm-05-2018-0134

Varadarajan, R., Welden, R. B., Arunachalam, S., Haenlein, M., & Gupta, S.
(2022). Digital product innovations for the greater good and digital
marketing innovations in communications and channels: Evolution,
emerging issues, and future research directions. International Journal of
Research in Marketing, 39(2), 482-501. doi:
10.1016/j.ijresmar.2021.09.002

Vargo, S. L., & Akaka, M. A. (2009). Service-Dominant Logic as a Foundation
for Service Science: Clarifications. Service Science, 1(1), 32-41. doi:
10.1287/serv.1.1.32

Vargo, S. L., & Lusch, R. F. (2004a). Evolving to a New Dominant Logic for
Marketing. Journal of Marketing, 68(1), 1 - 17.

Vargo, S. L., & Lusch, R. F. (2016). The Four Service Marketing Myths. Journal
of Service Research, 6(4), 324-335. doi: 10.1177/1094670503262946

Vargo, S. L., & Lusch, R. F. (2017). Service-dominant logic 2025. International
Journal of Research in  Marketing, 34(1), 46-67. doi:
10.1016/j.ijresmar.2016.11.001

Verhees, F. J. H. M., & Meulenberg, M. T. G. (2004). Market Orientation,
Innovativeness, Product Innovation, and Performance in Small Firms.
Journal of small business management, 42(2), 134-154.



233

Vila-Lopez, N., & Kuster-Boluda, I. (2018). Commercial versus technical cues to
position a new product: Do hedonic and functional/healthy packages
differ? Soc Sci Med, 198, 85-94. doi: 10.1016/j.socscimed.2017.12.018

Vinayak, K., & Kodali, R. (2014a). The relationship between NPD innovation and
NPD performance: the moderating role of NPD best practices in Indian
manufacturing industry. Measuring Business Excellence, 18(2), 39 - 59.
doi: 10.1108/MBE-03-2013-0017

Wang, C. L., & Ahmed, P. K. (2004). The development and validation of the
organisational innovativeness construct using confirmatory factor analysis.
European Journal of Innovation Management, 7(4), 303-313.

Wang, C. L., & Ahmed, P. K. (2004). The development and validation of the
organizational innovativeness construct using confirmatory factor analysis.
European Journal of Innovation Management Decision, 7(4), 303-313.

Webb, J. R. (2016). Scrapping new product development efforts: when to keep
going, when to fold. Journal of Business Strategy, 37(4), 32 - 40. doi:
10.1108/JBS-09-2014-0104

Wu, H., Chen, J., & Jiao, H. (2016). Dynamic capabilities as a mediator linking
international diversification and innovation performance of firms in an
emerging economy. Journal of Business Research, 69(8), 2678-2686. doi:
10.1016/j.jbusres.2015.11.003

Xiao, T., Yang, Z., & Jiang, Y. (2023). The different effects of venture capital and
the trade-off between product innovation effectiveness and efficiency.
European Journal of Innovation Management. doi: 10.1108/ejim-06-2022-
0338

Xie, X., Fang, L., Zeng, S., & Huo, J. (2016). How does knowledge inertia affect
firms product innovation? Journal of Business Research, 69(5), 1615-
1620. doi: 10.1016/j.jbusres.2015.10.027

Xie, X., Han, Y., Anderson, A., & Ribeiro-Navarrete, S. (2022). Digital platforms
and SMEs’ business model innovation: Exploring the mediating
mechanisms of capability reconfiguration. International Journal of
Information Management, 65, 102513. doi:
10.1016/j.ijinfomgt.2022.102513

Yan, J., Wang, L., & Xiong, J. (2017). Alcatel-Lucent falls, Huawei ascends: new
product development makes the difference. Journal of Business Strategy,
38(1), 22 - 30. doi: 10.1108/JBS-01-2016-0001



234

Yan, R., & Cao, Z. (2017). Product returns, asymmetric information, and firm
performance. International Journal of Production Economics, 185, 211-
222. doi: 10.1016/j.ijpe.2017.01.001

