
Article 

Linking Financial Resources Ability and R & D Resources on 

New Product Performance. The Mediating role of Innovation 

Orientation and Competitive Position 

Hersugondo 1, Sugeng Wahyudi 2, Nuryakin 3* and Rio Dhani Laksana4 

1 Faculty of Economics and Business, Universitas Diponegoro Semarang, Indonesia; gondosakti@yahoo.com  
2 Faculty of Economics and Business, Universitas Diponegoro Semarang, Indonesia; sug_w@yahoo.com  
3 Master of Management Department. Postgraduate Program. Universitas Muhammadiyah Yogyakarta. In-

donesia; nuryakin@umy.ac.id  
4 Faculty of Economics and Business, Universitas Jenderal Soedirman, Purwokerto, Indonesia ; riodhani@un-

soed.ac.id 

* Correspondence: nuryakin@umy.ac.id  

Abstract: This study aims to test empirical research on the effect of financial resource ability, re-

search and development (R & D) on innovation orientation and competitive position. This study 

also examines the critical mediating role of innovation orientation and competitive position to 

achieving new products performance (NPP). This study used a quantitative research approach by 

comparing data from service industry and manufacture industry in Indonesia included in Indone-

sian-State-Ownership companies. The analysis unit in this study used middle managers and top 

managers who responsible for managing divisions within the Indonesian-State-Ownership compa-

nies. The number of respondents studied in this study was 287 sample. The purposive sampling 

technique was used in taking the research sample. This study indicated that financial resources abil-

ities, research and development (R & D) abilities positive effect on innovation orientation and com-

petitive position. This study also testing the importance role of innovation orientation and a com-

petitive position to enhancing new products performance (NPP). 

Keywords: financial resources ability, R & D, innovation orientation, competitive position, new product 

performance (NPP) 

 

1. Introduction 

New Product Performance (NPP) still attracts many researchers and company managers to discuss, especially 

in measuring its degree of success and long-term growth [1]. Guimaraes and Paranjape [2] explain that companies' 

success in developing new products is essential in facing the increasing intensity of business competition. The successful 

long-term business through new product development is also considered a determinant of a company's long-term 

excellence through innovation creation [3]. Moreover, changes and increasingly fast business dynamics also require 

companies to adapt quickly through active responses to customer complaints [4], building business networks [5], 

innovation-oriented [6], and company investment in R&D activities [7].  

These changes and business dynamics force managers to recognize the company's importance in creating new 

successful products through continuous R&D activities to measure new product performance success. This strategy is 

essential for managers because it contributes to achieving the company's strategic and long-term goals. Several literature 

reviews that discuss companies' importance in achieving successful new product performance have conducted in-depth 

studies [3, 8-11].  

Globalization and the development of technology and information have also had consequences for companies 

in creating new products [12]. Companies must defend their market amid increasingly fierce competition and even need 

to seize the market from existing competitors. One of the companies' efforts to gain market share includes innovating, 
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financial resources, and its ability to conduct R&D [13-16]. Other researchers found that company capability was the 

key to an organization achieving competitive advantage by creating low-cost advantages and differentiation advantages 

to be better known than competitors' products [17].  

Companies also need to allocate their internal resources as a competitive advantage source [18]. Internal 

capability as a competitive advantage source will create distinctiveness for the company compared to its competitors 

and directly guarantee superior company performance. One of the company's internal capabilities in achieving a 

competitive advantage is its financial resources, which can guarantee its operations in achieving its long-term goals [6, 

19, 20]. 

Several previous studies have explained that the process of creating new products was considered insignificant 

for the company. Still, in the current market competition era, creating new products is a critical part of the company 

[21]. Garud, Jain [22] explain that innovation and new product development techniques do not change rapidly for 

companies in a stable market environment. Meanwhile, the current condition where the product life cycle is 

experiencing rapid development requires companies to innovate [23]. Innovative products are essential in the industry. 

By creating innovative products, consumers can benefit from both the new features, design, and functionality of a 

product [24]. The competitive era is no longer offering similar products or competing for several reasons, such as selling 

price and quality. Some companies consider that the trend is inevitable, so companies need to differentiate product 

offerings from innovation to gain a competitive advantage over competitors by creating value for customers [25]. 

