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Executive summary 

Market information sources are fundamental pillars of marketing and related 

activities. Market orientation has become a cornerstone of marketing concepts and 

is regarded as the operationalisation of marketing. New product innovativeness 

(NPI) is the measurement of success of new product development (NPD) and is 

affected by market orientation. Four Diamond Company Limited is a three-

generation local plastic manufacturing and distribution business specialising in 

polyvinyl chloride (PVC). The study aims to examine the effects of market 

information sources on the new product innovativeness of Four Diamond Company 

Limited. The objectives of the study are to identify the sources and types of market 

information available for Four Diamond Company Limited, to define the new 

product innovativeness (NPI) as a competitive advantage, and to determine the 

effect of different information sources on the new product innovativeness of the 

company. An appropriate literature review was conducted to develop a conceptual 

model of the study. Regarding the research methodology, the constructivism-

interpretivism philosophy was adopted, and inductive synthesis and a qualitative 

cross-sectional research methodology were applied. Non-probability purposive 

sampling technique was used, and 17 participants were selected based on the 

researcher’s knowledge and understanding. Standard ethical guidelines were 

followed, and the researcher was fully aware of and mitigated the issues of being 

an insider researcher. Qualitative content analysis was carried out to analyse 

qualitative data and content thematic analysis was applied to generate themes and 

construct thematic framework from the findings. It was found that customers, 

suppliers, networking events and internal information sources are important 

information sources for the Four Diamond Company Limited (FDCL). Two 

thematic frameworks were generated. The first theme is market orientation which 

includes information processing, intelligence generation, intelligence 

dissemination, coordination and cooperation and response to market changes. The 

second theme is NPI which includes new-to-market innovativeness, new-to-firm 

innovativeness, uniqueness and competitiveness and is influenced by the nature of 

product and market systems. The market orientation is the key phenomenon 

adopting the information from different sources and applying such information into 

the existing organisational systems ultimately affecting the product and 

organisational outcomes. Customer orientation, supplier orientation, competitor 

orientation inter-functional coordination are determinants of NPI, and customer 
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information sources and internal information sources can directly positively affect 

NPI. 

Keywords: market information, market information sources, market 

orientation, new product development, new product innovativeness, small and 

medium enterprises  
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Chapter 1: Introduction 

 This paper aims to explore the market information sources for new product 

innovativeness (NPI) for Four Diamond Company Limited. Market information has 

been regarded as a fundamental pillar of business success and sustainability in the 

ever-changing economic landscape (Kelly, 2023). Market information, as stated by 

Nonaka (1991; p. 96), ‘in an economy where the only certainty is uncertainty, the 

one sure source of lasting competitive advantage is knowledge,’ the modern 

business prioritises the role of market knowledge for sustainability (Varis & 

Littunen, 2010). Likewise, market information has always been a game changer in 

developing new products and a company's business growth. Azigbo (2019) claimed 

that new product development (NPD) is critical for the success and growth of 

organisations, especially in emerging markets. Developing new products from new 

ideas requires complex processing and interactions and consumes considerable 

resources and time. There is a significant risk of failure of new products, as 

highlighted by Kumar (2014). New product failures are commonly caused by 

overlooking marketing fundamentals such as consumer behaviour, market 

positioning, quality of products, and so on. Heirati and O’Cass (2016) claimed that 

firms in emerging economies face the challenges of failed NPD projects. As such, 

throughout the company's history, many products were introduced, and many 

products showed great success, while some failed at some point in their journeys.  

 In measuring the success of new products, product innovativeness is 

generally accepted as a reliable indicator of the new product's success. Chen (2010) 

asserted that innovativeness is considered a valuable asset to the company and a 

determinant weapon to create a cutting edge between other companies. One of the 

determinants of product innovativeness is the application of market information 

from a variety of sources. (Dąbrowski, 2018). Søndergaard and Harmsen (2007) 

claimed that various information sources are essential for unique and value-added 

product features in innovation activities. In addition, Dąbrowski (2018) elaborated 

on the implications of different market information sources for achieving product 

innovativeness. Therefore, this qualitative study assesses the situation of other 

information sources regarding NPD and innovativeness at the organisational level.  

1.1. Background of the Study 

 This chapter introduces Four Diamond Company Limited (FDCL). It 

follows an overview of relevant factors in the different phases of Myanmar's 
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economy. Understanding the nature of the economy will provide a complete picture 

of how the economy affects FDCL and how FDCL has adapted to fit in and remain 

competitive. This will be followed by the problem statement, which will address 

the current challenges that FDCL is facing in formulating the research questions 

and objectives.  