Yar Hamidi, D., & Machold, S. (2020). Governance, boards and value co-
creation: Changing perspectives towards a service dominant logic.
European Management Journal, 38(6), 956-966. doi:
10.1016/j.emj.2020.06.001

Yeh, C., & Lee, Y.-t. (2014). Construction of speed-to-market supply chain
management model for garment industry. Journal of Manufacturing
Technology Management, 25(5), 734 - 746. doi: 10.1108/JMTM-05-2012-
0052

Yeoh, P.-L. (1994). Speed to Global Markets : An Empirical Prediction of New
Product Success in the Ethical Pharmaceutical Industry. European Journal
of Marketing, 28(11), 29 - 49. doi: 10.1108/03090569410075803

Yusr, M. M., Mokhtar, S. S. M., Perumal, S., & Salimon, M. G. (2021). The
impact of customer knowledge management, TQM and marketing
capabilities on product innovation performance of Malaysian SMEs: an
empirical study. International Journal of Innovation Science, 14(2), 316-
338. doi: 10.1108/ijis-03-2021-0053

Zaborek, P., & Mazur, J. (2019). Enabling value co-creation with consumers as a
driver of business performance: A dual perspective of Polish
manufacturing and service SMEs. Journal of Business Research, 104, 541-
551. doi: 10.1016/j.jbusres.2018.12.067

Zahoor, N., Golgeci, I., Haapanen, L., Ali, I., & Arslan, A. (2022). The role of
dynamic capabilities and strategic agility of B2B high-tech small and
medium-sized enterprises during COVID-19 pandemic: Exploratory case
studies from Finland. Industrial Marketing Management, 105, 502-514.
doi: 10.1016/j.indmarman.2022.07.006

Zhang, H. (2022). Does combining different types of innovation always improve
SME performance? An analysis of innovation complementarity. Journal of
Innovation & Knowledge, 7(3), 100192. doi: 10.1016/j.jik.2022.100192

Zhang, J., Onal, S., Das, R., Helminsky, A., & Das, S. (2019). Fulfilment time
performance of online retailers — an empirical analysis. International
Journal of Retail & Distribution Management, 47(5), 493-510. doi:
10.1108/ijrdm-10-2017-0237

Zhang, M., Huang, Q., Zhao, X., & Ma, L. (2021). The impact of information
integration on purchase order finance and new product launch: a case



235

study. International Journal of Operations & Production Management,
41(4), 359-382. doi: 10.1108/ijopm-06-2020-0377

Zhang, Q., & Zheng, Y. (2022). Pricing strategies for bundled products
considering consumers’ green preference. Journal of Cleaner Production,
344, 130962. doi: 10.1016/j.jclepro.2022.130962

Zhang, X., Gao, C., & Zhang, S. (2022). The niche evolution of cross-boundary
innovation for Chinese SMEs in the context of digital transformation——
Case study based on dynamic capability. Technology in Society, 68,
101870. doi: 10.1016/j.techsoc.2022.101870

Zhang, Y., & Li, H. (2010). Innovation search of new ventures in a technology
cluster: the role of ties with service intermediaries. Strategic Management
Journal, 31(1), 88-109. doi: 10.1002/smj.806

Zhang, Y., Wang, L., & Gao, J. (2015). Supplier collaboration and speed-to-
market of new products: the mediating and moderating effects. Journal of
Intelligent Manufacturing, 28(3), 805-818. doi: 10.1007/s10845-014-
1021-5

Zhang, Z., Zhu, H., Zhou, Z., & Zou, K. (2022). How does innovation matter for
sustainable performance? Evidence from small and medium-sized
enterprises. Journal of Business Research, 153, 251-265. doi:
10.1016/j.jbusres.2022.08.034

Zhao, H., & Jagpal, S. (2009). Upgrade pricing, market growth, and social
welfare. Journal of Business Research, 62(7), 713-718. doi:
10.1016/j.jbusres.2007.05.010