Dabla-Norris, Kersting [26] reveal that today's industries are characterized by gradually or rapidly-produce 

changes, new trends, and developments requiring a quick response from companies to focus on innovation and 

company productivity. The drivers of business change are not limited to changes in the short-term industrial growth 

rate, but on the advantages of position, how the company uses its financial capabilities, changes in technology and 

innovation processes, and improvements in new product performance [27]. Innovation makes an important 

contribution to sustainable growth [28] and developmental model for the innovative capacity and performance [29].  

Furthermore, this study has two specific objectives: first, to test the effect of financial resource ability, research, 

and development resources on the innovation orientation and competitive position empirically. The second is to test 

the critical mediating role of the innovation orientation and competitive position in improving new products' 

performance. This study aims to build and test basic theoretical models and build empirical research models for later 

hypothesis testing. Hypothesis testing used a quantitative research approach with structural equation modeling (SEM) 

with a sample of 287 lower, middle, and upper managers of Indonesian Indonesian-State-Ownership. Besides, this study 

contributes to the body of knowledge in the study of Resource-Based Theory in achieving positioning advantages and 

companies' long-term performance [30]. This study was conducted by taking samples at the managerial level of state-

ownership companies. This study observed the condition of Indonesian-State-Ownership company after the policy 

issue regarding the merger of businesses and holding companies became an exciting issue amid the global crisis that 

hit several developed countries. Therefore, this study's results will provide practical implications regarding the strategic 

role of innovation and superior position for Indonesian-State-Ownership company in Indonesia. 
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2. Theoretical Framework  

2.1.  Resources Based View 

Resource-Based View (RBV) is often used to understand strategic marketing problems, but it cannot be adopted 

within the organization's scope. The concept of company resources in the research developed by [30] explains the in-

tangible resource factors determining its success. These factors consist of capacity, talent, competence, skill, and core 

competence.  

Resource-Based Theory was initially pursued by [31]. In his view, [31] states that companies have resources to 

make the company have a competitive advantage and direct the company to have good long-term performance. Valu-

able and scarce resources can be directed to create competitive advantage so that the resources can last a long time and 

are not easily copied, transferred, or replaced. Resource-based companies will continue to maintain their competitive 

advantage by utilizing existing capabilities. Competitive advantage, according to Wernerfelt [32], is part of the Resource 

Based-View theory, which emphasizes the heterogeneity of resources and the company's unique capabilities as a col-

lection of strategic and productive resources for the company so that this can be used as a company's defense strategy 

to compete in the market. This approach will enhance the company's distinctive capabilities.  

Resources are all tangible and intangible assets owned by the company. Barney [33] states that companies ori-

ented towards business strategy are more directed at a unique differentiated advantage to generate marketing perfor-

mance and a foundation for sustainable competitive advantage. According to Barney, competitive advantage is based 

on the Resource-Based View, namely providing superior value to consumers and making it difficult for competitors to 

substitute products to benefit the company apart from the scarcity and resource values attached to the company organ-

ization. Unique values will be the company's unique competence. A study conducted by Shih and Yang [34] found that 

the company's capabilities and intangible resources were company assets in achieving company growth towards a 

broader market. 

 

2.2. Competitive Position 

In the Resource-Based View (RBV), capabilities determine the roots of a company's sustainable competitive 

advantage. These capabilities can give birth to patents protected by law, technological knowledge, and valuable 

production skills that are difficult for competitors to imitate [35]. Newbert [36] states that the constructs of competitive 

advantage and performance are used interchangeably in different concepts, where competitive advantage is the 

implementation of strategies that facilitate cost reduction, exploitation of opportunities. Competitive advantage is a 

resource-based theory when companies exploit a combination of resource capabilities effectively so that competitive 

advantage refers to economic value to neutralize competitive challenges. Meanwhile, Singh, Misra [37] explain that 

performance can be measured from the growth of Return on Assets (ROA). 