1.1.1. About the Company 

Four Diamond Company Limited (FDCL) is a medium-sized enterprise 

founded in 2009. The business was started in the 1970s as a first-generation small 

family business where the used polyvinyl chloride (PVC) plastic drip pipes, 

syringes, and scraps were collected, cleansed, and processed into PVC granules and 

sold to the market in Rangoon. The business was then passed to the second 

generation, formerly named “Four Diamond Plastic Enterprise” under Cottage 

Industries Law (1991). With the development of Myanmar's business and legal 

framework, the business was licensed under the legal entity of a medium-sized 

manufacturing enterprise. In Myanmar, a medium-sized manufacturing enterprise 

is one whose capital is between 500 million Myanmar Kyat (MMK) and 1,000 

million and employs 51 to 300 employees (Asia Development Bank, 2023).  

 The company manufactures and distributes a range of polyvinyl chloride 

(PVC) goods for construction, electrical appliances, and fibreglass water tanks for 

water reservoirs. The core products of FDCL are PVC straps for broomstick 

handles, PVC trunking, PVC cement tile cornices, PVC garden hose reels, and PVC 

compounds. These products are the raw materials, semi-finished materials, or 

accessory products of other industries. The raw materials are obtained from local 

suppliers and directly imported from Korea, China, Singapore, and Thailand. Most 

of the company’s customers are in business-to-business relationships, including 

resellers, contractors, and exporters. For instance, PVC straps for broomstick 

handles are used by broomstick exporters, and PVC trunking is used by air-

conditioning dealers, service providers, electricians, and construction contractors. 

FDCL has manufacturing facilities in the industrial zones of the Yangon Region, 

the most economically developed city in the country. It has two distribution centres 

in the heart of Yangon City, distributing its products to different regions of 

Myanmar. 

1.1.2. Overview of Myanmar Economy 

 Market information and new products are essential to the company's long 

history and presence. The company's availability of market information relies on 
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Myanmar's overall economic situation. As a member of Association of Southeast 

Asian Nations (ASEAN), Myanmar is between China and India. Myanmar has 

different routes for international trade, providing a geographical advantage with the 

key natural resources supporting the Myanmar economy, such as oil and gas, 

minerals, gems, timber, and potential hydropower (Allen & Einzenberger, 2013).  

 Since the time of independence, Myanmar has undergone five phases of 

economic systems according to the political evolution: Phase 1 – a mixture of 

nationalism, socialism, and capitalism (1948 to 1962); Phase 2 – Burmese way of 

Socialism (1962 to 1988); Phase 3 (also known as State Law and Order Restoration 

Council (SLORC) or State Peace and Development Council (SPDC) era) – early 

stage of the market-oriented economic system (1990s); Phase 4: reforms for the 

market economy (2010s); and Phase 5 – Post-coup era (2021 and onwards) (Win, 

2021). Myanmar has been undergoing an extended transition state of economic 

transformation, and throughout the journey, it has been highly influenced by 

political influence and military involvement. The main reason was that the 

Myanmar military was frightened enough by Western influence to reimpose 

colonial economic patterns where profits were remitted abroad, leaving little benefit 

for the local people (Booth, 2003). Understanding the brief economic history will 

provide better insight into the situation of private businesses in Myanmar and the 

information processing behaviour of the company. Phase 1 is ignored in this 

research for two reasons: firstly, the context is irrelevant to the research purpose, 

and secondly, the business was only started at the end of Phase 1 of political 

evolution. Therefore, the background of the study was presented starting from 

Phase 2 of evolution.  

 In Phase 2 (1962 to 1988), Myanmar practised the Burmese way of 

Socialism together with the military coup by the Revolutionary Council (Thida, 

2021). The system was, as mentioned by Than (2015: p. 453), was ‘a self-defeating, 

resource-based, import substitution industrialisation strategy’ derived from 

nationalist and socialist ideologies. This economic system continued the 

‘Nationalization’ strategy and combination of command and socialist economy 

under military rule (Soe, 2008). In this system, all the foreign-owned and private 

enterprises, including but not limited to banks, manufacturing factories, 

wholesalers, and retailers, were nationalised and managed by inexperienced 

military personnel (Japan International Cooperation Agency (JICA), 2013).  



 

15 
 

 The revolutionary council neglected the global market forces and private 

participation; instead, the economy was driven by an inward-looking philosophy 

and closed economic policies, which showed massive isolation from the world 

economy with too many restrictions for the private sector (Booth, 2003). The whole 

economy was driven and controlled by state-owned enterprises. There was minimal 

opportunity for the majority of the private sector to get formal support with 

information and finance. This significantly disrupted economic development, 

resources, information flow, technology, and investment (Milton, 2020).  

 In turn, this system led to the development of a black-market economy 

where one can get information and knowledge from informal and illegal business 

activities other than the government and military facilities (Seekins, 2017). As a 

result, the trade and information were available from two primary sources: one from 

the military- and government-related factories and one from the black-market 

economy. This subsequently affected information processing and product 

development, which was unfavourable for private enterprises. In addition, the 

ethnic rifts were not resolved properly, and the suppression worsened in Phase 2. 

