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WELCOME TO THE INTERNATIONAL CONFERENCE
ON ORGANIZATIONAL INNOVATION (ICOI)
MANILA, PHILLIPPINES, 2014

MABUHAY!

On behalf of the International Association of Organizational
Innovation, I welcome you to the 2014 The International
Conference on Organizational Innovation. It is an honor and a
pleasure for me to be in this great city of Manila and to interact
with all of you distinguished scholars and business men & women
at this conference! | look forward to exploring the city and the
country of The Philippines.

The International Association of Organizational Innovation (IAOI)
has made great progress this year! The main activities of the
Association are hosting this conference and publishing The
International Journal of Organizational Innovation. 1AOI is in our ninth year. This is our
eighth Annual Conference and our Journal Is now in its sixth year of publication!

Besides hosting this conference, | also serve as the Editor of the International Journal of
Organizational Innovation, the journal sponsored by this Association. | encourage all of you
to consider submitting the papers that you are presenting at this conference for publication in
the journal. Another professional opportunity available to you is to serve as an Assistant
Editor for the journal and review paper submissions to the journal. I will give detailed
information on these opportunities in my presentation entitled "How to be an Author or
Assistant Editor for the International Journal of Organizational Innovation™, later in the
conference. If you have any interest in serving either the Association or Journal, please attend
this session. For those of you who have published in our Journal or serve as an Assistant
Editor, Please come up and introduce yourself to me.

I give thanks to all of the people who worked very hard to organize this conference. | know
the effort that they made in getting this conference together. | especially thank De La Salle
University and Dr. Ma. Luisa C. Delayco, Dean of the Ramon V. del Rosario College of
Business, for hosting this conference. | also thank my colleague and former student, Dr.
Chich-Jen Shieh, for his hard work organizing this conference. Thanks also go to all of the
people at IAOI and De La Salle University who have worked hard to make this conference a
success!

I look forward to meeting you all and working with you over the next few days. Please take
the opportunity to explore this exciting city and country. Maraming Salamat and enjoy the
conference!

Dr. Frederick Dembowski, President,
The International Association of Organizational Innovation
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FOREWORD

It is with great pleasure to welcome you to the 2014
International Conference of Organizational Innovation.
It is a privilege to co-organize this event for this year and
have it held in De La Salle University Manila,

Philippines.

‘m This is an excellent opportunity to share experiences
with colleagues and develop collaboration with

participants having the same interest. This also provides opportunity to recognize

paper contributions.

Special thanks to all the keynote speakers and paper contributors for their valuable
presence and for sharing their works with us. Thanks to all the conference

Committee members who have made this event possible.
Best wishes for a productive stay in the Philippines.

Mabuhay!

Dr. Ma. Luisa C. Delayco

Dean

Ramon V. del Rosario, College of Business
De La Salle University, Manila Philippines
ma.luisa.delayco@dlsu.edu.ph
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FOREWORD

As the Honourable Chair of International Conference of
Organization Innovation (ICOI) 2014, firstly 1 would like to
congratulate the De La Salle University Philippines for
successfully hosting this annual conference.

The purpose of ICOI-2014 is to enhance good relationship
between academic scholars and business practitioner in
Organisation. An important goal of the conference is to
A encourage learning from each other by exchanging ideas, views,
and building networks.

[\ g

I would like to thank all working team from 1AOI organization, from De La Salle
University Philippines, and from Department of Management, Faculty of Economics
and Business Universitas Airlangga, for their enormous contribution towards the
detailed arrangement of this conference, because a successful conference cannot be
organized without the effort of many persons.

Furthermore, | would like to express my gratitude to the authors who submitted their
papers to the 1COI-2014 conference as well as reviewers for their contribution and
effort to an excellent conference proceeding.

Finally, let me welcome all of you to the 1COI-2014. | hope you will enjoy the
conference and have a wonderful time during your stay in Manila Philippines.

Regards,

Prof. Dr. Muslich Anshori

2014 1COI Honourable Chair,
Dean

Faculty of Economics and Business
Universitas Airlangga

Indonesia



FOREWORD

Welcome to the 8" International Conference of Organizational
Innovation (2014 1COI, Philippines)

On behalf of the Organizational Committee, Honourable Chairs,
Conference Chairs, and Conference Co-Chairs, it is a great
pleasure to welcome you to this 8" ICOI Annual Conference
2014 in Philippines. Our previous 7 conferences in China,
Thailand, Malaysia and Indonesia were a resounding success, and
7/, on this positive note, we continue the primary activity of our
' ,u esteemed association, The International Association of
y ? Organizational Innovation (IAOI). This year, Institutional
) “ Sponsor, De la Salle University, Manila, has facilitated an
excellent venue and associated social activities to complement the academic
exchanges over the next few days. The organising committee, on behalf on
Conference Chair, Dr Charles Shieh, is truly appreciative of your willingness to both
attend and participate in this conference.
We are greatly encouraged by the attendance of established leaders in the worldwide
network of organizational innovation researchers along with many outstanding leaders
from the region. We are particularly indebted to our VIPs and organisers of the
conference. Please note the contribution of our sponsors as listed in the program,
without whom we could not provide such a professional conference. We welcome our
internationally reputable Keynote Presenters, and appreciate their dedication to the
2014 1COlL.
We are also fortunate to remind all delegates of our esteemed journal publication, The
International Journal of Organizational Innovation (1JOI), under the editorship of Dr
Frederick. L. Dembowski. This year, selected best paper nominations from the
conference will be published in the journal. Furthermore, esteemed papers from the
conference will have the opportunity to be published in leading special edition
international journals. This year, we had 181 refereed paper applications, from 22
countries, with 147 acceptances. All papers went through a double-blind review
process. We thank all applicants, and congratulations to all who had papers accepted
for the conference proceedings. We thank our dedicated reviewers for their concerted
scholarly efforts in reviewing the papers.
We do hope you have an enjoyable and enriching experience throughout the
conference, and take advantage of the collaborative, friendly and community of
advanced scholarship from our international conference. Last but certainly not least, |
congratulate our Conference Chair, Professor and Mrs Charles and Vicky Shieh on
their marriage earlier this year.

Kind Regards

Dr Alex Maritz
Vice President: The International Association of Organizational Innovation

Associate Professor of Entrepreneurship, Swinburne Business School,
Swinburne University of Technology, Australia)

Education Program Director: BioReactor, ARC Training Centre
amaritz@swin.edu.au
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FOREWORD

Welcome to the 2014 1COI the International Conference on
Organizational Innovation. The aim of the 2014 ICOI

. Conference is to serve as a forum for scholars of the

| business, education and information disciplines.

This conference, being one of the largest academic
meetings ever held in this city, will be a grand gala of
growing trend of international meeting. We hope this
conference will provide all the global family of industry and

engineering professionals in the area of Industrial globalization and Technology

Innovation with a meeting to share and exchange research interests and

applications.
The 2014 1COI Conference has been established on a global basis. We have received
181 submissions from Australia, India, Indonesia, Iran, Ireland, Malaysia,
New Zealand, Pakistan, Philippines, South Africa, Taiwan and Thailand, and United
States.
Each paper submission was peer-reviewed by at least two anonymous reviewers and
a total of 147 papers are accepted for presentation in the conference. We would like to
express our sincere appreciation to all the reviewers and chairs and members of
various committees of the 2014 1COI Conference for their precious time and
expertise.

We hope you enjoy this conference and this city. We are delighted to announced at
the 2014 ICOI conference would be held.

Dr. Ridong Hu

Dean and Professor, College of Economics and Finance, Huagiao
University, China

Address: 362021 Quanzhou City, Fujian Province, China, PRC
Email: j_rdhu@hqu.edu.cn
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FOREWORD

Dr. Fernando Cardoso de Sousa holds a Ph.D. and is a
professor in Organizational Behaviour; and director of the
BsC. in Real Estate Mediation and the M.A. in Human
Resource Management, at the INUAF, Loule, Portugal.
Founder and director of the
Marketing Research Office (GAIM) and the president of
the Portuguese association of Management of Innovation
and Creativity in Organisations (www.apgico.pt).

He is a speaker in universities and a Business consultant. He is the director of the
Academic Cabinet of Research and Marketing (www.gaim.pt). As an author, he has
published “A Criatividade como Disciplina Cientifica” (Creativity as a scientific
subject) in Spain, and several articles about business creativity in the magazine of
Asocrea, entitled “Creatividad y Sociedad” (Creativity and Society) Guest speaker in
universities and companies in Portugal, Brazil, Spain, South Africa, UK and EUA.
Author of books and articles on subjects like creativity, innovation, leadership, human
resources, psychology and military sociology.

Dr. Fernando Cardoso de Sousa
Portuguese Creativity and innovation Association
Email: cardoso_sousa@hotmail.com



FOREWORD

It is my great pleasure to welcome you to 2014 ICOI, the
International Conference on Organizational Innovation and to
the beautiful city of life —Manila. Philippines.

. The conference will take place during Aug, 12 to 14; it has
always attracted researchers, educators and practitioners of
industrial engineering and related disciplines from all over the
world.

Participants have found in these meetings an excellent
opportunity to share their experiences with colleagues from distance places and often
continued to cooperate with them on their subjects of interest. The 2014 ICOI
Conference has been established on a global basis. We have received 181 submissions,
which are including Australia, China, Czech Republic, Israel, India, Malaysia,
Pakistan, Philippines, Russia, Taiwan, Thailand, Turkey and USA. Each Submission
was peer-reviewed by at least two anonymous reviewers and a total of 147 papers are
accepted for presentation in the conference.

| wish to acknowledge the following individuals who have contributed a great deal

to the 20141COI conference. Special thanks to the keynote Speakers -1. Dr. Sydney
Engelberg, Hebrew University, Jerusalem. 2 Dr. Harold G. Kaufman, Polytechnic
Institute of New York University, USA. 3 Dr. Sergey Ivanov, University of the District
of Columbia, USA for their valuable time.

Lastly, I would like to express our sincere gratitude to everyone involved in making
the joint conference a success. Many thanks go to the organizing committee, keynote
speaker and special session organizers, and the organizational committees and
reviewers, the conference participants, and of course, to all the contributing authors
who will be sharing the results of their research. It is our great pleasure to have you
with us at the joint conference, where | hope new ties will be made and existing ones
renewed and strengthened. Please accept our best wishes for a wonderful and
stimulating stay in Manila. Philippines.

2014 ICOI Conference Chair

Syu-Ynan Sun

Prof. Dr. Szu-Yuan Sun

Director of Library and Information Center

National Kaohsiung First University of Science & Technology, Taiwan,
ROC



FOREWORD

It is my great pleasure to welcome you all in the 2014
International Conference in Organizational Innovation
in Philippines .

The Committee of ICOI-2014 has designed a program
that 1 am sure you will find intellectually stimulating,
and professionally rewarding.

The significant size of the presented papers of the
conference reflects the fact that the organizational
innovation issues still and remain important factors to
maintain and sustain organizational competitive
advantage. We are grateful for this opportunity to
organize this conference that disseminating fresh ideas

related to this important issue.

I would like to deliver my sincere thanks the working team from De La Salle
University Philippines for their enormous contribution towards the detailed
arrangement of this conference.

| also want to thank the kind support of Sponsor Institutes: International Association
of Organization (IAOI) USA, Universitas Airlangga Indonesia, De La Salle
University Philippines, Chang Jung Christian University of Taiwan, and National
Kaoshiung First University of Sciennce and Technology Taiwan; and Co-Sponsor
Institutes: Suan Sunandha Rajabhat University Thailand, Huagian University China,
Southeastern Louisiana University of USA, Nanjing Audit University China,
Swinburne University of Technology of Australia, and, University Kebangsaan
Malaysia. My sincere thanks also goes Dr. Chich-Jen Shieh for his continuous and
great support for this conference.

On behalf of all my colleagues, | would like to offer my best wishes for a successful,
stimulating and memorable conference.

Welcome to Manila Philippines !
Sincerely,

Sri Gunawan, DBA.

2014 ICOI Conference Co-Chair,
Head

Department of Management
Faculty of Economics and Business
Universitas Airlangga

Indonesia



FOREWORD

On behalf of the Organizational Committee, |1 welcome
you to the 2014 ICOI- the International Conference on
organizational Innovation in beautiful city, Manila. The
conference will take place during Aug, 12 to 14; it has
always attracted researchers, educators and practitioners of
industrial engineering and related disciplines in the world.
Participants have found in these meetings an excellent
opportunity to share their experiences with colleagues
2 from distance places and often continued to cooperate with
Z) them on their subjects of interest.

The 2014 1COI Conference has been established on a global basis. Exception
Taiwan, we have received 181 submissions from 22 countries, each submission was
peer-reviewed by at least two anonymous reviewers and a total of 147 papers are
accepted for presentation in the conference. Researchers of all five continentals of the
world, Asia, Europe, America, Australia and Taiwan attend the meeting. Accepted
papers are scheduled for presentation in 38 parallel sessions. We would like to express
our sincere appreciation to all the reviewers and chairs and members of various
committees of the 20141COI Conference for their precious time and expertise.

The welcoming dinner provides the opportunity to honor the best papers and to
recognize the contributions of many of the people who made this meeting possible. A
conference of this size requires the integrated effort of hundreds of volunteers. We
would like to take this opportunity to specifically thank Dr. Shieh, Chich-Jen, Dr.
Chou, Jyh-Rong, and Dr. Yeh, Shang-Pao who did an outstanding job in organizing
these conferences.

Lastly, I would like to express our sincere gratitude to everyone involved in making
the joint conference a success. Many thanks go to the organizing committee, 2
keynote speaker and special session organizers, and the organizational committees
and reviewers, the conference participants, and of course, to all the contributing
authors who will be sharing the results of their research. It is our great pleasure to
have you with us at the joint conference, where | hope new ties will be made and
existing ones renewed and strengthened. Please accept our best wishes for a
wonderful and stimulating stay in Manila, Philippines.

Prof. Jenn-Yang Lin

Department of Creative Product Design and Management
Far East University, Taiwan

2014 ICOl, Conference Chair



FOREWORD

About 6 years ago, when | first attended this
former conference named as 2009 International
Conference Industrial Globalization and Technology
Innovation (2009 ICIGTI) in Xian City of China, |
thought | was going to take on the world’s broadest
and toughest innovation challenges, and it turns out to
be worthy of the reputation. From 2010, the conference
renamed as the International Conference of
Organizational Innovation (ICOI). The purpose of this change is to let conference
topic pluralism and to strengthen the exchange of various countries scholar. As a
result, in the following years, | never give up the chance to take part in this event, and
every time | leave refreshed and inspired. Congratulations on organizing and
facilitating such a cutting-edge event every year.

Today, thank all of the people who worked very hard to organize this
conference. ICOI is truly provides an excellent summary of the state-of-the-art in
modern technology and business management both in terms of the theoretical
knowledge of the field and in its practical application to real-world projects.

This year we now have the opportunity to attend and meet again at the 2014
ICOI, Philippines, which will be held in Manila, Philippines on August 12- 14, 2014,
hosted by De La Salle University in partnership with ICOIl. It is a joint conference
organized both by the International Association of Organizational Innovation (1AOl),
USA, and the De La Salle University and will bring hundreds of scholars and experts
from different countries to get together. This conference offers a great podium for
business people, college faculty, graduate students, engineers and practitioners from a
variety of background to present and discuss the latest research results, ideas,
developments, and applications. This conference will be a key meeting place for all of
those involved in the agenda. We look forward to welcoming you.

Dr. Chih Yuan Huang
Professor of Kao Yuan University, Taiwan
Email:t10067@cc.kyu.edu.tw



KEYNOTE SPEAKER

[~ mw Dr. Sydney Engelberg grew up in South Africa and attended the
University of the Witwatersrand (Wits), the Hebrew University in
Jerusalem and SUNY/Buffalo.

He is currently on the faculty of the Schwarz Program in Non-profit
Management and the Community Leadership and Management
Program, both at the Hebrew University; Associate Professor at
Gratz College, Philadelphia and the Lander Institute in Jerusalem.