Although the resource-based view is considered underlying competitive advantage and performance, accord-

ing to Hunt and Morgan [38], it is used to solve corporate diversity. Resource-Advantage Theory is an evolution from 

Barney's (1991) that changes intangibles to tangibles. This theory views resources as tangible and intangible entities that 

produce valuable companies' efficiency to segment the market. This theory views the company as a heterogeneous 

combination and as an imperfect resource. This theory completes the theory related to intangible resources. Barney 

(1991) describes heterogeneous marketing demand theory as an illustration of competitive advantage theory, describes 

intra-industrial demand in different market segments and the same industry, describes economic evolution with prod-

uct innovation as a reference for economic growth, as consumer interactions, code traditions, and structures, political, 

economic, and social. 
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3. Hypotheses Development  

3.1. The effects of financial resources ability on innovation orientation and competitive position 

According to Morgan [39], a company's performance success is determined by its internal capabilities and 

existing resources. The company's internal capabilities are closely related to dynamic capabilities, cross-functional 

coordination, architectural capabilities, and specialization.  Chew, Yan [40] describe capabilities and strategies as the 

company's primary keys in achieving competitive advantage. Furthermore, there is a positive relationship between 

capabilities and strategic excellence. Company capability is also an essential asset in achieving a degree of strategic 

excellence and is the company's main driving factor in achieving superior performance. 

Meanwhile, Dabla-Norris, Kersting [26], in their study, examined company-specific actions, especially 

innovation, in influencing company productivity and the role of finance in achieving firm productivity. The results of 

the study found that innovation was critical for company performance and can directly increase productivity. This 

study also found that the company's financial aspects also influenced the relationship between innovation and 

productivity. Khin, Ahmad [24] reinforced previous studies' results, explaining the importance of innovation in 

corporate strategy and resources. In the strategic approach, innovation was considered something that differentiates 

the company from its competitors [41]. Lynn and Akgun [42] agree with a previous study that found that companies' 

innovation strategy was essential. Innovation could be divided into three forms: customer-driven strategy, process-

driven strategy, and pioneer driven strategy. In another study,  Lynn, Mazzuca [43] argued that innovation could be 

distinguished by, among others, process-based, strategy-based, speed-based, market-based, learning, and qualitative 

innovation. 

Thus, based on the theoretical review and previous research provided, the researchers proposed hypotheses to 

investigate the effects of financial resources ability on innovation and competitive position:  

H1: Financial resources ability has a significant positive effect on innovation orientation   

H2: Financial resources ability has a significant positive effect on the competitive position 

 

3.2. The effects of R&D resources on innovation orientation and competitive position 

R & D is a complex challenge for companies in expanding through the company's capacity to be creative and 

innovative [44].  The company is under considerable alienating pressure and competes with competitors. This 

alienation is due to the increased adaptation process and speed resulting from globalization and innovation [45]. 

Companies need to increase awareness of the value of customer knowledge in organizational processes and systems to 

cope with globalization pressures. The study of Bertrand and Mol [46] analyzed differences in antecedents and 

performance reports on R&D. The results of the study found that the absorption capacity of R&D may lead to more 

positive innovation outcomes, particularly product innovation. Meanwhile, Karbowski [47] explained that the R&D 

process led to the emergence of product innovation compared to R&D competition. Companies that maximize profits 

from competitive strategies in R&D because companies prefer to pursue R&D cartelization or industrial cartelization 

strategies, depending on on-demand elasticity about the company's investment in R&D. 

Innovation can be seen as an essential component of competitive advantage embedded in the organizational 

structure, production process activities, products launched, and marketing strategies within a company [48]. 

Furthermore, the basic guidelines for determining innovation activities at the company level are divided into four types 

of innovation: product innovation, process innovation, marketing innovation, and organizational innovation. This type 

of innovation, as a whole, has a positive impact on company performance. 

Thus, based on the following theoretical review and previous research provided, the researchers proposed 

hypotheses to investigate the effects of R&D resources on innovation orientation and competitive position:  

H3: R&D resources have a significant positive effect on innovation orientation  

H4: R&D resources have a significant positive effect on the competitive position 

Preprints (www.preprints.org)  |  NOT PEER-REVIEWED  |  Posted: 21 January 2021                   doi:10.20944/preprints202101.0424.v1

https://doi.org/10.20944/preprints202101.0424.v1


 

3.3. The effects of innovation orientation on new product performance 

Innovation provides support for corporate strategy choice in achieving organizational performance [49]. It is 

an essential function in management because innovation is related to company performance. A study conducted by 