The ethnic and minority suppression reinforced the development of the black-

market economy, and even the military officers were claimed to participate and 

smuggle goods through the border (Chang, 2013). The inefficiency of regular 

market and information provision, therefore, destroyed the development of the 

private sector and the long-term growth of the country’s economy. 

 Phase 3 of the economic revolution started in 1989, with the initial 

economic transition from a socialist system to state-owned capitalism as Myanmar's 

economic philosophy (Mangan, 2018). This phase included market and price 

liberalisation, economic restructuring, and privatisation. The economic transition to 

a market-oriented economy was started in 1988. The reform was directed to a 

‘mixed agriculture-based economy with state-controlled foreign trade with no 

formal role and little economic space for private enterprises’ (Than, 2015, p. 453).   

 This is in part because of the continuation of sanctions of Western countries 

over Myanmar due to the anti-democratic actions of the SLROC government. The 

support from the international community regarding the market and technology was 

subtle, leading to the retardation of the overall economic growth. Nevertheless, the 

economic reform resulted in the development of the private sector and some foreign 

investments. One of the significant changes of this phase was the change in planned 

economy and state monopoly to the market-oriented economy, which included the 
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measurements to facilitate the export of natural resources, international investment, 

private sector strengthening, and domestic manufacturing (Naing, 2014).  

 In this phase, the government relieved the control over the economy, 

including privatisation activities, opened the cross-border trade, and accepted 

international investment (Kudo, 2012; Kudo and Kumagai, 2022). In this phase, the 

Foreign Investment Law, Private Enterprise Law, Cottage Industry Law, and State-

owned Enterprise Law were enacted, targeting industrial development and 

stimulating economic growth (Japan International Cooperation Agency (JICA), 

2013). As a result, the registration of private enterprises jumped from 27 in 1990 to 

23848 in 1991 and to 43633 in 1997 (Kudo, 2005). There were 43633 registered 

private industrial establishments, including 176 FDI-related manufacturing and 

processing projects.  

 Despite these growing figures, the opportunities for collaborating with 

foreign investment remain strictly controlled and biased. According to Kiryu 

(1992), 37 foreign private companies, including plastic manufacturing companies, 

were allowed to invest in Myanmar as joint ventures in 1991 (Seekins, 2017). In 

addition, the state control regarding productive business and foreign investment 

opportunities continued to rise as Mangan (2018) claimed that the only mode of 

entry for all foreign investment was a joint venture with state-owned enterprises. 

Still, many private business ventures operated as informal business sectors, and 

their growth and opportunities were limited.  

 Due to the Asian Economic Crisis 1997, the government made some 

interventions over initial liberalisation efforts, and scholars asserted the backward 

rolling of Myanmar's economy to an old-style command economy (Than and Thein, 

2003). In addition, the military government revised the state-owned enterprise law 

in 1997 to enable the wholly owned subsidiaries, Myanmar Economic Corporation 

(MEC) and the Union of Myanmar Economic Holdings (UMHCR). MEC and 

UMHCR transformed state-owned enterprises into military-owned privatised 

business ventures. Regarding the development of MEC and UMHCR, favouritism 

was dominant throughout the country with prevalent cronyism, and a handful of 

business owners who had peaceful connections with the military government had a 

great advantage of access to technological development and marketing 

opportunities (Malesky, et al., 2019). The SLROC government aggressively 

developed state-owned enterprises in productive and essential business sectors 
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(Lawrence, 2014). However, the existing infrastructure was insufficient to ensure 

productivity (Japan International Cooperation Agency (JICA), 2013). 

 According to Than and Thein (2003), there was a significant 

developmental divide in infrastructure for economic development, media and ICT 

infrastructure, economic structure among ASEAN countries, and economic 

development in terms of poverty index at the national level. The different 

perspectives of infrastructure for economic growth (airport, seaport, transport, 

energy, telecoms) were lowest among ASEAN countries. With the existing gap in 

the country's infrastructure, the industrial policy of Phase 3 was irrational. 

According to Kudo and Kumagai (2022), the SLROC government formed the 

Myanmar Industrial Development Committee and developed eighteen self-

administered industrial zones in nine country regions. The authors also stated that 

most industrial zones lacked basic infrastructure such as power supply, 

communication, logistics system, sewage system, extensive markets, skilled labour, 

and raw materials.  

 Demand was mainly related to government and military-related 

institutions, and no proper consumer market was developed. The formal economic 

growth slowed, and the black-market economy grew across the country. As such, 

the rural areas which shared borders with more developed countries had the 

privilege of better living situations and higher income than most urban areas 

through formal and informal trade (Chang, 2013). Contrastingly, the black-market 

economy continued to grow due to the border trades. The government could not 

combat the black-market economy effectively, and goods were smuggled from 

neighbouring countries (Chang, 2013). The goods originated from the government 

factories, some from private enterprises, and smuggled goods from the border trade. 