He has been Master of a Residential University College in Sydney, Australia; Founding
Director of the Program in Community Psychology at the University of New South Wales,
Sydney, Australia; taught at Clarke University, USA and Derby University, England.

Dr. Engelberg has his own consulting company and current and past clients include the
World Bank, UNICEF, IBM, Microsoft, Intel and the Neumo-Ehrenberg Group of
Companies, amongst others. Dr. Engelberg has published widely and run Marketing and
Executive training workshops in Latin America, Europe, Great Britain, Australia, Israel,
Canada and the USA.



KEYNOTE SPEAKER

Dr. Harold G. Kaufman is Professor of Management and Academic
Director of the Organizational Behavior, Systems and Analytics
graduate program in the Department of Technology Management and
Innovation at the New York UniversityPolytechnic School of
Engineering. He established this graduate program as a unique and
pioneering curriculum integrating the management of people,
organizations, technology and analytics. He has kept the program, as
well as the annual conferences he initiated in Human Capital
Innovation in Technology & Analytics, at the cutting edges of technology in HRIS, talent
management, work engagement, human capital engineering and data analytics.

Dr. Kaufman specializes in the study of the utilization, obsolescence and career development
of technical professionals. He has reported his research in numerous publications, including
three books, the first one receiving recognition as advancing the state of knowledge in the
field. Dr. Kaufman’s research has been supported by grants from the National Science
Foundation and other government agencies as well as from private foundations. He was
elected Fellow of the Society of Industrial and Organizational Psychology as well as the
American Psychological Association. Dr. Kaufman earned his PhD at New York University
in Industrial Psychology. He also holds a Master of Industrial Engineering from New York
University and a Bachelor of Mechanical Engineering from the Cooper Union.

Contact Information

Department of Technology Management & Innovation
NYU Polytechnic School of Engineering
718-260-3485

Hgh224@nyu.edu

www.poly.edu/user/hkaufman




KEYNOTE SPEAKER

Dr. Sergey Ivanov is an Associate Professor of Management at the
University of the District of Columbia, School of Business and Public
Administration. His research and practice are in the area of designing
high-performance organizations, including corporations, military, and
government. He received his Ph.D. from The George Washington
University's School of Business, working under the direction of Dr.
Elliott Jaques on systemic theories in organization science. Dr.
Ivanov's interests and works include research and papers in the fields
of organizations and societies, Why Organizations Fail,
Accountabilities of Democracies, Organizations for the Battlefield, and Organizational
Assessment of the U.S. Department of the Army.

Dr. lvanov developed new systemic methodology to analyze large organizations rapidly, such
as large multi-national corporations and departments of the U.S. federal government. This
method enables analysis of work of classified organizations, without learning and revealing
the proprietary work nature of these organizations, yet uncovering optimization opportunities.
His recent assignments included the U.S. Army Headquarters/Pentagon, Deputy under
Secretary of the Army for Business Transformation, and Army Cl1O/G-6 Business
Transformation. In these roles, he advised Army Leadership on organizational design of the
U.S. Army organizations. Professor Ivanov has taught management courses at the University
of the District of Columbia, as well as at The George Washington University's School of
Business for over ten years, and has collaborated with the most respected scholars and authors
in the organization science field. Dr. Ivanov is actively engaged with the U.S. and
International Standards Boards, and is a voting member of the ANSI/ISO 9000 Committee on
Quality Management and Quality Assurance, and InterNational Committee for Information
Technology Standards on Database.

Dr. lvanov enjoys invitations to speak on the topics of management, organizations, and
societal changes. He also serves on the Board of The Cambridge Institute for Applied
Research. More information about Dr. Sergey Ivanov is available at www.Sergeylvanov.org,
where he answers gquestions on the topics of leadership, society, organizations, and shares his
ideas.




ACKNOWLEDAGES

The 2014 1COI- International Conference on Organizational
Innovation was held in De La Salle University, Manila.
Philippines.

Manila is the economic and political heart of the Philippines,
home to extensive commerce and some of the most
historically and culturally significant landmarks in the
country, as well as the seat of the executive and judicial
branches of the government. Manila is listed as a global city,
containing many scientific and educational institutions,
numerous sport facilities, and other culturally and historically significant venues.
2014 ICOI brings together the best of this city at Manila to present and have academic
discussion. The 20141COI conference papers were peer reviewed for technical and
editorial content by a dedicated committee of referees. Nearly 147 papers were
accepted for oral presentation at 2014 ICOI. These papers were presented in a single
track of 30 sessions spanning two days, promoting extended interaction between the
various Innovational disciplines. In addition to the contributed papers, 2 invited
keynote address : 1. Dr. Sydney Engelberg, Hebrew University, Jerusalem. 2. Dr.
Harold G. Kaufman, Polytechnic Institute of New York University, USA 3 Dr. Sergey
Ivanov, University of the District of Columbia, USA were given. | also thank all
authors and participants for their contributions.

The 2014 1COI cannot be successful without the full support from many institutes. I
would like to thank International Association of Organizational Innovation, Chang

Jung Christian University, Department of International Business, Taiwan, De La
Salle  University, Manila, Philippines, Nanjing Audit University, China,
Southeastern  Louisiana University, USA, and Swinburne University of Technology;,
Au. The city of Manila, Philippines has grown to become the political, social and
economic center of Indonesia and one of Southeast Asia > you can enjoy gourmet food
and different cultures. Moreover - this is a city of order and efficiency. Finally I wish
all of you to have a wonderful time in Manila, Philippines. Please let us know if there
is anything we can do to make your stay more enjoyable.

Prof. Dr. Shieh, Chich-Jen (Charles)
2014 1COlI, Executive Director

Chang Jung Christian University , Taiwan
Email: Charles@iaoiusa.org
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2014 1COI ORGANIZATION LISTING

Honorable Chairs

Dr. Fred Dembowski

President of International Association of Organizational
Innovation , USA

Dr. Ma. Luisa C.
Delayco

Dean of the Ramon V. del Rosario College of Business

Dr. Muslish Anshori

Dean of Faculty of Economics and Business, Airlangga
University, Surabaya, Indonesia

Conference Chairs

Dr. Lee Yung-Lung

President of Chang Jung Christian University. Taiwan

Dr Alex Maritz

Program Director, Master of Entrepreneurship &
Innovation, SwinburneUniversdity of Technology,
Australia

Dr. Fernando Cardoso
de Sousa

Founder and director of the Marketing Research Office
(GAIM) and the Portuguese Creativity and innovation
Association (Apgico)

Dr. Kenneth E. Lane

Southeastern Louisiana University, USA

Dr. Pei Yu

Vice president of Nanjing Auditing University, Nanjing
China

Dr. Mohd Fauzi Mohd

Director, Center of Entrepreneurship and SMEs

Jani Development (UKM-CESMED),University Kebangsaan
Malaysia, Malaysia
Dr. Hu Ridong Dean of School of Economics and Finance, HuaQiao

University, China

Dr. Szu-Yuan Sun

Director of Library and Information Center, National
Kaohsiung First University of Science & Technology,
Taiwan

Dr. Jen-Son Cheng

Dean of College of Management, Asia University Taiwan

Dr. Hsing-Chau Tseng

Dean of college of Management at Chang Jung Christian
University, Taiwan, R.0.C

Dr. Indrianawati
Usman

Vice Dean of Faculty of Financial and HRD, Airlangga
University, Surabaya, Indonesia

Dr. Brian C. Gozun

Professor in the Ramon V. del Rosario College of Business
at De La Salle University (DLSU) Manila, Philippines

Prof. Jenn-Yang Lin

Professor in Far East University, Taiwan, R.O.C

Dr. Sri Gunawan

Department Head of Faculty of Economics and Business,
Airlangga University, Surabaya, Indonesia

Dr. Ing.Barbara

DIEM Department Mechanical, Nuclear, Aviation, and

Cimatti Metallurgical Engineering University of Bologna, Italy
Dr. Denis S. Ushakov | Suan Sunandha Rajabhat University, Bangkok, Thailand
Dr. Andy Klein American University of Sharjah, UAE.

Dr. Oleg V. Lokota

Vice Rector of South Russia branch of Russia academy for
national economy and public administration, head of
Department of International Economy, Russia

Dr. Tomas Tichy

Professor in VSB-Technical University Ostrava, Czech
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Republic.

Dr. Shih Wen Hsiao

Department of Industrial Design at the National Cheng Kung
University, Taiwan,

Dr. Marius Potgieter, Tshwane University of Technology, South Africa

Dr. Matos Eloiza Universidade Tecnoldgica Federal do Parana - UTFPR
Conference Co-Chairs

Dr. Pawan. K. Dhiman | Sant Longowal Institute of Engineering & Technology,

India

Dr. Chih Yuan Huang

Kao Yuan University, Taiwan

Dr. Anton de Waal

Senior Lecturer in Innovation and Entrepreneurship ,New
Zealand

Dr. Shang-Pao Yeh

Dean of office of student affairs, I-Shou University,
Taiwan

Dr. Chen,Chi-Min Department of Information Application, Aletheia
University, Taiwan, R.O.C
Dr. Chou, Jyh-Rong Professor in 1-Shou University, Taiwan

Dr. Nasser Alomaim

Riyadh College of Technology, Kingdom of Saudi Arabia

Dr. Sergey lvanov

University of the District of Columbia,USA

Dr. Wei, Hsin-Fang

Department of International Business,
Chang Jung Christian University. Taiwan ROC

Conference Executor Director

Dr. Shieh, Chich-Jen

Department of International Business,
Chang Jung Christian University. Taiwan ROC

Ms. Honorata G.
Dimapilis

Decision Sciences and Innovation (DSI) Dept.
Ramon V. del Rosario College of Business
De La Salle University, Manila , Philippines

T. Aria Auliandri

Department of Faculty of Economics and Business,
Airlangga University, Surabaya, Indonesia

Program Chairs

Prof. Harvey T. Ong

Decision Sciences and Innovation (DSI) Dept.
Ramon V. del Rosario College of Business
De La Salle University, Manila , Philippines

Dr. Emilina D. Sarreal

Decision Sciences and Innovation (DSI) Dept.
Ramon V. del Rosario College of Business
De La Salle University, Manila , Philippines

Dr. Madeline Berma

Faculty of Economics and Business
University Kebangsaan Malaysia, Malaysia

Dr. Prof. Datin.
Shamshubaridah
Ramlee

Chairperson of Economics and Business
University Kebangsaan Malaysia, Malaysia

Mr. Velu Perumal

President of the Association of Creativity Innovation and
Design Malaysia (ACRIDEM).

Dr. Ying-Jye Lee

Department Head of Cultural Development, National
Kaohsiung University of Applied Sciences. Taiwan

Dr. Luke Hsiao

Department of Public Policy and Management,
I-Shou University, Taiwan

Dr. Hong-Cheng Liu

Department of Public Policy and Management, 1-Shou
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University, Taiwan R.O.C

Dr. Chin-Huang Lin

Chung Hua University, Taiwan, R.O.C

Executive Secretaries

Prof. Wen-Hwa Cheng

Department of Multimedia Design, National Formosa
University. Taiwan

Dr. Chi-Hung Lo

Department of Industrial Design, Tunghai University,
Taiwan

Dr. Cheng, Yi Chung

Department of International Business
Tainan University of Technology, Taiwan

Dr. Shu-Han Jiang
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2014 The International Conference on
Organizational Innovation Agenda

DATE : Aug, 12 2014, Tuesday
LOCATION : De La Salle University, Manila, Philippines

TIME ACTIVITY PLACE

08 : 30—09 : 00 REGISTRATION

Conference Host :
Ms. Honorata G. Dimapilis

Conference Grand Opening Speech :
1. Prof. Dr. Frederick Dembowski, President of International
Association of Organizational Innovation. USA
2. Prof. Dr. Ma. Luisa C. Delayc, Dean of the Ramon V.
del Rosario College of Business

Honored VIP Speech :

1. Prof. Dr. Muslich Anshori, Dean of Faculty of Economics Natividad
and Business, Airlangga University. Indonesia Fajardo-Rosario

2. Dr. Sri Gunawan, Head of Department Management, Gonzales
Faculty of Economics and business, Airlangga Auditorium
university, Surabaya Indonesia.

3. Dr. Fernando Cardoso de Sousa, Director of Portuguese
Creativity and innovation Association (Apgico).

4. Dr. Alex Maritz: Swinburne University of Technology,

Australia

. Dr. Tomas Tichy, VSB-TU Ostrava, Czech Republic

. Mr. Velu Perumal, University Putra Malaysia, Malaysia

7. Dr. Szu-Yuan Sun, National Kaohsiung First University of
Science, Taiwan, ROC

8. Dr. Chih Yuan Huang, Kao Yuan University, Taiwan, ROC

09 : 00—10 - 00

o Ol

10 : 00—10 : 30 Tea Time and Academic Exchange

Keynote Presentation (1)
Speaker : Dr. Sydney Engelberg
Topic: Decision-Making, Innovation and Organizational
Change: A New Paradigm

10:30—11:00

Keynote Presentation (2) = a.gzg\_/gj (? sd ario

11 : 00—11: 30 Speaker : Dr. Harold G. Kaufman JGonzaIes
Topic: Innovations in Human Capital Management Auditorium

Keynote Presentation (3)

11:30—12 : 30 Speaker : Dr. Sergey lvanov
Topic: Necessary Conditions for Innovation in Organizations
and Societies

12 : 30—13 : 30 Lunch Henry Sy, Sr.

Hall, 4th floor



mailto:chairDSI@dlsu.edu.ph

DATE : Aug, 12 2014, Tuesday
LOCATION : Yuchengco Seminar Room, Y507

De La Salle University, Manila, Philippines

Time Topic of Seminar Country/Region
Chair : Dr. Alex Maritz, Swinburne University
of Technology, Australia
1. 14R-A58: Houseprices and bank lending in Indonesia Rahmat Heru Setianto
Indonesia
_ 2. 14R-A35: The Impact of Learning Culture and Andreas Budihardjo,
Session Commitment on the Corporate Performance Indonesia
1.1
13 : 30 | 3. 14R-A81:Analysis and Forecasting of Bankruptcy
| Potential Using Multiple Discriminant Analysis and Norita
14 : 50 Double Moving Average on PT. Bakrie Telecom, Thk Indonesia
' Year 2013.
4. 14R-A87:The influence Analysis of CAR, OER and
LDR to ROA using Panel Data Regression Model Irni Yunita
(Case Study on Commercial Banks listed on the Indonesia
Indonesia Stock Exchange Period 2008-2011)
5. 14R-122: Senior Entrepreneurship: Active Ageing and Alex Maritz
Extending Working Lives Australia
14 : 50
| Tea Time
15 : 00
Chair : Dr. Tri Siwi Agustina, Airlangga
University, Indonesia
1. 14R-A08: Students’ Entrepreneural Intention in Dyah Sawitri
Indonesia Indonesia
Session [ 2. 14R-A54: Innovative Female Entrepreneur: Intellectual | Mustika Amalia
1.2 Capital Based Family Business in the Digital Era :
15: 10 Journal Human Resources Wardaty ,Indonesia
| 3. 14R-A75: Assessing Entrepreneurial Attitude Among Jenny Lukito
16 : 30 Undergraduates Setiawan
Indonesia
4.14R-132: Identifying Sustainable Manufacturing Eopie Clark
Strategy Infrastructural Decisions under Firm Size p.p. C
Influence Using a Hybrid Approach Philippines
5. 14R-A71: An Overview of Innovative Behavior and Tri Siwi Agustina,
Entrepreneurial Success of Chinese Women Traders in Indonesia
Surabaya
. : Henry Sy, Sr. Hall,
18 1 00 Welcoming Dinner Y=Y
4th floor