Eshlaghy and Maatofi [50] emphasized the importance of innovation in achieving company performance. Meanwhile, 

in their study, Lin and Peng [51] found that entrepreneurial orientation affected innovation; orientation affected 

innovation; innovation also influenced business performance.  New product development is an important innovation 

that must be done to fulfill new consumer trends [52]. The same results in Najib and Kiminami [53] proved that 

cooperation provided a significant relationship in creating innovation and encouraging performance. Besides, 

performance is a function of the achievements of the company's innovation activities. The results of these studies also 

indicate that innovation significantly affects business performance. Research on the effect of innovation by companies 

on performance was also conducted by Eris and Ozmen [54], who found an influence of market orientation, 

organizational learning, and innovation on company performance.  

With high technological turbulence levels, company experience is significantly related to innovation and 

company growth [55]. In an environment of low technological turbulence, the relationship between innovation and 

company growth does not exist. The study contributes to the entrepreneurship literature by showing that the experience 

can promote innovation and firm performance in a highly volatile environment.  Meanwhile, a study conducted by 

Nuryakin [56] also found that innovation was an essential key in achieving performance. 

Thus, based on the following theoretical review and previous research provided, the researchers proposed a 

hypothesis to investigate the effects of innovation orientation on new product performance: 

H5: Innovation orientation has a significant positive effect on new product performance. 

 

3.4. The effects of competitive position on new product performance 

Research by Nandakumar, Ghobadian [57] found environmental dynamics and competition as moderating ef-

fects in the relationship between business strategy and competitive performance levels. In a low, competitive environ-

ment of leadership strategies and a highly competitive environment, performance differentiation strategies are better 

than competitors. In a highly dynamic environment, leadership strategy, and dynamic environment, differentiation 

strategy helps enhance performance. A study with similar results was conducted by Chew, Yan [58] also summarized 

SMEs' core capabilities and competitive strategies and impacted improving performance. 

Other studies found that it was important for companies to be critical of their innovation, which was an 

integral part of the company and an opportunity for its future success [59]. The results of other studies also found that 

many companies innovated, both in the form of technological and marketing innovations [60, 61]. Meanwhile, Taylor 

[62] found that product development through new technology showing internal competition affected product 

technology development. There are two ways to use technology in product development. First, new technologies can 

allocate resources to gain a deeper understanding of the innovation process. Second, access to internal information and 

mobility across boundaries is beneficial in utilizing company-owned technology.  

Thus, based on the following theoretical review and previous research provided, the researchers proposed a 

hypothesis to investigate the effects of competitive position on new product performance: 

H6: Competitive position has a significant positive effect on new product performance 
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4. Research Methodology 

This study used a quantitative research design and attempted to examine the correlational relationship between 

exogenous and endogenous constructs. The quantitative design was to test the research hypothesis. Meanwhile, this 

study's sample was the managerial level of Indonesian-state-ownership (BUMN) companies in several Indonesian 

regions, such as West Java, Jakarta, East Java, Central Java, and DIY. The companies sampled in the study included the 

service industry, trade, retail, manufacturing, insurance, and banking. Primary data was used in the research collected 

using surveys through online and offline questionnaires conducted on respondents of the managerial level of BUMN 

in Indonesia. 

 

4.1. Data Screening and Trimming  

Data screening and trimming in the study were conducted before further in-depth analysis to ensure the data's 

feasibility. Data screening was done by testing each respondent's answers' consistency by looking at the extreme 

standard deviation. Meanwhile, data trimming was carried out by looking at the consistency of the open and close 

answers filled in by respondents. The data screening and trimming results were conducted on 287 samples, with 59 

respondents online and 155 respondents offline. The random sampling approach was used in the sampling technique. 

The questionnaires were distributed over three months. 

 

4.2. Demographic Analysis of Research Samples and Measurement of Variables 

The data collection process was carried out through a survey at the managerial level of BUMN in Indonesia. This 

study examines the relationship between financial resource construction, R&D resources, innovation orientation, 

competitive position, and new product performance. The researchers then tested each construct's instruments, financial 

resource ability, research and development resources, innovation orientation, competitive position, and new product 

performance. The researchers also conducted a pilot test to test the content analysis and reliability validity of 287 

managers. Several questionnaires need to be corrected by adopting the previous studies. 