 Still, there were some positive outcomes from Phase 3, including 

opportunities for the private sector and focal marketplaces where new products are 

introduced together with technological information. For instance, in Yangon (the 

capital city of Myanmar at that time), the Scott Market, Theingyi Market, and Myay 

Ni Gone Market were well-known places for all the consumer and industrial goods 

across the country. It is possible to market information and new product ideas in 

such marketplaces. Secondly, there was an inflow through technology and its 

associated markets. Regarding industrial details, despite the privatisation efforts, 

the only reliable source of information was from the government or military 

personnel. Despite some improvement in market-orientated initiatives, phase 3 
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resulted in a crippled infrastructure with an incomplete and biased transition as the 

state played a predominant role in the country’s economy (Win, 2021). Therefore, 

the government was the only source of information and played a significant role in 

creating business opportunities and new business ventures. As such, access to 

information was minimal, and formal and informal information sources were 

unavailable  (Kubo, n.d.).  

 Phase 4 started in 2011 when successive economic reforms and a new 

constitution enshrined joint military and civilian rule (Mangan, 2018). It was also 

known as the continuation of the Phase 3 economic system, where the actual 

transformative implementation of a market-oriented economy took place (Lim and 

Yamada, 2012; Kudo and Kumagai, 2022). Due to the political change, the 

significant sanctions imposed by Western countries were lifted, and Myanmar was 

opened to the international market.  

 Since the beginning of the reforms, Myanmar has been regarded as a 

country of interest, and multinational companies have positively responded to the 

reform by investing in Myanmar (Baudey & Oudot, 2017). Mieno (2020) pointed 

out that Myanmar’s post-2010 transition was based on two key elements: trade 

liberalisation to favour foreign investment and privatisation of state-owned 

enterprises, including breaking up the state-controlled banking system. According 

to Jane (2019), the number of foreign investment approvals was about 1.5 billion 

USD in the last quarter of 2018, double the value of the same period in 2017.  

 The Myanmar government focused on the development of the private 

sector in meeting the targets of the national development agenda (Grammling, 

2020). One significant change in economic reforms is gaining access to market 

information from business development services and facilitating SMEs through 

financing (World Bank Group, 2020). With significant sanctions relief and 

successive economic reforms, Myanmar showed the highest economic growth, with 

an average of 6% rise in GDP annually, including a substantial poverty reduction. 

(The World Bank, 2023). According to Mangan (2018), Myanmar has an abundant 

supply of cheap labour force and land. The country is regarded as an emerging 

economy according to demographic statistics and a potential rise in GDP among 

ASEAN countries, which attracts international investors, especially from Western 

countries, to strengthen the global supply chain and profitability.  

 One of the significant activities of Phase 4 included the development of 

small and medium enterprises (SMEs) together with the SME development plan 
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and enacting the necessary laws for industrial development such as foreign 

investment law, Myanmar Investment Law, Myanmar Companies Law, Private 

industrial Development law (Min & Kudo, 2012). SMEs were regarded as the 

backbone of the Myanmar economy. SMEs in Myanmar contribute 95 % of the 

overall economy (Mon, 2015) and 36% of the country’s GDP (Bala & Feng, 2019).  

 SMEs in Myanmar also provide employment opportunities. There is no 

official estimate of the percentage of workforce employment; however, it is 

estimated to be 70% of all available workforce (RSIS Non-Traditional Security 

(NTS), 2013). The SME Development Law (SME Law) was enacted in 2015 

(Charltons Myanmar, n.d.). According to the Ministry of Industry, the number of 

registered enterprises in 2012 was approximately 127,000, and approximately 83% 

of SMEs were operating in the informal sector (Han & Supinit, 2017).  

 Regarding SME development, the government emphasised four key areas: 

infrastructural development and innovation, financing, market and opportunity 

creation, and regulatory matters (Myint, 2018). One key initiative was the 

development of the SME Development Service Centre for record taking, supporting 

services on technology, financial management, marketing support, distribution of 

external market information, and opportunities for business matching (Min & 

Kudo, 2012). Despite the reforms, there was limited coverage of business 

management education, and no structured or standard entrepreneurship or business 

management training products for SMEs were available at that period (Wijesena & 

Hakemulder, 2014). Furthermore, Myanmar is weak in technological infrastructure, 

information database, business consultancy and institutional support, which are 

widely regarded as essential aspects of market orientation and innovation. (ASEAN 

SME Policy Index, 2018).  Taking into consideration the crippled economic 

framework and industrialisation efforts, Myanmar remained amongst the low-

income economies with high poverty lines (Capannelli, 2014).  

 According to Otto, et al. (2018), Myanmar lacks basic infrastructure for 

sustainable growth, such as roads, utilities, ports, etc. Instead, the economy during 

the reform period relied on advanced infrastructure, such as high-speed internet. 