DATE : Aug, 12 2014, Tuesday
LOCATION : Yuchengco Seminar Room, Y508

De La Salle University, Manila, Philippines

Time Topic of Seminar Country/Region
Chair : Dr. Tomas Tichy, VSB-TU Ostrava
Czech Republic
1. 14R-A04: Application of Linear Programming in Products Paskah Ika
Combination Planning to Maximize Profit Nugroho
Indonesia
. 2. 14R-A11: SWOT Analysis and Ife Efe Matriks of the Small . :
Se;mlon Loans in Bri Ciputat and Mandiri Sharia Bank Ciputat Amalia, Indonesia
13 : 30 | 3. 14R-A13: Analysis of Corporate Social Responsibility, Mutamimah
| Foreign Ownership and Stock Return Indonesia
14 = 50 4. 14R-A22: Analysis of Different Interests in Family Financial Be_ned_lcta
L Evienia P
Planning in Greater Jakarta :
Indonesia
5. 14R-A80: Relationship between Macroeconomic Factors and | Purwanto
Stock Price Position Oo Real Estate and Property Companies | Indonesia
at IDX Period 2010 — 2013
6. 14R-098: Comparison of Market Risk Models With Respect | Tomas Tichy,
to Suggested Changes of Basel Accord Czech Republic
14 : 50
| Tea Time
15 : 00
Chair : Dr. Fitri Ismiyanti , Airlangga University,
Indonesia
Luluk
1. 14R-A33: The Influence of Corporate Governance toward )
Financial Risk Disclosure Muhimatul Ifada
Indonesia
2. 14R-A45: The Effect of Net Income and Cash Flow Total to
Session the Company Value, in the Property and Real Estate Aneu Kuraesin RS
292 Company Listed on the Indonesia Stock Exchange during the | Indonesia
15 : 10 Period 2008-2011
| 3. 14R-A49:Different Analysis of Mutual Fund Proportions In .
16 : 30 Bond Investments Before And After The Income Tax Rate Okta g!ndhu
Increase In Interest Bonds of Mutual Fund Investments In Harta |r_1ata
Mutual Funds Company Listed In The Otoritas Jasa Indonesia
Keuangan Period of 2009-2012
4. 14R-A63: Capital Market Co-integration in Five ASEAN ||\1Made Surya
. . . . egara Sudirman,
Countries Pre and Post of the Global Financial Crises Indonesia
5.14R-A52: Political Risk Indicators and the Effect of Foreign | Fitri Ismiyanti
Direct Investment in Indonesia Indonesia
. . Henry Sy, Sr.
18 : 00 Welcoming Dinner
elco g © Hall, 4th floor




DATE : Aug, 12 2014, Tuesday
LOCATION : Yuchengco Seminar Room, Y509

De La Salle University, Manila, Philippines

Time Topic of Seminar Country/Region
Chair : Dr. Fernando Cardoso de Sousa, The
Portuguese Association for Creativity and
Innovation, Portugal
1. 14R-A82: Application of Freedom of Contract Principle ﬁ:lriunin ar
Agreement in Indonesia Business Environment Indonesiagg
Session | 2. 14R-A73: An Analysis of the Efforts to Achieve Green Hotel | Tuwanku Aria
3.1 Management Standard by Using the Analytical Hierarchy Auliandri
13 : 30 Process Methods at Majapahit Hotel Surabaya Indonesia
| 3. 14R-A85: Entrepreneurial Intention among Undergraduate Jovi Sulistiawan
14 : 50 Students: Theory of Planned Behavior Perspectives and the Indonesia
Role of Personality
Intan Astriyana
4. 14R-A92: The Antecedence of Entrepreneurial Achievement | Febrica
Indonesia
5. 14R-061: Using Creative Problem Solving (Cps) To Improve E:erg?)r;go de
Efficiency in A Non-Profit Organization Sousa, Portugal
14 : 50
| Tea Time
15 : 00
Chair : Dr. Dwi Ratmawati , Airlangga University,
Indonesia
1. 14R-A01: Human Resources Management Strategy as an .T.ﬂg::rrime
Effort to Improve Innovation in Organizations Indonesia
. 2. 14R-A02: Independent People Empowerment National Marno Nuaroho
Session Program (Pnpm Mandiri) As A Model of Poverty Alleviation _ 9 ’
3.2 (A Study on Strategic Human Resource Empowerment) Indonesia
1510 [3.14R-A16: Dominant Factor Affecting Marketing Employee Astadi Pangarso,
| Discipline in Publishing Company Indonesia
16130 | 4. 14R-126: On Fuzzy-ANP Approach in Developing Lanndon
Sustainable Manufacturing Strategy Structural Decisions Ocampo
under Firm Size Influence Philippines
5. 14R-A19: The Role of Safety Knowledge and Safety Dwi Ratmawati,
Motivation as Intervening Variable on the Influence of Safety Indonesia
Climate to Safety Performance. Study on Operational
Employees of Production Department in “PT Dok Shipyard”
Surabaya
. . Henry Sy, Sr.
18 1 00 Welcoming Dinner
g Hall, 4th floor




DATE : Aug, 12 2014, Tuesday
LOCATION : Yuchengco Seminar Room, Y408
De La Salle University, Manila, Philippines

Time Topic of Seminar Country/Region
Chair : Dr. Frederick Dembowski, President of
International Association of
Organizational Innovation, USA
1. 14R-A29: Quality Assurance Implementation in Higher Rorim Panda
Education to Strengthen the Innovation Strategy in Indonesia Y.
_ Facing Globalization: A Case Study
Session [ 2. 14R-A30: Elderly Empowerment through local
4.1 potential based Onislamic Boarding School (A Study at | Nurus Sa’adah
1330 the AlMahalli Elderly Islamic Boarding School, Indonesia
| Yogyakarta Indonesia)
14 : 50 | 3. 14R-A91: The Study of Work Quality with Affirmative Amalivah
Policy, Organizational Culture, LMX and Diversity as ya
Antecedent Variables Indonesia
4. 14R-AT72: International, Industri Diversification and Windiiarto
Value of the Manufacture Firm in Indonesian Stock Jar
Exchange Indonesia
5. 14R-A77: Herding Behavior in Indonesia Puput T.” Komalasari
Indonesia
14 : 50
| Tea Time
15 : 00
Chair : Dr. Frederick Dembowski, President of
International Association of
Organizational Innovation, USA
1, 14R-A46: Identified Income Smoothing Factors Drivers | Dista Amalia Arifah
. on Indonesian Manufactures Companies Indonesia
Sesslon [ ™1 4R-A50: Women Spectator Consumption on Football | Radityo Handrito ,
4;2 Matches: Aremanita of Malang City Indonesia
1500 3. 14R-A56: Experimental Study: Analysis Relationships | Sri Hartini
! Retail Type, Brand Name and Product Quality with Indonesia
16 : 30 Gender and Product involvement as a moderator
variable
4. 14R-A65: The Role of Individualism of Indonesian Dien Mardhiyah
Consumers in Online Negative Word-Of-Mouth Indonesia
5. 14R-A42: The Effect of Customer Enduring Travel Masmira Kurniawati
Involvement on Destination Brand Equity of KOTA Indonesia
BATU
. : Henry Sy, Sr. Hall, 4th
18 1 00 Welcoming Dinner floory Y




DATE : Aug, 12 2014, Tuesday
LOCATION : Yuchengco Seminar Room, Y409

De La Salle University, Manila, Philippines

Time Topic of Seminar Country/Region
Chair : Dr. Sergey Ivanov, University of the
District of Columbia, USA
1. 14R-048: Language Learning for Fun: Scaffolding Kuei-Chiu Chang
Session Strategies for the Elder People Taiwan
e;sio 2. 14R-A40: The Influence of Critical Success Factor of Hesti Maheswari
13 30 Quality Management to Total Quality Management )
| Proliferation Indonesia
! 3. 14R-A48: The Logistic System and Concept of Puspandam Katias
14 : 50 - Lo . _ )
Archipelago Logistics in Indonesia Indonesia
4. 14R-A78: Efficiency Improvement in Drugs Inventory  ( yetty Dwi Lestari
Management Indonesia
5. (1)4R-0_33: _Assomatlons: A Hidden Side of All Sergey Ivanov, USA
rganizations
14 : 50
| Tea Time
15 : 00
Chair : Dr. Sony Kusumasondjaja , Airlangga
University, Indonesia
Theda Renanita
1. 14R-A14: Why She Travels? )
Indonesia
2. 14R-080: Determining the Factors that influence most Anthonv Paul C
) the Filipino Purchasing Behavior towards High-end ViIIamo); Phili ' ines
Session Electronic Products ’ PP
5;2 3. 14R-A69: Kangean New Exclusively International Erisa Adestya
15:10 Transit Airport with Mini Indonesian Concept as a Indonesia
| Solution of Irregularity Indonesian Air Transport and
16 : 30 Improve Hospitality and Tourism Management
4. 14R-A70: Business Success in terms of the Spirit of
Entrepreneurship and Creat|V|ty_ (Survey on the _ Raeni Dwi Santy
Craftsmen of Angklung Souvenir and Angklung in :
Saung Angklung Udjo Neighborhood Bandung West Indonesia
Java)
5. 14R-A74: Consumer Dissatisfaction, Altruism and Sonv Kusumasondiaia
Online Complaining Behavior in Twitter: The Roles of Indgnesia Jaja,
Severity and Service Types
. : Henry Sy, Sr. Hall, 4th
18 1 00 Welcoming Dinner floory Y




DATE : Aug, 12 2014, Tuesday
LOCATION : Br. Andrew Gonzales Building, A1403

De La Salle University, Manila, Philippines

Time Topic of Seminar Country/Region
Chair : Dr. Sydney Engelberg Hebrew University
Jerusale, Israel
1. 14R-097: The Impact of Corporate Governance on Firm Habib
Performance on stock price Among Publicly Listed Mohammadpoor,
Companies in the Philippines 2009 to 2011 Iran
Session | 2- 14R-A27: The Effects of Potential and Realized Absorptive | Badri Munir
6.1 Capacity on Suppliers’ Performance: The Moderating Effect | Sukoco
13 : 30 of Empowerment Climate Indonesia
| 3. 14R-A60: The Influence of Foreign Institutional Ownership | Muhammad
14 : 50 and Domestic Institutional Ownership to Stock Market Madyan
Liquidity (Study in Manufacturing Industry Listed in Indonesia
Indonesia Stock Exchange)
4. 14R-A51: The Role of People’s Business Credit in Improving Musran Munizu
Micro and Small Enterprises (MSEs) Performance in }
Makassar, Indonesia Indonesia
5. 14R-A67: Historical Performance and characteristic of Wisudanto
Mutual Fund Indonesia
14 : 50
| Tea Time
15 : 00
Chair : Dr. Indrianawati , Airlangga University,
Indonesia
Y. Lilik
1. 14R-A17: Entrepreneurship Theory Rudianto
Indonesia
Session | 2. 14R-085: Descriptive Analysis of the Attitude, Behavior, and | Carla Melissa A.
6.2 Satisfaction of the Professors of the Ust Faculty of Pharmacy | Garcia,
15 : 10 towards Work Philippines
\ 3. 14R-A18: Tranformational Leadership and Task Praptini Yulianti
16 : 30 Performance: The Mediating Role of Psychological P .
Empowerment Indonesia
4. 14R-A10: A Comparison Study on the Potential and Problems | |«ti Fadah
of Small and Large Scale Processed Coffee Businesses in i
Jember Regency Indonesia
5. 14R-A84: Investigation of Factors that Affect Customers Do | |ndrianawati
Not Re-Purchase the Original Product Component with Root | ndonesia
Couse Analysis
) . . Henry Sy, Sr.
18 1 00 Welcoming Dinner Hall, 4th floor




DATE : Aug, 12 2014, Tuesday
LOCATION : Br. Andrew Gonzales Building, A703

De La Salle University, Manila, Philippines

Time Topic of Seminar Country/Region
Chair : Dr. Harold G. Kaufman, NYU Polytechnic
School of Engineering, USA
1.14R-101: Study on the Interdisciplinary Performance and Chung-Ting Hsu
Session Exhibition Design Incorporating Folk Imagery Taiwan
7.1 2. 14R-092: Operational Factors Influencing the Elders’ Use of | Shen Yu-Che,
13 : 30 Multi-media Kiosk Interfaces Taiwan
| 3. 14R-090: A Study of Customized Shoe Last Design for Bo-Xin Huang,
14 : 50 Patients with Diabetes, Taiwan
4. 14R-094: Preferred bicycle type for young user’s analysis by | Bing-Hsuan Wu,
AHP Taiwan
5. 14R-091: Customized Product Development Process - Design | Zi-Lin Zhan,
of Circumaural Headphones as an Example Taiwan
14 : 50
| Tea Time
15 : 00
Chair : Hermawanto , Airlangga University,
Indonesia
1. 14R-046: Impact of Organized Retailing on Unorganized C. Natarajan,
Small Traders in Salem District: An Empirical Study India
] 2. 14R-A21: Greening Management Practices, Process & Hamonangan
Session Product as the Antecedents of Green Firm Performance Siallagan,
7:2 Empirical Evidences from LSE (Large Scale Enterprises) in Indonesia
15:10 Indonesia
| 3. 14R-A36: SWOT analysis on global competitiveness of Mutia Tri Satya,
16 : 30 Industrial Center of Chips in West Java Indonesia Indonesia
4. 14R-A79: The Role of Competence and Supply Chain Ballng
o . Kustriyono
Integration in Operational Performance !
Indonesia
5. 14R-A76: Managing the Innovative Organization: The Hermawanto
trategy-Structure- System- Culture- Style Equifinality-Based .
. . . Indonesia
Fit Configuration
. : Henry Sy, Sr.
18 : 00 Welcoming Dinner
J Hall, 4th floor




DATE : Aug, 12 2014, Tuesday
LOCATION : Br. Andrew Gonzales Building. A1703

De La Salle University, Manila, Philippines

Time Topic of Seminar Country/Region
Chair : Dr. K.K. Rajendran, Bharathidasan
University, South India
1.14R-A09: Marketing of Science: Exploration the Long Term Gancar C
. . . Premananto
Effect of Innovative Teaching Learning .
Session Indonesia
8.1 2.14R-A26: Usage of It Services In Higher Education John Tampil Purba
13 : 30 Management for Innovation Strategy: A Case Study Indonesia
| 3.14R-A64:Inter-generational Conflict within a Small Scale Andiana Rosid
14 : 50 Rice Milling Family Firm (A Case Study) Indonesia
4. 14R-A88: Effect of Promotion Mix to Purchasing JE.Sutanto
Decisions (A Case Study in consumer Agung Samudra T
. Indonesia
Abadi)
5.14R-081: Interpersonal Orientation and Stress Management | K.K. Rajendran,
of Higher Secondary Students South India
14 : 50
| Tea Time
15 : 00
Chair : Dr. Masmira Kurniawati, Airlangga
University, Indonesia
1. 14R-'05'2: Communication as Mechanism against Crisis: A Marvin S. Daguplo
Semiotic Approach on What Managers - Should Learn .
From Habermas Theory of Communicative Action Philippines
2. 14R-083: Job Satisfaction and Life Satisfaction among B.T. | K.K. Rajendran,
Session Assistant Teachers South India
8.2 3.14R-A62: The Analysis of Reward, Human Resources Quality,
15 : 10 Working Environment, Commitment, and Employees’ Prijati
\ Performance of the Technical Services Unit (TSU) of Methal, Indonesia
16 : 30 Food — Beverage & Packaging Industries in East Java Province
4. 14R-A93: Effect of Brand Image, Quality Service and J.E Sutanto
Customer Satisfaction to Customer Loyalty PC Master Indonesia
(Case Study of Computer Distributors of Brand Dell In
Surabaya)
5. 14R-A89: The Management of Non Government
Organization Program for Poor Children with Special Hadiati. Indonesia
Needs. Case Study of Peduli Kasih Anak Berkebutuhan ’
Khusus in Surabaya
. . Henry Sy, Sr. Hall,
18 1 00 Welcoming Dinner Y=Y
4th floor