4.2.1. Respondent Characteristics 

The testing respondents' characteristics are divided into several characteristics, including gender, age, position, 

level of education, and managers' experience. There were 164 male respondents or 87.2% and 24 female re-

spondents or 12.8% based on these characteristics.  76 respondents or 40.4% were > 45 years old; 46 respondents 

or 24.5% were 31 - 35 years old;  32 respondents or 17% were 41 - 45 years old;  26 respondents or 13.8% were 

36 - 40 old; and 8 respondents or 4.3% were 26 - 30 years old. 

Eighty-five (85) respondents or 45.2% were in lower manager position as the next characteristic; 58 respondents 

or 30.9% were in middle manager position; 45 respondents or 23.9% were in a top manager position. 

Ninety-seven (97) respondents or 51.6% had a master's degree in the education level; 70 respondents or 37.2% 

had a bachelor's degree; 9 respondents or 4.8% had a Ph.D. degree; 5 respondents or 4.3% graduated from junior 

high school;  4 respondents or 2.1% came from secondary school. 

Eighty-six (86) respondents or 45.7% have worked in a managerial position for 11-20 years as the work experi-

ence experiences; 21-30 years as 63 respondents or 33.5% have worked for 21-30 years; 38 respondents or 20.7% 

have worked for 1-10 years in the same position.   

4.2.2. Business Scope Characteristics 

The business scope's characteristics can be categorized into four parts: operational scale, business scope, market 

conditions, and potential business. The business characteristics based on the manufacturing scale had a total of 

126 companies or 67%, medium-scale operations of 52 companies or 27.7%, small scale operations of 10 compa-
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nies or 5.3%, business coverage of service companies of 132 companies or 70.2%, fast-moving operation prod-

ucts of 7 companies or 3.7%, industrial products of 11 companies or 5.9% and durable products of 38 companies 

or 20.2%. 

4.2.3. Market Conditions 

Market conditions' characteristics can be categorized into four parts: perfect condition, monopolistic competi-

tion, oligopoly, and monopoly. Perfect conditions had 71 respondents or 37.8%. The monopolistic competition 

had 49 respondents or 26.1%. Monopoly had 68 respondents or 36.2%, while oligopoly did not exist (0%). 

4.2.4. Business positioning 

Business positioning characteristics can be categorized into four parts: market leaders, market chal-

lengers, market followers, and market nicher. The market leader business had 114 respondents or 

60.6%; the market challenger had 13 respondents or 6.9%; the market followers had 39 respondents 

or 39%; the nicher market had 22 respondents or 11.7%. 

 

5. Validity and Reliability Measurement 

The instrument's validity and reliability tests were carried out using Confirmatory Factor Analysis (CFA) by 

looking at each construct's loading factor value with its indicators. The validity test results show that each instrument's 

value has a loading factor value of >0.6. Thus, it is statistically valid. The results are explained in Table 1 below. 

Table 3. Scale item for measures 

Construct Items Standardize

d factor 

loading 

CR AVE DV 

Financial Resources ability 

 

 

 

 

 

 

R&D 

 

 

 

 

Innovation  

 

 

 

 

Competitive position 

 

 

 

 

X1 

X2 

X3 

X4 

X5 

 

X6 

X7 

X8 

X9 

 

X10 

X11 

X12 

X13 

X14 

 

X15 

X16 

X17 

X18 

 

0.765 

0.757 

0.780 

0.720 

0.773 

 

0.842 

0.786 

0.810 

0.772 

 

0.730 

0.749 

0.804 

0.818 

0.783 

 

0.743 

0.706 

0.702 

0.661 

 

 

 

0.912 

 

 

 

 

0.881 

 

 

 

 

0.916 

 

 

 

 

 

0.851 

 

 

 

 

 

0.568 

 

 

 

 

0.555 

 

 

 

 

0.562 

 

 

 

 

 

0.587 

 

 

 

 

 

0.754 

 

 

 

 

0.745 

 

 

 

 

0.750 

 

 

 

 

 

0.766 
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New Product Performance 

 

X19 

X20 

X21 

X22 

X23 

0.786 

0.760 

0.696 

0.792 

0.762 

 

0.912 

 

 

0.568 

 

 

0.754 

 