Additionally, the existing education system slowed down Myanmar SMEs' 

innovation process, research, and development capability (World Bank Group, 

2020). Being a land full of natural resources, the earlier economic systems focused 

on exploiting and exploring natural materials as major financial contributors to 

Myanmar. As such, Myanmar's economy was built with agriculture, forestry, 
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fishery, oil and gas, minerals, precious gems, forestry, and hydropower potential 

(Allen & Einzenberger, 2013).  

 The economic reforms were based on four policies – sustainability and all-

around development in agriculture and industrialisation, balanced and 

proportionate growth in different states and regions, inclusive growth for the entire 

population, and development of a quality statistical system (Naing, 2014). Phase 4 

prioritised the privatisation of different industrial sectors, and reform was externally 

oriented rather than prioritising the agricultural industry as focused by the other 

phases. A report from the Central Statistical Organization asserted that the 

manufacturing sector contributed to GDP growth by 24 % between 1990 and 2015 

(Central Statistical Organization and UNU-WIDER, 2019). In addition, Myanmar's 

successive rise in GDP was mainly due to foreign investors' higher commitments 

to the manufacturing and service sectors (Jane, 2019). Zaw (2018) claimed that the 

industry and service sectors were expected to grow faster by 2020 due to the robust 

development of manufacturing and telecommunication services. As the 

manufacturing sector grew, the GDP of the agricultural industry was reduced by 33 

%. Therefore, the manufacturing sector played a dominating role in the reform 

period. 

 The inclusive involvement of network organisations also reinforced the 

strengthening of the private sector in conducting Phase 4 as part of the economic 

transition. The most well-known organisations are the Union of Myanmar 

Federation of Chambers of Commerce and Industry (UMFCCI) and Myanmar 

Industries Association (MIA), the private sector representatives. As for the 

industrial plastic industry, the role of the Myanmar Plastic Industries Association 

(MPIA) must be included. UMFCCI, founded in 1919, is a national-level non-profit 

organisation and has acted as a bridge between the state and the private sector, 

presenting the views and interests of business to the Union Government (UMFCCI, 

n.d.). Myanmar Industries Association (MIA), founded in 1993, provides different 

services to private enterprises, such as consultant services, training courses, 

seminars, workshops, study tours, and business matching (Myint, 2018). MPIA, 

founded in 1995 and similar to the UMFCCI and MIA, represents the private sector 

of the plastic industry across the country and provides the network and supporting 

role for the development of plastic companies and reinforces with information and 

training. These private sector associations build good relationships with the 

government to benefit the business organisations. 
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 In Phase 5, all the potential and globally oriented economic directions were 

reversed. The report from Reuters claimed that Myanmar, after the coup, showed 

crippled infrastructure with electrical shortages, logistics disruptions, trade and 

foreign exchange restrictions, and regulatory uncertainty (Kapoor, 2023). The State 

Administration Council (SAC) envisioned the former inward-looking economic 

policy focusing on agricultural products and natural resources. It restricted the 

importation of raw materials and finished and semi-finished goods (Win, 2022). As 

a result, SAC controlled import/export processes and foreign currency exchange 

due to targeted sanctions, prolonged trade deficit, and caused the departure of 

foreign investors.  

 Due to poor and faulty economic policies, Myanmar suffered foreign 

currency shortages and disrupted the supply chain system in different industrial 

sectors. Owing to the rise in political turmoil and evidence of human rights 

violations, some multinational companies withdrew their investment, and some 

were preparing a responsible exit, particularly in the manufacturing and garment 

industries (Brighi & Aung, 2022). In addition, because of the coup, the targeted 

sanctions were again in place, particularly on the military-related institutes and 

personnel (Maizland, 2022). The Myanmar economy contracted by 18% in 

September 2021; the estimated projection after one year was 1% (Banerjee, 2022) 

and showed a fragile recovery in 2023. However, the figures from the World Bank 

showed that the GDP level in 2023 was 10% lower than in 2019 (The World Bank, 

2023), and nearly 60% of the total population was living under the poverty line 

(Abuza, 2023).  

 The abrupt fall in GDP affects the country's overall expenditure and   

and local currency depreciation (The World Bank Group, 2022). In addition, there 

is an electricity shortage, with the continuous cost of production due to inflation 

and various operating expenses. Strangio (2023) claimed that Myanmar’s current 

situation continued to create uncertainty and obstacles to doing business, and the 

actions of regulators were opaque and discretionary, limiting the ability to increase 

the productivity and competency of most firms.  

 To conclude, Myanmar had a prolonged economic transitional journey in 

Phase 3 and Phase 4. There was evidence of a gradual shift from a command 

economy and inward-looking economic philosophy to a market-oriented and 

outward-looking international-oriented economic philosophy. Despite its slow 

progress, successive economic reforms provide opportunities to the private sector 
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with the exposure of market, technology, and financial support from different 

organisations.  