DATE : Aug, 12 2014, Tuesday
LOCATION : Rosario Jose Science Lecture Room, J504

De La Salle University, Manila, Philippines

Time Topic of Seminar Country/Region
Chair : Dr. Raymund Habaradas, De La Salle
University, Philippines
1. 14R-A25: Management Career, Organizational Commitment Nuri :
and Turnover Intention Herachwati,
Session Indonesia
9.1 2. 14R-A23: Ownership Concentration, Firm Characteristics | Made Sudana
13 : 30 and Dividend Policy of Family Controlled Firms in Indonesia | Indonesia
| 3. 14R-A37: Applying Analytic Hierarchy Process to Categorise | Siti Fatimah
14 : 50 Supply Risks in the Palm Oil Chain Indonesia
4. 14R-A47: Are there enough Controls on SMEs to support \S(Snézrglpjlt?:yah
Good Corporate Governance? yoso |
Indonesia
5. 14R-127: Deal Sites and its Role on Small and Medium Emilina R.
. Sarreal,
Enterprises (SMEs) Sales Turnover A
Philippines
14 : 50
| Tea Time
15 : 00
Chair : Dr. Brian Gozun, De La Salle University,
Philippines
1. 14R-065: Innovative Aspects of Tourism Sector
Modernization of the Crimea as a Tool for Integration of the | Ekaterina V.
Economy of the Peninsula in the Economic Space of Russia | Andreeva,
in the Context of Historical Specificity of Sectorial Russia
Development of the Region
Session | 2- 14R-124: The Three Factors of Creativity Management: Junius W. Yu,
9.2 Visual, Number and Word Creativity Philippines
15 : 10 | 3. 14R-A53: The Importance of Organizational Culture on Dian Indiyati
| Intellectual Capital Indonesia
16 : 30 Sondang
4. 14R-A57: Innovative Control Systems, Top Management Mariani
Team Heterogeneity and Performance of University Rajagukguk
Indonesia
5. 14R-A68: The Influence Marketing Innovation and
Organizational Innovation, to Strategic Innovation, Diffusion | Maria Mia
Innovation and Market Differentiation, to Market Kristanti
Outstanding Performance, and Organizational Sustainability: | Indonesia
A Resource-Based View Perspective of Indonesian Banking
Industry
. : Henry Sy, Sr.
18 1 00 Welcoming Dinner
g Hall, 4th floor




DATE : Aug, 12 2014, Tuesday
LOCATION : Faculty Center Conference Room AB4

De La Salle University, Manila, Philippines

Time Topic of Seminar Country/Region
Chair : Dr. Aida L. Velasco, De La Salle
University, Philippines
1. 14R-130: The Passport: Is It Subject To Confiscation? Antonio A. Ligon,
' ' port. y * | Philippines
2. 14R-A32: World Trade Organization (WTQO) and Wilson
) Economic Growth. The Impact of Joining WTO on aiaqukauk
Session Indonesia’s Economy. An Econometric Modeling Igld%nezia
10.1 Approach
13230 [3714R-A39: The Balance Social Enterprise Spectrum on | Daryanto Hesti
| Csr Agenda in Supporting Arts Wibowo
14 : 50 Indonesia
4 14R-A59: The Effect of Determination of Government Lina Said
Regulation Number 46 of 2013 on Individual Tax .
Compliance Rate Resident Taxpayer Indonesia
5. 14R-A61: Readiness of Indonesian SMEs in Facing Roos K. Andadari
AEC Indonesia
6. 14R-131:Innovation in Filipino Firms A'c.j"’.l L'. Velasco
Philippines
14 : 50
| Tea Time
15 : 00
Chair : Dr. Divina Edralin, De La Salle
University, Philippines
1. 14R-A15: The Antecedent of Trust in Relationship Tanti Handriana
Marketing in Non Profit Organizations Indonesia
2. 14R-A43:How Knowledge Management is applied in | Made Sutama
Sessi Planning Board of Public Services in Central — East Java | |ndonesia
ession ) :
10.2 And West Nusa Tenggara Provinces — Indonesia
15 : 10 | 3-14R-A3L: The Impact of Performance of Human
| Resources and Information Technology in Company Indro Kirono,
! Retail with Information Technology as a Moderating Indonesia
16 - 30 Variable: Swalayan Surya
4. 14R-A44:Application of Colloquium Exploratory-based
Learning Method in Introduction to Business Course in | FebrianaWurjaningrum
Department of Management, Faculty of Economics and | Indonesia
Business, Universitas Airlangga, Indonesia
5. 14R-125: Innovation Management through an . .
. _ e Divina Edralin,
Entrepreneurial Lens: The Case of Two Filipina Philiopines
Pioneering Entrepreneurs from Naga City PP
. . : Henry Sy, Sr. Hall, 4th
18 1 00 Welcoming Dinner floor




DATE : Aug, 13 2014, Wednesday
LOCATION : Yuchengco Seminar Room, Y507

De La Salle University, Manila, Philippines

Time Topic of Seminar Country/Region
Chair : Dr. Alex Maritz, Swinburne University
of Technology, Australia
1. 14R-107: The Effects of Social Support and Organizational Chuan-Ya Huan
Support on The Relationships between Emotional Labor Taiwan g
Session And Job Performance
1.3 2. 14R-109: The Effects of Public Worker’s Job Satisfaction, yen-Chia Chen
Perceived Pension Fairness, And Work Motivation on Job :
Taiwan
09 : 00 Performance
| 3. 14R-114: A Exploratory Study on Creativity And :
10 : 20 Management of Social Entrepreneurs In Taiwan- An 'II_';i‘\(/Sa:L C. Hsizo,
Example Of El Patio Del Cielo And Town Way
4. 14R-115: A Study on Stakeholders’ Knowledge Of Policy
Announcement And Identification to Twelve-Year Luke H. C. Hsiao,
Compulsory Education Program -Examples of Junior High | Taiwan
Schools In Kaohsiung City
10 : 20 .
10 : 30 Tea Time
Chair : Dr. Hong-Cheng Liu, I-Shou University,
Taiwan, ROC
1. 14R-075: Student’ Reactions on the Use of Basic Chinese | Ecalnir, Rosa
Mandarin as an Instructional Material for Foreign Adelaida Chan, ,
Session Language Philippines
1.4 _ , Sergey
2. '14R-OEJ3['6. Perfpnfllty factors of the successful Yagolkovskiy
10 : 30 innovative activity Russia
} 3. 14R-121: Innovative Instruments of University Denis Ushakov
12200 Competitiveness Increasing: Strategy of Intelligent — . ’
X Thailand
Marketing
4. 14R-129: Technology Innovation and Entrepreneurship in .
Australia: A Systematic Literature Review and Conceptual George_Shaﬂk
Australia
Framework
5. 14R-116: Critical Success Factors In Public Sectors Hong-Cheng Liu,
Practicing Knowledge Outsourcing Taiwan
Return




DATE : Aug, 13 2014, Wednesday
LOCATION : Yuchengco Seminar Room, Y508

De La Salle University, Manila, Philippines

Time Topic of Seminar Country/Region
Chair : Dr. Ying-Jye Lee, Kaohsiung University of
Applied Sciences, Taiwan
1. 14R-077: An Extension-Based Innovative Design of C.T. Wu, Taiwan
) Labor-Saving Mop
SEssion 5 14R-088: An Evaluation Model for Product Aesthetic Chi-Hung Lo,
2.3 Measures Constructed by Aesthetic Principles of Balance Taiwan
09 : 00 3. 14R-089: A Pilot Study of Design Strategies and Trends of Yi-Chu Shih
| Assistive Devices for the Elderly Taiwan
10 : 20 | 4. 14R-111: A Study Affective Factor Selection using CA & PA \T’Z?Jrr‘lg’_H .
for Kansei Engineering UNg-Hsing
Tailwan
5. 14R-096: Exploring Evaluation Factors of Cultural and Yina-Jve Lee
Creative Products — Take Anping Sword Lion in Taiwan as Ng-Jy ’
Taiwan
an example
10 : 20 .
10 : 30 Tea Time
Chair : Dr. Shang-Pao Yeh, I-Shou University,
Taiwan, ROC
1. 14R-043:An Empirical Study of The Relationships between
Attribution of Success and Failure in Teaching, and Teaching | Chiou-Chi Hsiau,
Session Self-Efficacy of Physical Education Teachers at Junior High | Taiwan
24 Schools
2. 14R-049: Recreation Motivation and Experience of 2013 Shang-Chang
10 - 30 Taiwan Balloon Festival Ting, Taiwan
| 3. 14R-063: Analyzing the Importance of Emotional Abdul Samad
12 : 00 Intelligence in Workplace Performance Pakistan
4. 14R-106: Testing measurement invariance across gender for Yu-Jia Hu
the section of tangibles of SERVQUAL Scale for Taiwan .
) . : Taiwan
Retail Chain Stores Business
5. 14R-117: Foundations of Aesthetics and Character Mei-Ju Chou
Education in Early Childhood Education Taiwan
Return




DATE : Aug, 13 2014, Wednesday
LOCATION : Yuchengco Seminar Room, Y509

De La Salle University, Manila, Philippines

Time Topic of Seminar Country/Region
Chair : Dr. Chou, Jyh-Rong , I-Shou
University, Taiwan, ROC
1. 14R-035: A Study on the Application of Concurrent Wei-Chun Chen,
Session Design Strategy on Hair drye Taiwan
3.3 2. 14R-036: Concurrent Design Strategy in Modeling and Zhi-Wei Liao, Taiwan
Structure of Surveillance Cameras Research
09 : 00 | 3. 14R-037: Concurrent Design Strategy in Video Event o .
| Data Recorder Wei-Jhin Jhao, Taiwan
10 : 20 | 4. 14R-038: Studying the Effects of the Airflow Induced - : :
by Office Ceiling Fans on the Ventilation of a Human Hsin-Hung Lin, Taiwan
Body
5. 14R-095: A Su-Field Enhanced Concept Mapping Chou, Jyh-Rong,
Diagram for Generating New Product Ideas Taiwan
10 : 20 .
10 : 30 Tea Time
Chair : Dr. Shu-Hen, Chiang , Chung-Yuan
Christian University, Taiwan, ROC
Session | 1. 14R-073: Attributes of Employees of Generation X and shammvshiri. India
3.4 Y in IT Industries in Karnataka-India y=hirt,
_ 2. 14R-100: A Study on the Continuous Intention of Chia-Pin Lee. Taiwan
10:30 Group Buying through Facebook Communities ’
| 3. 14R-118: Facilitating Design-led Innovations in SMEs | Kim C. K. Lee
12 : 00 Taiwan
4. 14R-119: Exploring the Competitive Strategies of Hsiang-Ting Su
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The Influence Marketing Innovation and Organizational Innovation, to
Strategic Innovation, Diffusion Innovation and Market Differentiation, to
Market Outstanding Performance, and Organizational Sustainability: A
Resource-Based View Perspective of Indonesian Banking Industry
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Abstract

Organizational innovations are marketing innovation essential for firms’ long-term
competitiveness. In spite of this, there is less research on marketing innovations than on
organizational innovations. The purpose of this research is to contribute to our understanding
of how marketing innovations could shape organizational innovations, which can lead to the
organization sustainability.The journey started by exploring the strategic innovation, the
creation of diffusion innovation, and marketing differences through a literature-review-based
article and an empirical study on the organizational innovation.The study continued with an
empirical study elaborating upon the role of the marketing outstanding performance in
sustaining the organizational innovations. In each empirical study, data were collected
through questionnaire and interviews, supplemented by primary and secondary data. The
three concepts of marketing, organizational and strategic of innovations were found to be
three intertwined concepts, rather than three separate and sequential ones. One reason was
that marketing innovations were constantly re-invented through the processes of creation,
diffusion, and sustainability. In this context, the concept ‘Sustainability’ refers to an
improvement trajectory, rather than to a particular organizational innovation. The
improvement trajectory is path-dependent and directs the creation, diffusion and
sustainability of organizational innovations to and within a firm. The results of this research
is a conceptual model that integrates the three concepts marketing, organizational and
strategic of innovations in a market outstanding performance, and organizational
sustainability circling around a firm-specific improvement trajectory. Each concept is
affected by three sets of influencing factors: the external context and interpersonal diffusion
channels, the firmspecific internal context, and the characteristics of the innovation itself. To
find out how the characteristics of marketing and organizational innovations affect the
applicability of the organizational sustainability, the conceptual model was tested on a
different organizational innovation banks, identified in an empirical study conducted at 10
most sustainable banks in Indonesia, known for its focus on continuous innovation. The test
showed that the conceptual model was valid and was useful in identifying all of marketing,
organizational, and strategic innovation to reach out the organizational sustainability.

Keywords:
Marketing Innovation, Organizational Innovation, Strategic Innovation, Diffusion Innovation,
Market Differentiation, Market Outstanding Performannce, Organizational Sustainability.
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I. INTRODUCTION
1.1. Research Background

In the last two decades, Indonesia has witnessed a rapid increase in the number of local and
foreign banks. The number of licensed banks operating in Indonesia has risen totally from 90
banks in 2000 become 120 banks at the end of December 2013 (http://www.bi.co.id). From
the total, 37 were Indonesian biggest banks, and 10 were foreign banks. In 2013, the number
of best banks has reached to 33 banks, and unfortunately the most sustainable banks were
only 10, which operated 201 branches and 120 head offices in Indonesia. The increase of the
number of banks has resulted in high competition among banks. As a result, banks
managements have to market their banking services in different and attractive ways to satisfy
and fulfill customer needs and desires which are continuously changing. Banks are exerting
their best efforts for the purpose of achieving profits that help in covering their expenses,
ensuring their survivals, and maximizing their values (Kumar et al., 2011). Therefore, it is
critical that managers identify and understand strategic orientations such as market
orientation to enable a firm to achieve competitive advantage that leads to greater
organizational performance.

The popularity of the resource-based view (RBV) of the firm has turned our focus on the
black box of the firm. Theoretically, the central premise of RBV addresses the fundamental
question of why firms are different and how firms achieve and sustain competitive advantage
by deploying their resources. The founding idea of viewing a firm as a bundle of resources
was pioneered by Penrose in 1959. Penrose argued that it is the heterogeneity, not the
homogeneity, of the productive services available from its resources that give each firm its
unique character. The notion of firm’s resources heterogeneity is the basis of the RBV. The
significance of the resource perspective as a new direction in the field of strategic
management was broadly recognized with the path-breaking article by Wernerfelt (1984).
Wernerfelt (1984) suggested that evaluating firms in terms of their resources could lead to
insights that differ form traditional perspectives.

Over the last decade, much of the strategy literature has emphasized resources internal to the
firm as the principal driver of firm profitability and strategic advantage. This transition in
academic and managerial attention from an Industrial Organization (I0) economic view
towards a resource-based view of strategy has occurred for several reasons. First, the rate of
change in terms of new products, new technology, and shifts in customer preferences has
increased dramatically. Obviously, a static snapshot of a moving industry was not an
adequate means for formulating strategy in an increasingly dynamic environment (Bettis &
Hitt, 1995). Secondly, traditional industry boundaries are blurring as many industries
converge or overlap, especially in information technology-related industries (Bettis & Hitt,
1995; Hamel & Prahalad, 1994). Yet, traditional 10 strategic thinking is based on stable
industry, as are many strategic analysis tools, including competitor analysis, strategic groups,
and diversification typologies. Finally, the increasing rate of change has put increasing
pressure on firms to react more quickly, as time is often seen as source of competitive
advantage (Stalk & Hout, 1990). All these reasons suggest that firms may look inwardly for
strategic opportunities, while, at the same time, must reconceptualize how they think of
industries and define competitors.

The importance of the resource-based view (RBV) of strategic management is manifest in its
rapid diffusion throughout the strategy literature (e.g., Wernerfelt, 1984; Barney, 1991,
Peteraf, 1993; Maijoor & Witteloostuijn, 1996; Amit & Schoemaker, 1993). Drawing on
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previous research in RBV, this study aims at illustrating the interrelationships between RBV
and organizational innovation.