(Note : VE = Variance Extracted; CR = Construct Reliability; DV = Discriminant Validity) 

 

6. Result of the Study 

This study used Structural Equation Modeling (SEM) approach to analyze the research aim and hypotheses 

testing with AMOS software. Structural Equation Modeling examined the two categories of data analysis, the 

measurement research model and the structure research model. The result of this study is shown here below. Figure 2 

shows the results of the structural model testing in this study. Overall, the measurement of model fit in the structural 

equation modeling indicates that the value of the fit model is quite good, namely (GFI = 0.889, AGFI = 0.863, RMSEA = 

0.019, CFI = 0.922, TLI = 0.911). The full model test results show good results shown in the goodness of fit criterion. In 

testing the model's structure, it describes models of causality in research with tiered relationships. The test results show 

several other goodnesses of fit criteria that fulfill, such as the Chi-Square of 237,730. The probability value is 0.238. This 

result indicates that the research model is accepted and meets the specified criteria (standards). 

Overall, the estimated paths test show that all hypotheses have significant support in hypothesis testing. There 

are six hypotheses built in this study. The full model test results in this study are shown in Figure 4. The test results of 

each hypothesis are explained in the following figure. 

Figure 3. Hypothesis Testing Model  

 

 

 

In this study, hypothesis testing was carried out through statistical testing with the path analysis approach in testing 

mediation regression in Table 5. The results of testing on hypotheses 1 to hypothesis 6 are explained as follows. 
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Table 2.Test Results for Mediating Regression for financial resources ability, R&D resources, innovation orientation, 

competitive position, new product performance 

Hypothesis 
 

Standardized 

path 

coefficients 

t 

value 

Prob. Result 

H1 Financial resources ability → 

innovation  

0.451 4.992 0.000 Significant  

H2 Financial resources ability → 

competitive position 

0.345 3.631 0.000 Significant 

H3 R&D → innovation  0.381 4.287 0.000 Significant 

H4 R&D → competitive position  0.493 4.876 0.000 Significant 

H5 innovation →  new product 

performance 

0.617 

 

4.799 0.000 Significant 

H6 R&D → new product 

performance 

0.565 4.495 0.000 Significant 

Notes: * p, 0.10, ** p , 0.05 and *** p , 0.01; the standardized coefficients are reported with the t-values in parentheses 

 

The hypothesis testing results in Table 2 show the value of the standardized path coefficients of financial resources 

ability, research and development resources, innovation, and competitive position on new products' performance. The 

six hypotheses built in this study are the influence of financial resource ability, R&D resources, innovation, and com-

petitive position on new products' performance. The results of testing each hypothesis are as follows. 

▪ The h1 statistical test results obtain a path coefficient value of 4,992 and a significance value of 0,000, indicating 

that financial resources ability has a significant positive effect on the innovation orientation.  

▪ The h2 statistical test results obtain a path coefficient value of 3,631 and a significance value of 0,000, indicating 

that financial resources ability has a significant positive effect on competitive position. 

▪ The h3 statistical test results obtain a path coefficient value of 4,287 and a significant value of 0,000, indicating 

that R&D has a significant positive effect on the innovation orientation. 

▪ The h4 statistical test results obtain the path coefficient value of 4.876 and a significance value of 0.000, indicat-

ing that R&D has a significant positive effect on a competitive position. 

▪ The h5 statistical test results obtain a path coefficient value of 4,799 and a significance value of 0,000, indicating 

that the innovation orientation has a significant positive effect on the innovation of new product performance. 

▪ The h6 statistical test results obtain the path coefficient value of 4.495 and a significance value of 0.000, indicat-

ing that competitive position has a significant positive effect on new product performance. 

 

7. Discussion and Conclusion 

The test results on the first hypothesis indicated that financial resources ability had a significant positive effect 

on innovation orientation. The results of this study support the previous study conducted by Khin, Ahmad [24], who 

found the importance of companies to strengthen innovation in corporate strategy and resources.  Lynn and Akgun 

[42] also support this study's results, finding that companies' innovation strategies were necessary. Dabla-Norris, 

Kersting [26], in their study, also explained company-specific actions through innovation in influencing company 

productivity and the role of financial capacity in achieving company productivity. These studies also support the 

findings of testing the second hypothesis, showing that financial resources ability had a significant positive effect on 

competitive position.  