 According to the Myanmar Economic Monitor by the World Bank (2023), 

there is a broader shift from a rule- and market-based system toward a more opaque 

and discretionary economy, which creates discrimination between individual firms 

(The World Bank, 2023). This could finally curtail the long-term sustainability and 

productive capacity of the economy. In contrast, Myanmar's key challenge is access 

to accurate and relevant market and financial data. (International Trade 

Administration, 2022).  Mathieson (2023), quoting the World Bank’s report on the 

first half of 2023, remarked on the situation of Myanmar's economy as the 

prolonged effects of post-coup disorder and the disastrous decision-making of 

military officers making long-term economic prospects grim. According to Thein 

and Inaba (2023), Myanmar’s economic development during the reform period was 

mainly due to the public administration sector, increased consumption, and not a 

result of proper industrialisation. In addition, there is a severe fall in infrastructure, 

such as energy and communication, essential infrastructures for fluent business 

operations (Byrd, 2023). This results in problems in the government system and 

poor support in private sector development.  

1.2. Problem Statement 

 Maintaining business operations stably and achieving new product success 

has always been challenging for the Four Diamond Company Limited (FDCL). 

With resource scarcity, limited technology, and the influx of a variety of cheaper 

products, there is significant pressure on the competency and stable growth of the 

company. In the past, the company introduced new products as a key strategy to 

survive and grow in every phase of political evolution. Before the military coup, 

the company had developed over 30 portfolios, which are critical parts of the 

company’s success. The military coup in 2021 and the aftermath of the economic 

shrinkage affected FDCL’s business outcomes.  

 Firstly, the company is facing the availability of market information 

sources within and outside the company. FDCL does not have an information 

database nor formal information network that regularly provides market changes. 

Instead, FDCL operates on the readily available information. Before the dual crises, 

the information was available from a variety of external sources such as customers, 

suppliers, networking events, associations, government and internet sources. The 

distribution centres of FDCL serve as public information reservoirs which identifies 
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changes in the market. Some information was directly obtained from customers as 

customised orders.  

 From different sources, FDCL had a chance to expose customer needs, 

demands, trends and what competitors are doing. Information from different 

sources open up numerous business opportunities for FDCL and increase 

operational efficiency which reduced production costs and ultimately increased the 

business's profit. After the dual crises, there was an abrupt fall in the economy and 

the withdrawal of new technology and business ventures. There was a successive 

reduction in new business ventures or newer or more value-added products in the 

marketplace.  

 The existing businesses gradually ceased their operations in both 

manufacturing and service industries. The valuable information from the market 

and new customer orders became sluggish for FDCL. The growing number of 

information sources was also reversed, along with the aggressive suppression of 

internet access and information secrecy from government media and websites. 

Being a private enterprise that did not have a close relationship with the government 

nor strong ties with the military institutes, the company could not rely on the 

government information source. Due to restrictions and policies that are based on 

backward rolling philosophies, there is stagnant growth of suppliers and networking 

activities. The usual suppliers of FDCL were shut down temporarily due to lack of 

raw materials. Consequently, the widespread downfall in economy affected overall 

business activity and limited the information access. In a nutshell, FDCL is 

suffering from the lack of external information sources.  

 Secondly, the company’s resources are minimal, similar to those of other 

SMEs in the country. The strategies and operations of FDCL are based on the own 

resources and capabilities. Thus, instead of technology-intensive and high resource 

consumption, FDCL tried to respond to the market changes where feasible. FDCL 

had the strength of compounding and factory waste management, yet the machines 

and technology were low-tech materials. Even before the dual crises, FDCL’s 

competitive advantage was threatened by large and multinational companies in 

terms of finance, dynamic, sophisticated capabilities, and skilled labour. The tough 

competition from capital-intensive or technology-intensive companies still 

threatens the survival and success of FDCL’s products. Perkins (2012) states that 

many consumer manufacturers do not yield economies of scale to compete with 

multinational companies. Even during the reform period where many 
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improvements in electricity, supply chain and trade liberalisation, there is a risk of 

imitation by competitors and new entrants with higher resource capabilities.  

 After the military coup, there was a progressive rise in the black-market 

economy and the uncertainty of business overpowered the opportunity and 

competitiveness of FDCL. The economic conditions were also regarded as the 

worst in the history of Myanmar after independence. There was a significant change 

in economic policy in that market-oriented policies were switched back to an 

inward-looking philosophy with restrictions. The information sources became 

unreliable when applied in business operations or business planning, although the 

physical presence of the information sources remained the same. The import 

restrictions disrupted the regular supply of raw materials. As a result, the resource 

scarcity of FDCL became more susceptible and further threatened survival and 

competitive advantage. 

 The third challenge was the company's information-seeking and processing 

behaviour. The FDCL operated in a very restrictive environment, where most 

business was done informally. The owners were the key information seekers and 

turned them into business opportunities. In the earlier phases of economic 

evolution, the owners had to acquire information or opportunities to operate in 

government facilities. The result was compounding formula and basic technology 

from the government factories. The sample piece of document is shown in 

Appendix 1. That information was the one that kept the FDCL competitive for 

nearly four decades.  