Innovativeness is one of the fundamental instruments of growth strategies to enter new
markets, to increase the existing market share and to provide the company with a competitive
edge. Motivated by the increasing competition in global markets, companies have started to
grasp the importance of innovation, since swiftly changing technologies and severe global
competition rapidly erode the value added of existing products and services. Thus,
innovations constitute an indispensable component of the corporate strategies for several
reasons such as to apply more productive manufacturing processes, to perform better in the
market, to seek positive reputation in customers’ perception and as a result to gain sustainable
competitive advantage. Particularly over the last two decades, innovativeness has turned into
an attractive area of study for those researchers who tried to define, categorize and investigate
its performance impacts, especially due to its practical relevance. Innovations provide firms a
strategic orientation to overcome the problems they encounter while striving to achieve

sustainable competitive advantage (e.g. Drucker, 1985; Hitt et al., 2001; Kuratko et al., 2005).

Marketing innovation is important for organizations to compete against one another in the
worldwide global market. In response to the changing needs of the customers, service firms
have taken various approaches to make sure that they provide adequate services to their
customers. Marketing innovation is considered as a business culture that facilitates firms in
achieving sustainable competitive advantage by creating superior customer value (Narver and
Slater, 1994). Since customer needs change rapidly, a marketing innovation requires a clear
understanding of both the present and future demand dynamics of target customers. The
salient dimensions of marketing innovation which are customer and competitor orientation,
are considered important organizational and strategic innovation to achieve a organization
sustainability (Sgrensen, 2009; Zhou et al., 2005; Slater and Narver, 1994). Another reason
which makes marketing innovation important is its link to organizational market performance
because marketing innovation constitutes a crucial success factor for organizational
sustainability (Tsiotsou and Vlachopoulou, 2011). Consequently, the ultimate success of any
businesses lie within the firms’ ability to serve its customers, which means that firms should
adopt more market-based strategies, such as marketing innovation, to improve its market
performance (Li and Zhou, 2010).

A marketing innovation is the implementation of a new marketing method involving
significant changes in product design or packaging, product placement, product
promotion or pricing (OECD Oslo Manual, 2005). Marketing innovations target at
addressing customer needs better, opening up new markets, or newly positioning a firm’s
product on the market with the intention of increasing firm’s sales. Marketing innovations
are strongly related to pricing strategies, product package design properties, product
placement and promotion activities along the lines of four P’s of marketing (Kotler, 1991).

Finally, an organizational innovation is the implementation of a new organizational method
in the firm’s business practices, workplace organization or external relations. Organizational
innovations have a tendency to increase firm performance by reducing administrative and
transaction costs, improving workplace satisfaction (and thus labor productivity), gaining
access to non-tradable assets (such as non-codified external knowledge) or reducing costs of
supplies (OECD Oslo Manual, 2005). Examples would be the introduction of practices for
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codifying knowledge by establishing databases of best practices, lessons learnt and other
knowledge, so that they are more easily accessible to others; the introduction of training
programs for employee development and improved employee retention; or the initiation of a
supplier development program. Thus, organizational innovations are strongly related with all
the administrative efforts of renewing the organizational routines, procedures, mechanisms,
systems etc. to promote teamwork, information sharing, coordination, collaboration, learning,
and innovativeness.

Although a substantial amount of research on marketing innovation, and market outstanding
can be found in the marketing literature, little attention has been paid in investigating the
relationship between organizational innovation, strategic innovation, diffusion innovation,
market differentiation and organizational sustainability in the banking industry. To the best
knowledge of the researchers, this is the first research of its kind in Indonesia that addresses
such particular topic. It is vitally essential for banking managers to comprehend and measure
the impact of marketing innovation and organizational innovation on organizational
sustainability via strategic, diffusion innovation, and market differentiation. Therefore the
key purpose of this study is to investigate the relationship between marketing innovation,
organizational innovation, strategic innovation, diffusion of innovation, market
differentiation, market outstanding performance, and organizational sustainability in the
banking industry in Indonesia.

In this study, we aim to explore marketing and organizational innovations and their effects on
organizational sustainability by examining strategic, diffusion, and market difference, as well
as by focusing on market outstanding performance. Therefore the main contribution of this
study is the comprehensive innovation-performance analysis based on empirical data, which
not only revealed the positive effects of innovation types on firm performance but also
yielded a path of relations among these variables using structural equation modeling approach.

In the following discussion, this paper reviews the theoretical background and theories
leading to a number of research hypotheses. This is immediately followed by a detailed
specification of the research methodology. Thereafter, the empirical results are presented and
discussed. The final part of the paper presents the discussions on the basis of the research
findings, managerial implications, outlines some inherent limitations and provides some
directions for future research.

Il. LITERATURE REVIEW
2.1. Previous Study

Formally, innovation is considered as developments and new applications, with the purpose
of launching newness into the economic area. It can be conceived as the transformation of
knowledge to commercial value. Innovation has great commercial importance due to its
potential for increasing the efficiency and the profitability of companies. Actually, the key
reason for innovativeness is the desire of firms to obtain increased business performance and
increased competitive edge. Companies procure additional competitive advantage and market
share according to the level of importance they give to innovations, which are vital factors for
companies to build a reputation in the marketplace and therefore to increase their market
share. Metcalfe (1998) stated that when the flow of newness and innovations desiccates,
firms’ economic structure settles down in an inactive state with little growth. Therefore,
innovation plays a significant role in creating the differences of performance and competition
among firms, regions and even countries. For instance, the study by Fagerberg et al. (2004)
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revealed that innovative countries had higher productivity and income than the less-
innovative ones. OECD reports pointed out that companies that developed innovations in a
more decisive way and rapidly, had also more qualified workers, paid higher salaries and
provided more conclusive future plans for their employees. In fact, the effects of innovations
on firm performance differ in a wide spectrum from sales, market share and profitability to
productivity and efficiency (OECD Oslo Manual, 2005).

McAdam and Keogh (2004) investigated the relationship between firms’ performance and its
familiarity with innovation and research. They found out that the firms’ inclination to
innovations was of vital importance in the competitive environments in order to obtain higher
competitive advantage. Geroski (2005) examined the effects of the major innovations and
patents to various corporate performance measures such as accounting profitability, stock
market rates of return and corporate growth. This planned increment in value addition can
only be attained with the help of innovation practices. The organizational researchers are of
the view that adoption of

innovation is a main vehicle for organizational adaptation and change to improve firm
performance especially under the conditions like scarce resources, dynamic business
environment, intense competition and changing customer demands for better quality (Jansen
et al, 2006; Roberts & Amit, 2003). To the best knowledge of the authors of this study,
especially within Indonesian banking context, little or no attention has been given to examine
the effects of innovation types on firm’s performance. There is a strong need of such kind of
research in Pakistan as it is the most neglected area yet most important. As Hitt et al. (1991)
argue that strategic competitiveness can best be achieved by firms through developing new
technologies. Therefore, the only way for a firm to gain a sustainable competitive advantage
is invariably upgrade its processes and activities through innovation (Porter, 1990; Drew,
1997). Even if innovation do not get direct rewards by market, it can be used to generate
dynamic capabilities to manage changes in the organization’s environment (Teece et al, 1997)
and to gain first-mover advantages (Liberman & Montgomery, 1998) or react speedily to
market changes (Cohen & Levinthal, 1990).

The significance of innovation can also be observed in the study of Fagerberg et al, 2004
which states that innovative countries had higher levels of productivity and income than less-
innovative ones. Innovation has been defined in many different perspectives by various
scholars. Damanpour & Goplakrishnan (2001) defined innovation as ‘the acceptance of any
idea or conduct related to a product, service, system, device, policy or program that is new to
the adopting organization’. In the same context, Nohria & Gulati, 1996 defined innovation as
‘the inclusion of any policy, program, structure, process or any market or product that a
manager perceives to be true’. Thompson (1965) defined innovation as ‘the generation,
acceptance & implementation of new ideas, products, processes or services’. Amabile et al,
1996 put forward a brief definition of innovation which is the successful implementation of
creative ideas within an organization. In short, the core of innovation is the newness of an
idea that in turn improves organizational performance (Camisdn-Zornoza et al, 2004).

2.2. Theoritical Review
2.2.1. Resources-Based View of Innovation

The resource-based view of the firm offers new directions for organizational innovation as
has shifted the attention towards the firm and its unique characteristics. In this vein, RBV
redirects organizational innovation research as well, especially in terms of the factors that
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determine firm-level innovation. The contributions of the resource-based perspective
highlight the differences that brings comparing to other (traditional) perspectives that study
innovation. The resource-based research on innovation is based on the fundamental premise
that organizational resources and capabilities are those that underlie and determine a firm’s
capacity for innovation. Within this perspective, organizational resources (tangible and
intangible) are taken to provide the input that in turn is combined and transformed by
capabilities to produce innovative forms of sustainable competitive advantage.

From the resource-based view perspective, innovation does not come simply from scanning
the external environment for market opportunities, but from looking inside and build on the
resource endowment and core competencies of the organization. Organizational resources
and capabilities are taken to offer the necessary input for the development and exploitation of
the firm’s innovation activities. Consequently, the focus of the RBV is not only on how to
sgueeze innovative output out of the organizations, but also on how to provide the fuel for
innovative activity to occur in the first place.

Based on the assumption of firms’ resources heterogeneity the RBV focuses on the firm’s
opportunity to produce innovative output with increased future value. The benefits of such an
innovation output may last longer, will probably motivate and facilitate a new innovation
effort, and may contribute to a sustainable competitive advantage. This is primary because
the whole innovation process is based on combinations of strategic assets that are firm-
specific and thus, difficult for competitors to imitate.

Figure 1: Capabilities determining an organization’s capacity to innovate

RESOURCES:
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Intangible -/

ORGANIZATION
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jaini

Sources: Newman (2000).

The RBV literature suggests that a firm should strive to innovate not only better than
competitors but also one step before the competition. By developing dynamic capabilities, for
example, a firm is able to adapt to changing industry conditions, learn and exploit new
knowledge and articulate an innovative response to previously nonexistent market demand.
Finally, the relationship between RBV and innovation is bilateral. By this we mean that while
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RBYV expands our knowledge on the factors that determine the firm’s capacity to innovate, at
the same time innovation is one mechanism through which a firm can renew the value of its
assets. This mutual beneficial relationship helps create and sustain advantage in two ways.
First, the firm are able to produce innovative output of increased value, and second, through
implementing innovations firms can establish new ‘stocks’ of specific assets that others will
find impossible to replicate quickly.

Marketing skills appear an important role for the implementation and exploitation of
innovation. Several authors found a positive association between innovation and marketing
competences examining US, European, and Japanese contexts (Song et al., 1997; Song &
Parry, 1996, 1997; Hultink et al., 2000). Moreover, what constitutes perhaps a more
important capability for the firm is the integration and interaction between marketing and
R&D functions in order to facilitate information flow within and between departments,
accelerate innovation process and achieve successful innovation output (Souder & Jenssen,
1999).

Organizational learning has also indicated positive effects on organizational innovation.
Learning helps firms to generate new knowledge, recombine existing knowledge and skills,
and adapt to changing market conditions. Newman (2000) argues that learning can help
organizations to change. Lynn et al. (1999) studying high technology US firms found a
positive relationship between learning and innovation. Bartezzaghi et al. (1997), Helfat and
Raubitschek (2000), and Lane and Lubatkin (1998), reached similar conclusions examining
Italian and Swedish companies.

2.2.2. Marketing Innovations

A marketing innovation is the implementation of a new marketing method involving
significant changes in product design or packaging, product placement, product promotion or
pricing (OECD Oslo Manual, 2005). Marketing innovations target at addressing customer
needs better, opening up new markets, or newly positioning a firm’s product on the market
with the intention of increasing firm’s sales. Marketing innovations are strongly related to
pricing strategies, product package design properties, product placement and promotion
activities along the lines of four P’s of marketing (Kotler, 1991).

Marketing innovation is defined as implementing new marketing method that involve
significant changes in the packaging, design, placement and product promotion and pricing
strategy. The objective of marketing innovation is to increase the sales and market share and
opening new markets. The distinctive feature for the marketing innovation from the other
types of innovation is the implementation of new marketing method that the firm has never
been implemented before. The product design, that only changes the appearance of the
product and does not change the features and functionality of the product, is also marketing
innovation (OECD, 2005). Marketing innovation is non technological innovation. Firms
bring innovation in their marketing methods to bring efficiency in their business (Polder et al.,
2010). Marketing innovation is developing new techniques, methods for marketing.
Developing new techniques, methods and tools for marketing have significant role in success
of the organizations. The example of marketing innovation is ‘changed ways for collecting
customer’s information’. Firms now use computer software to collect customer information.
The new formats of trading, like online store is also example of marketing innovation (Chen,
2006).
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2.2.3. Organizational Innovation

An organizational innovation is the implementation of a new organizational method in the
firm’s business practices, workplace organization or external relations.Organizational
innovations have a tendency to increase firm performance by reducing administrative and
transaction costs, improving workplace satisfaction (and thus labor productivity), gaining
access to non-tradable assets (such as non-codified external knowledge) or reducing costs of
supplies (OECD Oslo Manual, 2005). Examples would be the introduction of practices for
codifying knowledge by establishing databases of best practices, lessons learnt and other
knowledge, so that they are more easily accessible to others; the introduction of training
programs for employee development and improved employee retention; or the initiation of a
supplier development program. Thus, organizational innovations are strongly related with all
the administrative efforts of renewing the organizational routines, procedures, mechanisms,
systems etc. to promote teamwork, information sharing, coordination, collaboration, learning,
and innovativeness.

Organizational innovation is defined as introduction of new practices of doing business,
workplace organizing methods, decision making system and new ways of managing external
relations (Polder et al., 2010). OECD (2005) defined the organizational innovation as
implementing new ways of organizing business practices, external relations and work place.
Organizational innovation is new ways of organizing routine activities. For organizational
innovation firms change the method of organizing that firm has not implemented before.
Organizational innovation can increase the performance of the organization by decreasing the
transaction cost and administrative cost. Firms bring organizational innovation to bring
efficiency in the business. The new organizational method must be at least new to the
organization and new method can be developed by the firm itself or with the help of third
party (Polder et al., 2010). Organizations bring changes in their organizational setup. They
change the ways of organizing things to compete with their competitors and satisfy the
customers (Ettlie & Reza 1992).

2.2.4. Strategic Innovation

A study of the literature revealed that the plea for creating new competitive advantages and
disruptive strategies put forward in the hypercompetition view bears much in common to the
central tenets of the strategic innovation literature (Mol & Birkinshaw, 2009). Some authors
have argued that the need to strategically innovate directly flows from the characteristic traits
of the hypercompetition phenomenon itself (Alamdari & Fagan, 2005). Forces such as
globalization and technological innovation may lower industry barriers (e.g. the appearance
of a foreign or nimble disruptive challenger) and make gentlemanly agreements among
incumbents consequently erode (Grawe et.al 2009). In this context of increased rivalry,
following similar strategies to rivals in an attempt to take away market share from them
(Olavarrieta & Friedmann, 2008) ends in simply outperforming them on the basis of
incremental improvements in cost, quality or both (Newman, 2000). The fight over
increasingly smaller industry spaces eventually leads to fierce price competition. The intra-
industry performance variance will be small since firms all have similar experience in the
same areas and hence compete with the same weapons (Nohria & Gulati, 1996). Basically, in
their attempts to out-compete each other companies approach (or bounce into) a perfect
competition state (D’Aveni, 1999). The only way companies can escape the perfect-
competition scenario and achieve abovenormal profits is by creating new competitive
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advantages (e.g., D’Aveni, 1999). This rivalry is moreover rewarded because disruptive
strategies can stimulate demand by responding to advanced customer needs (Roberts, 1999).
In this way, differences between winners and losers will be larger (Roberts and Amit, 2003).