The third hypothesis's test results indicated that R & D had a significant positive effect on innovation orientation. 

This study's results are in line with previous research. The additional process of adaptation and speed resulted from 
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globalization and innovation, so that companies should increase awareness of the value of knowledge about customers 

[45]. The study's findings by Bertrand and Mol [46] also support this research on antecedents and performance 

consequences on R&D.  Karbowski [47], in his study, also explained that companies needed to maximize the 

advantages of competitive strategies in R&D.  Innovation are also an important marketing strategy for companies to 

achieve excellence [48]. These studies also support the findings of testing the fourth hypothesis, showing that R&D had 

a significant positive effect on competitive position. 

The fifth hypothesis's test results indicated that the innovation orientation had a significant positive effect on 

the innovative new product performance. This study's results align with Najib and Kiminami [53], who proved 

innovation creation could drive performance. In their study, Eris and Ozmen [54] also found the effect of innovation on 

company performance.  The company experience was significantly related to innovation and growth [55]. This study 

also supports the previous study conducted by Nuryakin [56], with the findings of innovation being an essential key in 

achieving performance. 

The sixth hypothesis's test results indicated that competitive position significantly affected new product 

performance. The results of this study support the previous study conducted by Nandakumar, Ghobadian [57], proving 

that environmental dynamics and competition had a relationship at the level of competitive performance.  This study 

is also in line with Chew, Yan [58]. They found that competitive strategies affected performance improvement.  Other 

studies aligned with this study show how innovation is an essential part of the company and an opportunity for its 

future success [59]. 

 

8. Research Implications 

The study results proved the critical mediating role of the innovation orientation and the competitive position 

in improving the performance of new products empirically. Besides, this study's results attempted to answer the 

research objectives, which contributed empirically to the influence of financial resources ability, research and 

development resources, innovation orientation, competitive position, and new product performance. This study also 

contributes to the body of knowledge in resource-based theory studies (resources-based view) in achieving corporate 

positioning and long-term performance excellence (Barney, 1991). This study empirically proved the effect of financial 

resurrection ability, R&D resources, innovation orientation, competitive position, and new product performance in 

previous studies conducted by several previous researchers, which still provided contradictory results. 

This study's results provided practical implications for the research sample, namely the managerial level of BUMN 

in Indonesia, related to corporate strengthening strategies through financial resource capacity, R&D resources, 

innovation orientation, competitive position, and new product performance. Strategies developed by BUMN 

managerial levels include the following: 

• Financial resurrection ability can be strengthened through the availability and access to adequate financial 

resources, including cash flow and the ability to provide capital to support company innovation. 

• R & D resources are strengthened by a strategy to increase the intensity of R&D activities, R&D investment, new 

product development activities, and new product launches. 

• Based on research results, innovation orientation can be carried out, actively seeking innovation and innovation 

ideas accepted by company management. 

• Competitive Position can create products or services that are difficult to imitate by competitors, creating distinctive 

products according to customer demands and tastes, streamlining production/service costs, and focusing on 

consumer demand. 

• Performance of new products can be done with a focus on customers and market demand, the introduction of new 

products/services, use of information technology, adaptation processes to market conditions, creating unique 

products compared to competitors. 
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9. Future Research 

This study has several limitations. First, the sample used in this study was 287 managerial levels, taken from 4 

locations of BUMN in Indonesia, namely West Java, Jakarta, East Java, Central Java, and DIY. The area is a large part of 

where the existence of the BUMN company is mostly located. The sampling technique used random sampling not to 

reflect the proportion of each type of BUMN in Indonesia. The sample collection does not always represent the finding's 

general population. A more diverse random sample based on the types and categories of SOEs is suggested in future 

research. To generalize this study's findings. Second, this study intended to test the determinants of new product 

performance from 4 constructs: financial resource ability, R & D resources, innovation orientation, and competitive 

position. Whereas in previous studies, new products' performance was also determined by other than the four 

constructs. Thus, future research can explore other factors regarding business networks, information technology, and 

marketing capabilities. Third, studies discussing innovation orientation in influencing new product performance are 

still limited. Therefore, future research may explore more in-depth about the performance of new products. 
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