 To date, almost all employees have never known about the existence of that 

document. The founders had to seek the information in challenging circumstances, 

and that information was the cutting edge for the survival of the businesses. There 

are two reasons for the secretive behaviour of information. The first one is that 

technical information is extraordinarily precious and a key competitive advantage 

for the survival and growth of the company. There were incidences of headhunting 

behaviour from competitors, who offered considerable incentives to the key 

personnel of FDCL to obtain trade secrets and technical information. To prevent 

this, FDCL tried to keep the trade secrets inaccessible. Therefore, the information 

is kept confidential and is not intended to be passed down even to the managers.   

 The second reason is related to the overall education status of the company 

employees. The weak infrastructure included the education system of the country, 

including technical and vocational institutes, which showed an extreme shortage of 
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physical and human resources (Oo, 2000). Consequently, most employees lacked 

formal and vocational education, which affected their learning and decision-

making, and exposure to complex chemical formulae was worthless. As a result, 

the company had a tight information flow and secretive handling and processing of 

market information. Even after the economic reforms, the company did not have 

proper information collection mechanisms and knowledge distribution systems.  

 The company owners had good external network relations with business 

owners of different sectors. The information-seeking behaviour remains the same 

despite the availability of information sources and open market mechanisms. The 

founders hold the power and authority to make decisions ranging from pricing and 

customer negotiation to the NPD agenda. The information was handled directly, 

and the employees followed the instructions of the top management. The 

information was circulated and processed inside the company, where employees 

may have years of experience in practical work. Initial market trends and demand 

were observed informally. If there is some potential (growth and profitability) and 

it is internally feasible, the manufacturing and introduction of new products follow 

in successive order.  

 Even with information sources and the ability to process with existing 

resources and capabilities, FDCL faces the challenge of product failure. The 

product development journey is not a linear and one-time process, and there is a 

risk of failure at every stage of product development. Some products were retracted 

from the market due to the abrupt change in market behaviour, resulting in zero 

demand. Also, successive economic reforms resulted in the entry of international 

investments. This increased the competitive pressure from large and multinational 

companies and substitute products for specific purposes. For instance, a 

construction-related product named ‘PVC window/door frames’ was retracted from 

the market two years after its introduction. The idea for that product was generated 

from competitors and customers (change in market demand).  

 Additionally, the company’s primary product portfolios, named “thingyan-

pipe” and “PVC sheeting”, were retracted from the market despite their successful 

history. The product ideas were obtained from different information sources 

however the performance and outcome of these products varied. Conversely, there 

were changes in the available products according to the customers’ needs. For 

example, one salient signature product, the cement tile profile, was developed from 

the idea of a local distributor after many trials in the early 2000s. To the time of 
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writing, the product remains one of the key product portfolios of the company. The 

company has made many changes to this product, such as size, weight, length, 

packaging, and compounding techniques. 

 Considering these challenges, FDCL is in the survival game, optimising 

the efficiency of operations. Indeed, throughout Myanmar’s economic history, the 

company survived and grew through appraising and adapting appropriately to 

changes in the market. Market information has been the fundamental component in 

market-oriented firms, and effective sharing and processing provides a competitive 

edge for business organisations.  

 The FDCL is now in its third generation, and the researcher is one of its 

third-generation successors. The nature of the business environment is changing as 

there are progressive suppressions amidst the remnants of Phase 4 of economic 

evolution, such as business associations, privatisation efforts, availability of the 

internet, and international exposure of both businesses and customers. Throughout 

the company’s history, Myanmar underwent different economic systems resulting 

from successive political evolutions since independence. Market information plays 

a critical role in every phase and is processed using the company’s capabilities (the 

catalyst). Information from various sources provides different product ideas, 

portfolios and means of adjustments to existing products. At present, maintaining 

the competitiveness of the existing products is more important than introducing new 

products. The difference in product outcomes could be the usefulness of the 

information source itself or how the information sources were used throughout the 

product development process.  

1.3. Research Question, Research Aim, and Research Objectives 

 Based on the problem statement, the key research question for the study 

has been developed as follows: 

 

‘How do market information sources affect new product innovativeness (NPI) in 

Four Diamond Company Limited?’ 

 

 The study aims to explore the market information sources for NPI in Four 

Diamond Company Limited. To answer the above research question, the nature of 

acquiring market information sources and their effects on the new products needs 

to be examined. As there is no national-level information system and knowledge 

pool for manufacturing companies, it is critical to identify the different information 



 

27 
 

sources and types that are particularly useful for Myanmar plastic manufacturing 

companies. To begin the initial step, it is essential to pinpoint the valuable 

information sources for the NPI and the means to increase the performance of the 

new products. In addition, in a market-oriented economy, the market demand 

constantly changes, and new products do not provide a sustainable competitive 

advantage; maintaining their innovativeness is key to increasing the competitive 

advantage.  