Yet, not all authors on strategic innovation have taken hypercompetition as the starting point
of their discussions. Teece et.al for example, points out that the issue of strategic innovation
IS not new, neither is it becoming more important because of increasing environmental
turbulence. He argues that eventually, all industries mature since competitors all tend to
focus on a small number of narrow ‘industry spaces’, i.e. customer segments,
products/services, and manufacturing and distributions methods. Implicit assumptions about
how to compete are widely shared among industry players (Szymanski et.al, 1993). Different
theoretical rationales have been developed to explain these imitation driving forces (for an
overview, see Wang, 2011). Basically, the more an industry matures, the more companies
tend towards strategy convergence. Ardner (2001) indeed showed that firms are more
inclined to pursue unconventional strategies during periods of market growth. This is because
in periods of market stagnation, a shortage of resources makes firms more susceptible to
institutional pressures imposed by powerful actors (Teece et.al, 1997). As a consequence,
when the need to strategically innovate is the highest, companies seek refuge in strategy
convergence. Since strategy convergence narrows competition down to a small competitive
space, competition becomes fiercer. In this way, firms themselves contribute to a further
erosion of the industry’s profit potential. Vega et.al (2008) and Souder (1999) hence argue
that not so much hypercompetition but these imitation driving forces produce strategy
convergence. It is exactly the latter that largely leads to increased rivalry among industry
players, which will eventually evoke price competition. Lower prices drive down excess
profits onto the competitive equilibrium, at which consumer welfare is maximized (Zeng,
2010). Larsen et al. (2002, 2003) empirically demonstrated that not so much new entry but
this inter-organizational strategy convergence will eventually erode above normal profits in
an industry.

In sum, underlying the literature on strategic innovation is always the premise that the
specific types of innovation firms compete with affect their competitive position (Glinday and
Alpkan, 2011). The basic tenet of strategic innovation is however that the occurrence of price
competition in small industry spaces does by no means imply that the industry has lost all of
its profit potential; it is just what Enzig (2011) call a ‘maturity trap’. Not only get attractive
positions imitated but new —often neglected— strategic positions keep emerging as well
(Grawe et.al, 2009): the so-called ‘unexploited pockets of profitability’ in the industry
(Huang & Liu, 2005). Thus, “strategic innovation focuses on changing firmlevel strategy
over time to identify unexploited positions in the industry ahead of rival firms” (Jimenez and
Sands, 2011).

In his 1999-article Hurley and Hult (1998) notes that the unexploited gaps in the industry
positioning that have to be identified for strategic innovation may stem from changing market
and industry conditions. Discontinuities may thus contain innovation potential (Cingéz &
Akdogan, (2011). In other words, turbulence is not regarded as an external threat that should
be responded to, but more as “generating new opportunities and the potential for new ground
rules” (Subramanian & Nilakanta, 1996). Apart from its response capacity a company’s pro-
active behavior is hence largely emphasized (Anderson & Lehman, 1994; Sok & Cass, 2011).

Contrary to the product life-cycle paradigm of birthgrowth- maturity-decline, industries (and
some of their incumbents too) possess possibilities for industry ‘de-maturity’ (Aragon et.al,
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2007). Naidoo (2010) indeed demonstrated that strategic innovation does not only produce
profits on a company level. Also on an industry level, strategic innovators are capable of
increasing average firm profitability (i.e., industry profitability) and in this way, may
rejuvenate the entire industry. In this respect, strategic innovation insights build further on
strategic choice theories, by refuting the assertion of environmental determinism (Ar & Baki,
2011). As proactive strategic behavior is considered related to managerial intentionality
(Chen, 2006), not environmental forces but managerial action and choice are deemed as the
driver of firm performance (Song, 1996,1997). 1994).

Following this logic, strategic innovation can originate from the organizational competencies
giving rise to new opportunities and new ways to play the game (e.g., Robinson, 1990). The
consequences for marketing have been expressed by Vega et.al (2008) as follows: “[...]
marketing is the art and science of creating change (disequilibrium) in markets in such a way
that the change benefits the firm (or an alliance of firms) and, consequently, comparatively
“disadvantages” rivals. If a market is in equilibrium, marketers are not doing their job”.

Accordingly, the central idea of strategic innovation is one contra strategy convergence (e.g.,
Atuahene & Gima, 1996), whether produced by hypercompetion or not. Strategic divergence
implies that the nature of competition is changed (Duranton & Puga, 2001): firms deviate
from, or even actively alter, the industry rules of the game (Subraimanian & Nilakanta, 1996).
Accepted industry assumptions about how to compete are challenged and overturned (Sok &
Cass, 2011) by introducing a ‘a new way of playing the game’ (Robinson, 1990). “A
strategic innovation is a creative and significant departure form historical practice” (Nunnaly,
1978; Duranton & Puga, 2001; Cing6z, & Akdogan, 2011).

In conclusion, a deviation from the industry rules of the game with the view of offering new
and substantially superior customer value can be regarded as the central notion of SI. This
notion builds around two elementary aspects of strategic innovation, i.e. industry rule
deviation and superior customer value creation.

2.2.5. Diffusion Innovation

A single innovation will only have a significant impact if it achieves commercialization on a
large scale. In other words, an innovation must create market demand and spread (be diffused)
into various market segments. Innovation diffusion can thus be defined as "the process of
market penetration of new products and services, which is driven by social influences. Such
influences include all of the interdependencies among consumers that affect various market
players with or without their explicit knowledge." (Peres, Muller, and Mahajan (2010)).The
diffusion of innovations follows a path of technology adoption.

The innovation and diffusion process is usually described as an S-curve that characterizes the
cumulative adoption of a certain product or technology over time. The underlying idea is that
adoption follows a bell-shaped or normal-shaped curve indicating the frequency distribution
of buyers or adopters. Most existing research goes back to the influential work "Diffusion of
Innovations™” by Rogers (2003), originally published in 1962 and now in its third edition.
Rogers focused on technologies and their diffusion, assessing how new products and services
spread through social systems over time.
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The diffusion of an innovation starts with the commercialization of an invention and may
take different development paths, depending on the individual perception of each adopter. As
shown in Figure 2, some innovations develop faster than others. For example, Innovation Il is
initially adopted faster than Innovation I, meaning that more people or firms are willing to
adopt Innovation 11 early in the technology lifecycle than is the case for Innovation I. Rogers
defines diffusion as "the process by which an innovation is communicated through certain
channels over time among members of a social system" (Rogers (2003)).

Figure 2: Diffusion of innovations
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Source: Rogers (2003).

Diffusion is thus comprised of four main constituents: (1) the innovation itself, (2)
communication channels, (3) time and the (4) social system. The characteristics of an
innovation determine its rate of adoption. For instance, if the relative advantage compared to
existing solutions is high and if the new solution is comparatively easy to use, the adoption of
the innovative technology is, ceteris paribus, likely to be relatively fast.

Communication channels are another important feature of diffusion as they influence
potential users' willingness to adopt innovations and, hence, their adoption patterns.
Communication channels involve both direct interpersonal communication and marketing
and mass media instruments. Time is a mediating variable. Time enhances the process of
learning through experience and allows multiple potential adopters to observe an innovation's
performance. Over time, uncertainty surrounding an innovation is reduced and production
costs are lowered, making the innovation attractive to a broader set of potential adopters.
However, the final element in the equation — the social system — is probably the most
complex one. Rogers defines a social system as "a set of interrelated units that are engaged
in joint problem-solving to accomplish a common goal. A system has structure defined as the
patterned arrangements of the units in a system, which gives stability and regularity to
individual behavior in a system™ (Rogers (2003)). The social system could thus support the
diffusion of innovations if they meet the demands of opinion leaders. However, the social
system may also hinder diffusion if a given innovation has a disruptive effect on the wealth
situation of important system units.
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The individual preferences of the above-mentioned constituents will increase the adoption
rate over time, steepening the slope on the typical S-curve. The S-curve can be segmented
into adopter categories. The first individuals or firms to adopt are referred to as innovators
(the first ~2.5% of all adopters), followed by the early adopters (the next ~13.5% of all
adopters), the early majority (the next ~34% of all adopters), the late majority (the next ~34%
of all adopters) and the laggards (the last ~16% of all adopters). These categories were first
established and roughly quantified by Rogers (2003) and are still widely accepted and used
by many scholars from multiple disciplines. (e.g., Bass (1969); Mahajan, Muller, and
Srivastava (1990); Agarwal and Gort (2002)). Mahajan, Muller, and Srivastava (1990)
validated the categories both analytically and empirically. He found that category sizes are
indeed approximately comparable to those suggested by Rogers. Each category reflects the
innovativeness of a homogeneous group of adopters with respect to a certain product or
technology, i.e. their propensity to buy a certain product or adopt a certain technology. Figure
2 shows the innovation diffusion curve and the various adopter categories and segment sizes.
The y-axis denotes the degree of adoption. The x-axis stands for the point in time. Out of a
pool of potential adopters, maximum penetration is achieved when the degree of adoption
reaches 100%. The first graph shows cumulative adoption by adopter categories. The second
graph shows the distribution of individual adopters in each group. This simply means that,
when early adopters start to purchase the product or adopt a certain technology, they follow
the group of innovators that have already adopted it. According to Rogers, the innovators
segment makes up 2.5% of the overall population of potential adopters. The first graph
therefore indicates the overall adoption rate, which is equal to the area of the second graph
that shows the individual number of adopters over time. The diffusion model defined by
Rogers offers several advantages. It is easy to use, has mutually exclusive and collectively
exhaustive categories, conceptualizes earlier empirical findings (e.g., Mansfield (1961); Fourt
and Woodlock (1960); Griliches (1960)) and exhibits good predictive value. However, the
model has also been subject to criticism pointing out four major drawbacks. First, some
authors (e.g., Bass (1969)) argue that the given characteristics and structures are rather
indicative, i.e. that they lack rigorous empirical and analytical evidence. Moreover, it is
argued that the proposed model does not hold for all innovations. Mahajan and Peterson
(1996), for instance, provides examples in which the model does not hold. Second, successive
technology generations cannot be mapped, although they are a very common phenomenon in
practice. Third, the model offers no explanations for turning points that indicate the transition
from one phase to the other. This assertion not only reduces the predictive value of the model,
but also limits the implications that can be drawn for the purposes of proactive technology or
product management. (e.g., Golder and Tellis (1997); Golder and Tellis (2004)) Finally, some
authors (e.g., Kline and Rosenberg (1986)) claim that the innovation and diffusion process is
not linear and is a lot more complex than Rogers suggests.

2.2.6. Market Differentiation

A market differentiation occurs when a firm creates a unique image in the market and
achieves customer satisfaction and loyalty through meeting customers' particular needs and
desires (Miller, 1987). A customer-oriented firm is able to make its market offerings more
differentiate by adjusting its marketing mix through the knowledge of the customers’ needs
and desires (Li and Zhou, 2010). In order to distinguish a bank from its competitors, provides
a competitive marketing tool, and to be the most preferred bank for a certain given market
segment are through the development of marketing mix strategy (Akdag and Zineldin, 2011).
Such as, good services, effective processes, qualified stuff members, convenient locations,
customized and personal solution, which does not imply most up-to-date service. A favorable
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image weakens the negative effect of competitors and enabling organizations to achieve a
greater profit (Fombrun and Shanley, 1990). It is indicated by Amonini et al. (2010) that
professional service firms seek to differentiate themselves by providing better service quality
and greater value, developing brands with strong reputations, and developing long-term
relationships in order to achieve competitive advantage, and superior performance.

In addition, a company’s tacit knowledge and the experience of public relations that a
company accumulates over a long period of time are both difficult resources for competitors
to imitate (Ren et al., 2010).

2.2.7. Market Outstanding Performance

Marketing and performance are interrelated responses to the environment in which a
company is operating (Hill and Wright, 2000). Managers are more and more faced with
rapidly changing environments, involving changes in competition, customer demand, and
technology (Dilts and Hanlon, 2002). According to Fillis (2010), today’s market conditions
are shaped by chaos, fragmentation, uncertainty, complexity, and ambiguity. Environmental
uncertainty concerns attributes upon which marketer’s attention may be selectively focused,
such as customers, competitors, suppliers, regulatory agents, partners, and other actors (Dilts
and Hanlon, 2002). Consequently, marketing decisions in innovative firms are based on daily
contacts and networks while value is created through effective relationships, partnerships,
and alliances (Jones and Rowley, 2009). They think that the key drivers of market
outstanding performance relate to partners, customers, and competitors.

Partners. Hill and Wright (2000) pinpoint understanding markets, customers, and
competition among the central aspects in marketing/entrepreneurship interface. Moreover,
they (ibid.) emphasize selling, sourcing and buying relationships, suggesting that partners are
essential. Chorev and Anderson (2006) found that networking with partners can be very
useful for a small business by assisting in expanding its own limited resources and
capabilities. As small companies typically lack knowledge and market information, they can

access new resources and save time through the partner networks (Collinson and Shaw, 2001).

They should leverage the strengths of others by seeking cooperation with both customers and
major companies to overcome their deficiencies and lack of resources and to improve their
access to markets (Chorev and Anderson, 2006). Partners can also be suppliers or distributors
in the supply chain, and understanding their needs is as crucial as understanding those of the
customers. Market leadership is often characterized by innovative marketing techniques and
careful control of distribution channels (Knight, 2000). Chorev and Anderson (2006) argue
that for supply and distribution partners, environmental uncertainty exists because of a lack of
experience in selling, delivering, and supporting products on a new market.

Customers. Marketing literature generally accepts that a company should focus on its
customers and the ‘customer-first’ philosophy is a predominant one in a superior successful
business (Hill and Wright, 2000). An organization is always more or less able to generate
market intelligence pertaining to current or future customer needs and to respond to it in an
organization-wide manner (Duus, 1997). Therefore, Mohr (2001) stresses the importance of
identifying the customer’s new and changing needs that the company should meet in the
future. Understanding their needs and implementing their feedback is the only way to achieve
a sellable product (Chorev and Anderson, 2006). Chorev and Anderson (ibid.) argue that the
risk for customers is magnified by the uncertainties associated with, e.g., a new
technology.The pressure for market outstanding performance includes the search for unusual,
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new, and creative promotion methods in order to attract customers. Chaston (1997) argues
that with market outstanding performance—driven companies the pressure for change, which
can come from customers, is in the area of increasing the effectiveness of the new product
development process and/or reducing "timeto-market™ schedules.

Competitors. The literature about the marketing orientation of small firms concentrates on the
difficulties that companies experience and encounter in their practice of marketing (Hill and
Wright, 2000). Hill and Wright (2000) suggests that market outstanding practice depends on
competitive trends in addition to customers’ expectations. This view is supported by Hills et
al. (2008), who suggest that marketing competencies in innovative firms are typically driven
by a superior understanding of market positioning. This aspect highlights the need to
understand markets in terms of competition. Recognizing current and future competitors are
among the key drivers of marketing practice (Mohr, 2001).Therefore, marketing has an
important complementary role to market outstanding performance in this, because it aids the
process of identifying as yet unperceived needs and helps in identifying opportunities in a
changing environment (Collinson and Shaw, 2001). Atuahene-Gina and Ko (2001) point to
the intensity of market competition by tapping the perceived similarity of competitor
offerings, price competition, and aggressiveness of the competitor's behavior.

2.2.8. Organizational Sustainability

As the innovation in itself is constantly re-invented, and since the term “sustainability of an
organizational innovation” emphasizes the fact that a firm should stick to a particular
rganizational innovation for a certain time period, which could be a sign of inertia (Buchanan
et al. 2005), the concept of sustainability has to be well thought through. A solution could be
that found by Buchanan et al. (2005). According to the authors, the concept ‘Sustainability’
could refer to an improvement trajectory, rather than to a particular organizational innovation.
This would according to the authors imply a more dynamic perspective on sustaining
organizational change. The static view in form of sustaining a particular organizational
innovation would then be only temporarily relevant.

After a review of the literature on sustaining organizational change, Buchanan et al. (2005)
identified four sets of factors that all played a role. The four sets were: the ‘internal context’;
the ‘external context’; the substance of change, the change process, and its timing; and finally
organizational factors (factors that could be configured and interact in different ways). The
relative importance of each set and of each factor within each set was not identified, but it
was emphasized that the interplay between the factors played an important role. In Figure 2
an adapted version of the model developed by Buchanan et al. (2005, p. 202) is presented.
Each set of factors will then be discussed.
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Figure 3: A conceptual model for the creation, diffusion and sustainability
organizational innovations
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Sources: Buchanan et al. (2005, p. 202).

First, the sustainability of an organizational innovation is influenced by the firm’s external
context (set 1) and internal context (set 2). Factors such as the turbulence and uncertainty in
the external environment and a firm’s history and therefore receptiveness to change were
emphasized here. Second, the substance of change (e.g. if it is perceived as important for the
firm), the change process and its timing (set 3) all affect, according to the authors, the
sustainability of an organizational change. Third, seven organizational factors influenced the
sustainability (set 4). These were managerial, leadership, cultural, organizational, individual,
political and financial. The factors in the internal and external contexts were very briefly
discussed by Buchanan et al. (2005) and did not contribute to a good understanding of how
these two sets influence the sustainability of an organizational innovation. The same was
valid for the set covering factors such as the substance of change, change process and timing.
Further, the organizational factors in set 4 were not weighted in relative importance or
discussed in depth; hence, this set also yielded little explanation of how to sustain an
organizational innovation.

Interesting, though, is that the authors have identified a number of factors similar to those
found in studies of the ‘creation’ and ‘diffusion’ of organizational innovations. The external
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context and the firm’s inertia and path-dependency (as a result of a firm’s history, i.e. internal
context) seem to play a role in all three processes. In addition, the innovation’s perceived
importance for the organization and the timing of the innovation, matter in all three processes.

Finally, most of the organizational factors have been identified as important also for the
‘creation’ and ‘diffusion’ of organizational innovation. What is partly new in the model of
Buchanan et al. (2005) are two things: first, the change process as such, which was not
discussed by Birkinshaw et al. (2008) and was discussed only indirectly as an issue of
standardization in the step ‘implementation’ in Aldnge et al. (1998). Second, the external
turbulence and uncertainty was identified as an inhibitor for sustaining an organizational
innovation. The latter finding is of interest, as it could mean that it would be harder for a firm
to sustain a particular organizational innovation in a rapidly changing industry than in the
case the industry is more matured. This would in turn mean that the focus on an improvement
trajectory instead of a particular organizational innovation, could be of even higher relevance
for firms in rapidly changing industries, which could fit well with the ideas of constant
renewal necessary in rapidly changing industries developed by Brown and Eisenhardt (1997,
1998).

Regarding the improvement trajectory, it could be viewed as a number of synergistic and
complementary organizational innovations, since the firm and its search and learning
processes are path-dependent. For this reason, the initial innovation puts constraints on later
development of the organization (Kimberly, 1979). In the event that a later implemented
organizational innovation is not synergistic with and/or complementing the already
implemented innovation, the new innovation might be seen as a start of a new improvement
trajectory. Tools such as standardization, road maps and/or narratives could be used either to
strengthen a certain trajectory or to communicate and make sense of a new trajectory (Wallin,
1994; Berendse et al. 2006). Finally, the consequences in the model, such as decay,
sustainability or development of an organizational innovation, do not all seem relevant when
the concept ‘Sustainability’ refers to an improvement trajectory, rather than to a particular
organizational innovation.

The development of an innovation is then viewed as a natural part of the sustainability of an
organizational innovation. Hence there might be only two alternative consequences: ‘decay’
(which could mean the start of a new improvement trajectory) or ‘development’ of the
innovation in accordance with the improvement trajectory. Sustainability of a particular
organizational innovation can only be temporal and seems to be less relevant in rapidly
changing environments.

Standardization as a tool to sustain an organizational innovation has been discussed by e.g.
Shiba et al. (1993) and Alange (1994). Besides standardization, narratives have been
discussed as a potential tool for sustaining organizational change by creating shared priorities
and support for a change process (Bartel & Garud, 2009). One role of the narrative is to
create sense in the change by connecting it to the past and to the future of the organization
(commonly visualized in a “road map” (Wallin, 1994)). This might be of extra importance
when the change is perceived as disrupting the historical path of the organization, and when a
reinterpretation of the past might be necessary in order to make sense of future changes. The
narrative could according to the authors be viewed as a tool to create an organizational
memory of its innovations, which could also be generative for future ideas and changes.



2014 International Conference of Organizational Innovation (2014 ICOI)

Berendse et al. (2006) also emphasize the importance of narratives in organizational change:
“Conceptualizing organizational life as story-making or organizations as story-telling
systems contributes to our understanding of organizational change”. The authors viewed
narratives as important sense-making devices and “...they provide an important insight into
the everyday processes of negotiating meaning among organizational actors”. Narratives,
however, are not only important in a specific change process but could also be an important
device to build a strong culture, which in turn could emphasize the importance of constant
change. In this light, it can be speculated whether narratives are important for the
organizational identity and thus for the identity of the people working in the organization. If
this were the case, a narrative would influence not only the perception of employees, but also
potentially the employees’ behavior. A final note in regard to narratives is the importance of
trustworthiness. In order for a narrative to be effective, that is, influence the perception and
behavior of employees in a way planned by management, the narrative needs to be
trustworthy. This is achieved, among other things, when the narrative is mirrored in the
behavior and communication of management. If the narrative is not trustworthy, the effect
can be quite destructive both for a single change process and for the company overall.

Finally, as was seen above, the role of management and leadership is important for sustaining
an organizational change. However, an implementation of a major organizational innovation
can take longer than the time a CEO on average stays in office50. For this reason there is a
need for a “higher level” of influencers able to ensure the sustainability of the innovation or
improvement trajectory. This higher level could consist of the owners and board. However, in
the selected literature on the sustainability of, or creation and diffusion of, organizational
innovations, the roles of the board or owners are rarely discussed. This might seem peculiar
since the board can be assumed to affect investment decisions on any innovation, and
specifically so for major innovations. Further, the board could provide access to resources
and networks, and thereby facilitate inter-firm diffusion of ideas and enhance a firm’s
credibility and legitimacy (Bonn & Pettigrew, 2009). Finally, a board could ensure macro-
stability when implemented major organizational innovations require many years to be fully
implemented.

2.3. Hypotheses
2.3.1. Interactions among the Marketing Innovation and Organizational Innovation

It is obvious that firms have different levels of innovative capabilities, nonetheless innovative
activities need to be focused on many aspects simultaneously such as new products, new
organizational and marketing practices or administrative systems, and new process
technologies (Lin and Chen, 2007; Walker, 2008). Moreover, as Damanpour and Evan (1984)
stated a balanced rate of adoption of organizational and marketing innovations are more
effective in aiding firms to preserve and improve their level of market performance than
implementing them alone. Although innovation literature does not reveal a conclusion
whether a specific innovation type is likely to provide more or less an impact on
organizational sustainability, it can be concluded that innovations influence each other and
need to be implemented in conjunction (Walker, 2004).

In this study therefore we discuss the relationships among the two types of innovation that we
try to measure. Findings in the previous research imply that marketing innovations leading to
administrative and structural renewal or improvement is a facilitator for organizational
innovations. For instance, Damanpour et al. (1989) found that marketing innovations led to
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organization innovation in public libraries; they also suggested conducting further research in
other types of firms to generalize their findings. Similarly, Staropoli (1998) emphasized the
importance of customer satisfaction and customer perceived value mechanisms to enhance
organizational innovations in the pharmaceutical industry, while Germain’s study (1999)
revealed that market structural characteristics might be significant predictors of organizatinal
innovations in the logistics sector. More recently and specifically, Walker (2008) announced
that marketing and service (or product, price, promotion, and place) innovations were found
to be interrelated in a study on public organizations, and that additional research was required
to clarify these findings. Considering the existing descriptive and empirical literature, we
argue that marketing innovations, or in other words, renewal in the form of marketing
strategy improvements leading to the betterment of intra-organizational coordination and
cooperation mechanisms would contribute to the formation of a suitable inner environment
for the organizational innovations. Therefore we hypothesize that:
Hypothesis 1: There is a positive relationship between the marketing innovation and
organizational innovation.

2.3.2. Interactions among the Organizational Innovation and Strategic Innovation

Li et al.’s (2007) study on Chinese firms showed us that organizational and strategic
innovations were significantly correlated to each other. However, recent literature does not
provide us with explicit empirical results for the direction of this relationship. Still, some
indirectly related recent findings may exist. For instance, Oke’s study on British firms (2007)
revealed that developing both vertical and horizontal path on organizational decision making
processes was necessary to pursue incremental strategic positions in industry, implying that
the improvement of the decision making processes is a driving force for the success of
strategic (competitiveness and/or advantages) innovations. Thus innovative solutions
providing the steps of the decisionmaking processes with newly improved competitive
advantages - such as production quality, value, speed, and low cost- can increase the chance
of the product’s new components, ingredients, technical specifications, functionalities, etc. to
meet the needs and desires of the customers better than before. Hence, the following
hypothesis follows:
Hypothesis 2: There is a positive relationship between the organizational innovation and
strategic innovation.

2.3.3. Interactions among the Organizational Innovation and Diffusion Innovation

There is indeed a mutual support between these two types of innovations but it is more
common that diffusion of innovations are shaped through changes in the markets and
customer expectations, and moreover the organizational resources (Rogers, 2003). Customer
driven markets have assigned increased importance to the diffusion function. Customer need
is tried to be fulfilled through organizational resources and innovations, which create
possibilities for further product innovations (Peres, Muller, and Mahajan, 2010). Therefore
we hypothesize that:
Hypothesis 3: There is a positive relationship between the organizational innovation and
diffusion innovation.
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2.3.4. Interactions among the Organizational Innovation and Market Differentiation

Market differentiation is the combination of overall organizational achievements as a result of
renewal and improvement efforts done considering various aspects of firm innovativeness, i.e.
processes, products, organizational structure, etc. Therefore organizational innovation is a
composite construct (Hagedoorn and Cloodt, 2003; Li & Zhou, 2010; Akdag & Zineldin,
2011). based on various performance indicators pertaining, for instance, to the new patents,
new product announcements, new projects, new processes, and new organizational
arrangements. In the light of the above discussions, we are now ready to propose that
organizational innovations have positive effects on firm market differentiation.
Hypothesis 4: There is a positive relationship between the organizational innovation and
market differentiation.

2.3.5. Interactions among the Strategic Innovation and Market Oustanding
Performance

Strategic innovations can actually enhance the firm market performance in several aspects.
Particularly, four different performance dimensions are employed in the literature to represent
firm market outstanding performance (Antoncic and Hisrich, 2001; Hornsby et al., 2002;
Hagedoorn and Cloodt, 2003; Yilmaz et al., 2005). These dimensions are superior marketing
to ROI performance, net marketing contribution to sales, marketing net profit margin, and
marketing contribution to stock price. Strategic innovations has a considerable impact on
market outstanding corporate performance by producing an improved market position that
conveys competitive advantage and superior performance (Walker, 2004). A large number of
studies focusing on the strategic innovation-performance relationship provides a positive
appraisal of higher innovativeness resulting in increased market corporate performance
(Olson and Schwab, 2000; Hult and Ketchen, 2001; Calantone et al., 2002; Garg et al., 2003;
Wu et al., 2003). Value creation and strategic manuver innovations are the most common
strategic innovation types examined. The studies by Olson and Schwab (2000), Knott (2001)
and Baer and Frese (2003) focus merely on value innovations while studies and Li and
Atuagene-Gima (2001) report on strategic manuver innovations. Many of these research
embrace more positive association between strategic innovations and market performance. As
Miller (2001) stated most firms seek strategic innovation to gain competitive advantage in
their market. Generally, researchers stressing that strategic innovations, were equally
essential to the growth and effective marketing activities of a firm (e.g. Damanpour and Evan,
1984, Damanpour 1991). They indicate that more strategically innovative firms place more
emphasis on marketing techniques (Baldwin and Johnson, 1996) and reach sustainable levels
of market higher performance (Hult and Ketchen, 2001; Guan and Ma, 2003). Wolff and Pett
(2004) and Walker (2004) conducted comparative research for the effects of strategic
innovations on market performance. They indicated that particular resource improvements
are positively associated with firm market growth. Gopalakrishnan (2000) broadened the
topic while emphasizing that strategic innovation speed and magnitude were also relevant
innovativeness features both of which had a positive effect on firm market performance. Lin
and Chen (2007) associated strategic innovations with increased firm market sales; and they
argued that strategic innovations rather than technological innovations appeared to be the
most vital factor for total market sales. On the other hand, Johne and Davies (2000) ensured
that strategic innovations increase sales by increasing product consumption and vyield
additional profit to firms. Moreover, Oke (2007) in a recent empirical study on British firms
showed that strategic innovations were found to be related to market outstanding performance.
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Hypothesis 5: There is a positive relationship between the strategic innovation and
market outstanding performance.

2.3.6. Interactions among the Diffusion Innovation and Market Oustanding
Performance

Diffusion innovations is seen in the literature as one of the most important drivers of other
aspects of market outstanding performance thanks to the formation of an organizational
learning climate and/or orientation with continuous efforts for improvements, renewals,
exploration, and learning from failures and adaptation to rapidly changing competitive
environment. For instance, Han et al. (1998) emphasized diffusion innovation as the
synergetic combination of the results of technical and administrative innovations contributes
positively to market growth and profitability. They assert also that diffusion innovation is the
missing link between organizational strategic orientations and market superior performance.
Damanpour and Evan (1984) indicated that organizations can cope with environmental
challenges by successfully integrating technical or administrative changes into their
organizational structure that improve the level of achievement of their goals. Accordingly,
diffusion innovation are done in general to meet such production and marketing high goals as
improvement in product quality, reduction in production cost, increase in market share,
creation of new markets, and increase in production flexibility (Quadros et al., 2001).

Diffusion innovations can exert then positive effects on firms’ production, market and market
performances in the long-term; however, in the short run, initiated investments and internal
resource usages might cause possible losses at first. Lawless and Anderson (1996) stated that
adoption of new technologies for diffusion innovations involves an initial penalty. Similarly
Damanpour (1984) emphasized that generally a serious time period may pass to observe
positive impacts of diffusion innovations on market performance. For this reason, impacts of
diffusion innovative performance are firstly associated to the marketing aspects of corporate
performance, such as increased customer satisfaction or production speed, which will lead to
higher financial returns later on. In brief, once the diffusion innovation performance improves,
production and marketing performances will also ameliorate and then through their mediation
the financial performance will start to improve. Diffusion innovation especially in the form of
new product success is linked in the literature to an increase in sales and market shares, since
it contributes considerably to the satisfaction of existing customers and gaining of new
customers (e.g. Pelham, 1997; Wang and Wei, 2005). It is also possible to assert that in
addition to new product success, success in marketing, process and organizational
innovations together lead to a general increase in customer satisfaction and direct more
customer attention towards the innovative firm.
Hypothesis 6: There is a positive relationship between diffusion innovation and
market outstanding performance.

2.3.7. Interactions among the Market Differentiation and Market Oustanding
Performance

Market differentiation, as a combination of achievements done in of all its elements —quality,
flexibility, speed- is also seen as one of the direct drivers of profitability (e.g. Chenhall, 1997),
thus effectiveness and efficiency in market management would lead to outstanding
profitability. Further empirical studies confirm this assertion (e.g. Worthington, 1998). For
instance, Fullerton and McWatters (2001) indicated that firms that have invested more in
market differentiation practices benefit from production or operations performance, i.e. speed,
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quality, flexibility, and cost efficiency, seem to be highly related to the market outstanding
performance in market share, market pioneering, and stock price and product leadership
according to the past literature (e.g. Quadros et al., 2001). For instance, according to
Koufteros and Marcoulides (2006) continuing market differentiation efforts foster firm
performance which increase the speed of organizational achievement in their outstanding
level of market performance. Thus accordingly technological advancements can easily be
incorporated and any design or quality deficiencies are overcome faster than the competitors.
Hypothesis 6: There is a positive relationship between market differentiation and market
oustanding performance

2.3.8. Interactions among the Market Oustanding Performance and Organizational
Sustainability

Gonzalez-Benito (2005) pointed out the potential of the market outstanding performance
function as a source of sustainable competitive advantage for the company. Marketing
performance as a combination of organizational success in improving speed, quality,
flexibility, and cost efficiency in the daily operations would lead logically to the betterment
of market position and financial returns. The past empirical literature already confirms that
the market behind setting and contribution such marketing ROI as increasing flexibility for
external adaptation, quality for customer satisfaction, speed for dependability, and cost
reduction for profitability is to try to increase overall organizational sustainability at the end
(e.g. Alpkan et al., 2002; Alpkan et al., 2003). Specifically for the market—organizational
sustainability relationship, Li (2005) reported that marketing capabilities -such as customer
perceived value, speed of delivery, etc.- contribute to the market outstanding performance by
increasing satisfaction of the customers and by improving customer relations, and make the
organization enjoy the superior marketing ROl and marketing profit contribution as a source
of organizational sustainability. In today's customer-driven market, where customer base is a
key to achieving better financial results, market performance is seen as one of the most
important sources of organizational financial sustainability (e.g. Li, 2000) since, market share
and sales growth may directly contribute to the financial goals thanks to the increasing
amount of price premiums and sales revenues and decreasing amount of marginal unit costs
leading to a significant increase in the overall organizational sustainable profitability (e.g.
Buzzel and Gale, 1987; Venkatraman and Prescott, 1990, Wang and Wei, 2005).

Hypothesis 8: There is a positive relationship between market oustanding performance

and

organizational sustainability

2.4. Research Frameworks

Derived from the existing literature, the proposed relationships among marketing, and
organizational innovations to organizational sustainability are discussed and hypotheses
related to these variables are developed. The research framework generated in this study is
illustrated in Figure 1. This framework briefly proposes that the marketing, and
organizational of innovations implemented in manufacturing firms will enhance their
strategic innovation, diffusion innovation, and market differentiation which will then improve
market outstanding performances that led the organization to become more sustainable in
their competitive business landscape.

1371
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Figure 4:Research Model
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1. METHODOLOGY

As this research designed to examine the effects of five types of innovation on the
dimensions of firm performance, a survey questionnaire was followed developed by
Geletkanyez & Hambrick (2012). The questionnaire consisted of 49 survey questions along
with some banking demographic questions. The sample used for data collection included the
banking companies listed in Bank of Indonesia (BI) and it represented the commericail main
banking sectors. A total of 10 banking companies were selected from 5 manufacturing sectors.
The companies from each sector were selected according to their proportion in total banking
firms listed in BI. Hence the sample drawn is the true representative of each of five sectors.

The questions represented five types of innovation (marketing, organizational, strategic,
diffusion, and market differentiation) and seven dimensions of market outstanding
performance (marketing ROI, marketing net profit margin, firm stock price, market share,
customer life time value, brand financial value, customer loyalty index) and also
organizational sustainability (consumer perceived value, sustainable superior profit, market
leadership, global consumer satisfaction index, corporate social responsibility to society,
corporate social responsibility to environment, corporate banking accountability). All the
questions are shown to be reliable and valid in the previous research of Geletkanyez &
Hambrick (2012). The questionnaires were filled by marketing, legal, finance, branch
manager and area management executives working presently of Functional Manager,
Business Manager, Corporate Manager in Bl listed companies. 350 questionnaires out of 450
came back filled. Thus the response rate was found to be 78%. 10 out of 450 questionnaires
were improperly filled thus excluded from further consideration. In this way actual response
rate came out to be 76% which is sufficient for such kind of research.
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IV. RESULTS & DISCUSSION

The research findings reflected the following factor solutions and reliabilities: marketing
organizational innovation (7 items, alpha 0.897), organizational innovation (7 items, alpha
0.778), strategic innovation (7 items, alpha 0.952), diffusion innovation (7 items, alpha
0.928), market differentiation (7 items, alpha 0.851), market outstanding performance (7
items, alpha 0.896), and organizational sustainability (7 items, alpha 0.971).

In this study, with the help of SPSS version 17 (factor and reliability analysis), factor
loadings and Chronbach’s alpha of innovation types and dimensions of organizational
sustainability have been produced individually.

4.1. Correlation

As already discussed in the theoretical part that the basic aim of this study is to examine the
relationship among five innovation types and market firm performance; therefore, presents
correlation matrix along with mean and standard deviation of study variables. The significant
correlation results show (**correlation is significant at the 0.01) that each type of innovation
is significantly correlated with each dimension of market outsanding performance confirming
initially all the hypotheses of this study.

Table 1.
Reliability Test of Manifest VVariable

Variable Cronbach’s Alpha Category
Ml .789 Reliable
ol .768 Reliable

Sl 751 Reliable

DI .796 Reliable
MD .783 Reliable
MOP 765 Reliable
(ON] 176 Reliable

Cronbach Alfa Value are exceeding than 0.70, this mean that all of the indicator research
were classified as reliable.

Table 2.
Coefficient of DeterminationModel Summary
Model R R Square Adjusted Std. Error
R Square
1 1,00 1,00 1,00 0,000

The table 2 shows the high correlation between all the research variable, as indicated by
the value of R Square 1.00. In other words, Ml and Ol can give a good explanation of
influence for OS.

4.2. Regression Analysis

Linear regression analysis has been carried out to analyze the effects of five types of
innovation on two types of organizational performance. There are some major findings of
regression analysis for each hypothesis of the study:
1. Marketing innovation has significant positive effect on organizational innovation. The
significant adjusted R2 value in Table 4 shows that process innovation explained 61,9%
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of the variance in organizational innovation. Furthermore, standardized coefficient and
T values are also significant (p<0.005). Hence H1 is confirmed.

. Although, organizational innovation has significant positive effect on strategic,

diffusion and market differentiation innovation; however, its impact on these
innovation is greater on strategic innovation compared to the other innovation types.
The significant adjusted R2 values as shown in depict that organizational innovation
explained 31.8%, 20%, and 18.2% of the variance in strategic innovation, diffusion
innovation, and market differetation respectively. Moreover, standardized coefficient
and T values are also significant (p<0.005). Hence, H2,H3, H4 is supported.

. Strategic innovation has significant positive effect on market outstanding performance.

The significant adjusted R2 value in shows that strategic innovation explained 58.7% of
the variance in organizational innovation. Furthermore, standardized coefficient and T
values are also significant (p<0.005). Hence H5 is confirmed.

. Diffusion of innovation has significant positive impact on market outstanding

performance. The significant adjusted R2 value as that diffusion innovation explained
47.9% of the variance in product innovation. Moreover, standardized coefficient — and
T values are also significant (p<0.005) which confirms H6.

. Market differentiation accounts for major variation in market outstanding performance

has 39.3% influence, compared with strategic and diffusion innovation. The significant
adjusted R2 values depict that market diferentiation of the variance in market
outstanding performance. Furthermore, standardized coefficient and T values are also
significant (p<0.005). Hence, H7 is supported.

Finally, market outstanding performance has significant positive impact on
organizational sustainability.The significant value of adjusted R2 which depicts that
market outstanding performance explained 56.5% of the variance in organizational
sustainability. In the same way, standardized coefficient and T values are also
significant (p<0.005). Hence, H8 is confirmed.

Table 3.
Hypothesis Test of FANNOVA
Model Sum of Df Mean F Sig
Squares Square
1 Regression 75,78 50 1,090 1996,05 | 0,000
Residual 0,000 65 0,000
Total 87,89 98

F-Value shows that the research models were fit with all the data. As F-Value of 1996.05 is
greater than probability base value of 0.000 < 0.001, which means the research data were also
qualified.

The following table 4 shows the hypotheses results as:

Table 4.
Hypotheses Tests

Test Variable Estimate | Critical t- Category
Ratio | table

H, MI-Ol 97,05 7,63 1,96 | Excepted

H, Ol-SI 67,30 8,25 1,96 | Excepted

H; OI-DI 89,78 0,27 1,96 | Excepted

H, OI-MD 87,99 3,12 1,96 | Excepted

Hs SI-MOP 95,19 8,10 1,96 | Excepted
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He DI-MOP 90,98 29,98 | 1,96 | Excepted
H- MD-MOP 76,80 10,19 | 1,96 | Excepted
Hs MOP-0S 82,96 5,17 1,96 | Excepted

The test of all of the hypotheses in this research can be a good evidenve that prove all of the

ninth hypotheses were true. This also proved that the research literature background was
classified as eligible.

4.3. Structural Model Analysis
F-Value shows that the research models were fit with all the data. As F-Value of 28.192 is

greater than probability base value of 0.000 < 0.001, means the research data were also
qualified.

Table 5.
Hypotheses Tests, F-Test
Coefficient
Model Unstandardized | Standardized t Sig. Collinearity
Coefficient Coefficient Statistics

Constant | 0,86 2,81 ,697 | ,891 | Tolerance | VIF

MI ,005 077 ,005 ,060 | ,970 0,000 1,00

OS 1,000 ,788 28,192 | ,000 0,000
Dependent Variabel: CA

The table 5 shows that there is no multicollinearity correlation between all of the research
variables, as the value of VIF= 1,00.

Table 6.
Model Fit-Test

Goodness Cutt-off Model Category
of Fit Value Result
Index
GFI >0,9 0,96 Good Fit
RMSEA >0,9 0,93 Good Fit
NFI >0,9 0,91 Good Fit
IFI 0,8<IFI<0,9 0,87 Marginal Fit
CFI >0,9 0,97 Good Fit
RFI >0,9 0,98 Good Fit

The table 6 shows that the research models were classified as Good Fit, which means the
research model were based on good,valid and updates relevant theory background.

V. CONCLUSION
The paper accounts for the study of innovativeness, identifying the relationship among

innovation types (product process, marketing and organizational) and dimensions of firm
performance (innovative, market, production and financial) in the manufacturing sector of
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Pakistan. The sample drawn was 10 banking companies listed in Bank of Indonesia (BI). The
findings of study support the title that market outstanding performance and organizational
sustainability can be achieved better from increased innovativeness in marketing,
organizational, strategic, diffusion, and market differentiation of the firms. All the hypotheses
of the study are supported.

Marketing of innovation also associate with organizational innovation. The study found that
the effect of marketing innovativeness is stronger than organization innovation, as marketing
innovativeness explained a larger proportion of organizational innovation (61.9%). This study
also found that marketing innovation leads to organization innovation, while organization
innovation is essential for strategic, diffusion, and market differentiationn innovation.

All three types of innovation have direct association with market outstanding performance.
As compared to other innovation types, strategic innovation explained a large proportion of
market outstanding performance (58.7%), followed by diffusion innovation, and market
differentiation innovation (47.9%, & 39.3%). Finally, market outstanding performance has a
more larger significant impact on organizational sustainabulity explaining 56.5% of its
variance.

The results of this study are in accordance with many previous researchers. As Hurley & Hult
(1998) found that to create an environment which is friendly to marketing innovation and
learning, organizational innovation is very essential. Camison & Villar-Lopez (2012) also
concluded that marketing innovativeness leads to organizational performance. Similarly
Geletkanyez & Hambrick (2012) found the organizational innovativeness to be the strongest
driver of strategic performance. Firms stand to benefit from investing in their capacity for
diffusion and market differentiation innovation (Mol & Birkinshaw 2009). The findings of
Damanpour, Walker and Awvellaneda (2009) also revealed that market outstanding
performance can be attained with the help of certain strategic, diffusion, and market
differentiation innovation types.

Overall positive relation between five types innovation to market outstanding performance
and organizational sustainability has been identified by Bowen et al. (2010). The results show
that all hypotheses of study are empirically supported.

5.1. Theoretical Implications

The previous researchers examined the relationship between innovation types and firm
performance but most of these studies are conceptual (e.g. Enzing, Batterink, Janszen &
Omta, 2011; Walker, 2004; Robinson, 1990). In line with the research work of Geletkanyez
& Hambrick (2012), this study provides empirical relationship between innovation types and
firm performance. Also, previous studies considered the general innovation and firm
performance (Bowen et al., 2009); however, this study further considers four types of
innovation and four dimensions of performance. Hence, this study is the empirical evidence
of many previous conceptual studies which proposed that these five innovation types are
positively related with market firm performance. In addition, this study fills the research gap
in this particular area in Indonesian banking sector.
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5.2. Managerial Implications

In order to sustain a competitive edge in today’s market, corporate managers have a twofold
mission of continuously generating extra value for their customers whilst thriving to cut costs
and increase their productivity. To make this mission possible, the results of this study
suggest that business leaders of the banking firms should give additional importance to
different types of innovations for attaining high organizational sustainability. Moreover, the
results of this study also suggests that organizational leaders should: first allocate
responsibility down the organization, second recognize their pivotal role in managing or
orchestrating innovation engagement themselves and third ensure the organization structure is
fully in place to implement well-articulated innovation strategy. Therefore, firms which are
empowered with resources to increase their innovation capabilities are more likely to increase
their market performance. Product, place, promotion and place would lead to larger number
of new products and service projects. Managers should pay more attention to organizational
innovation as it not only significantly relates with other innovation types but also has a
stronger positive impact on organizational sustainability. Marketing innovation is the main
vehicle to convey the positive effects of innovation types to market outstanding performance.
Market performance in shape of customer satisfaction, sales and market share can be
enhanced through strategic innovation, hence, it should be given due importance. Findings of
this study support the fact that innovativeness is the only way for a firm to gain a sustainable
competitive advantage and to raise its performance (Porter, 1990; Drew, 1997). Diffusion
innovation is also crucial as it is the main driver for process innovation which successively
heightens the innovative market performance. In short, managers should appreciate
investments for bringing innovation capability to sustain the organizational competitive
advantage and increse the profitability of the firm.

5.3. Limitations and Future Research

The limitations of this study would become the focus of future studies. Marketing and
organizational innovation and market outstanding performance in organizations sustainability
vary with sector to sector (Damanpour, 1996; Vega-Jurado et al, 2008). Furthermore,
Evangelista et al. (1997) stated that organizational innovation not only varies with sector but
also with size of the firm which is overseen in this present research. Therefore, there is a need
of comparative research on the basis of size and sector. Secondly, there is a significant role of
environment on the innovation adoption (Olavarrieta & Friedmann, 2008; Calantone et al,
2003) which is not considered in this present research and finally there is a need for future
research considering the cross cultural differences.
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APPENDIX1. LISREL OUTPUT 1&2
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APPENDIX 2. SAMPLE PROFILE

Number Banks Name Executive
Management*

1. Bank Central Asia 40
2. Mandiri 40
3. CIMB 40
4, Danamon 40
5. Permata 40
6. BTPN 40
7. BNI 40
8. BRI 40
9. STANDARD CHARTERED 40
10. ANZ 40

RESPONDENTS 400

* Level of Executive Management = Functional Manager,
Business Manager, Corporate Manager.



2014 International Conference of Organizational Innovation (2014 ICOI)

APPENDIX 3. QUESTIONAIRE SAMPLE

A. General Information: Please, put cross (X) for your identification.
1. Gender: Male Female

2. Status: Single Married Others
3.Age: 20-29____30-39___ 40-49___ 50-60___years

4. Nation: Indonesia_____ Lainnya

5. Bank: Time of Operation:___years
6. Banking Executives experiences : years

7. Web Adress:

8. Staff Level: Functional Manager __ Business Manager___Corporate Manager ___
Others

9. Education:

10. Proffesional Qualification:

11. Banking Working experiences: 1-5__5-10 ___11-20__ 21- 30___tahun

Instruction: Please, mind to fill the statement bellow truly, based on your banking
working experiences. The results will confidentially recorded.
E. MARKET DIFFERENTIATION

4 5

1. Our services are unique and nobody but our company can offer them.

2. It is difficult for our competitors to imitate us.

3. Our advantages are embodied in the company and not in individuals -
nobody can copy us by stealing our employees away from us.

4. Nobody can copy our corporate routines, processes and culture.

5. We are constantly investing in generating new capabilities that give us
an advantage compared to our competitors.

6. It took us several years to build our brand name reputation - nobody
can easily copy that.

7. If ever there was a new way of serving customers, our company would
be able to offer that.

F. MARKET OUTSTANDING PERFORMANCE
4 5

1. Our services has exceeded our competitors.

2. Our customer satisfaction has exceeded our competitors.

3. Our repeat business has exceeded our competitors.

4. Our growth has exceeded our competitors.

5. Our stock price has exceeded our competitors.

6. Our global consumer loyalty has exceeded our competitors.
7. Our brand trust has exceede our competitors.

*YOUR PARTICIPATION IS HIGHLY APPRECIATED, THANK YOU*.
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