 Moreover, different information sources may affect NPD and support 

innovation (Dąbrowski, 2018). The effects may be discrete or combined depending 

on the nature of the business and the information process of the company. In 

addition, the nature of information acquisition and application by SMEs is informal 

and unsystematic. To consider all the issues and to fulfil the research aim, three 

objectives were set: 

 

(1) To identify the sources and types of market information available for Four 

Diamond Company Limited 

(2) To understand the new product innovativeness (NPI) construct as a competitive 

advantage of Four Diamond Company Limited.  

(3) To determine the effect of different information sources on the new product 

innovativeness (NPI) of Four Diamond Company Limited 

 

1.4. Significance of the Study 

 This study provides an overview of the information sources useful for Four 

Diamond Company Limited (FDCL). This could help owners and managers of 

FDCL pin down the useful information sources in the past and apply them 

appropriately in future information searches. The data is collected in phase 4 of 

economic evolution. The key challenge of Phase 4 is competitive pressure and 

changing customer behaviour. During the data collection period, information 

sources are widely available together with intense competition. There has been a 

significant change in demand (Standard Insight, 2023) and expectations for 

different types of customers and government authorities (Phyu & Aung, 2018). In 

Phase 5, there is a progressive reduction in the availability of market information 

and market information sources. Concurrent with the rise in political tension and 

repression, the availability of information sources is limited. The findings will 

provide the immediate benefit of information source identification and prioritising 
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the information acquisition from useful market information sources for further 

actions. 

 Secondly, this study will provide insight on the market orientation 

phenomenon of FDCL. As a third-generation successor, it is vital to understand 

current strategies and market orientation practices. As mentioned in the problem 

statement, the resource scarcity problem became more prominent in the Phase 5. 

Efficient market orientation practices are required to optimise future strategies and 

practices. The existing market orientation activities and new product developments 

will give an understanding of how information is converted to new business 

opportunities or new products. The owners and managers can review the market 

orientation phenomena of different economic phases and formulate more disruptive 

and less resource-intensive market orientation practices.  

This study also highlights what factors are considered in determining the 

success of new products. This helps improve the management of FDCL with more 

focused and clearer objectives on developing more competitive products. This study 

also highlights applying market information to develop new products and to 

maintain competitiveness. With the existing conditions in Myanmar, the findings 

help management focus on efficient information searching, processing, and 

application for further management. Furthermore, this study elaborates on how 

FDCL manages old and new products to remain innovative. As the challenges grow, 

the FDCL needs to prepare countermeasures to remain competitive, and market 

orientation is a potential solution for companies of different sizes (Varis & Littunen, 

2010). The Phase 5 poised stagnant economy and scarcity of information, resources 

and government support. This study provides the practical insights on market 

information, market orientation practices and new product development of the past. 

Through such evidence, decision makers can plan for future steps regarding market 

orientation, overall business operations and NPD.  

 

1.5.  Organisation of the Study 

This paper is organised as follows: Chapter 1 is the introduction section, 

which includes a background of the study, an introduction about the company, 

information sources available in each economic era, problem statement, research 

questions, research aim and objectives, and significance of the study. Chapter 2 is 

a critical literature review that includes previous evidence on market information, 

market information sources, market orientation, NPD, and NPI. A conceptual 
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model of the study was constructed. Chapter 3 is the methodology section, which 

includes the research philosophy, research approach, research strategy, sampling 

strategy, data collection method, data management and analysis, and ethical 

considerations. Chapter 4 is the analysis and findings section, which includes 

qualitative data analysis. Thematic frameworks are developed to interpret the 

results. Chapter 5 contains discussions, conclusions, implications, and limitations 

sections.  
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Chapter 2: Literature Review 

 In this section, existing evidence from previous studies was discussed. The 

aim is to explore the role of market information sources on new product 

innovativeness (NPI). The existing evidence on the study variables was thoroughly 

searched and reviewed. The study variables are related to marketing concepts; thus, 

relevant marketing literature is explored. The concepts of market information, 

market information sources, and market orientation were first reviewed and linked 

with the consequences that ultimately lead to new product outcomes. The NPI is 

searched and examined to align with study objectives. Understanding key study 

variables provides initial insight into their conceptual foundation, relation and 

effects on different industrial characteristics. These concepts are used to develop a 

conceptual framework for further examination.  

 The sources used for the literature review were Northampton Electronic 

Library Search Online (NELSON), Google Scholar, and the Myanmar Education 

Research And Learning (MERAL) portal. Existing theories and concepts relevant 

to the research variables were thoroughly searched using NELSON and Google 

Scholar. This provided initial insight and background understanding of the study 

variables. For previous evidence in Myanmar, the literature was searched in the 

MERAL portal, where theses and dissertations from government institutes can be 

found. The search keywords are market information, market information sources, 

new product development, innovation, innovation process, small businesses, small 

and medium enterprises, SMEs, NPI, and new product success.  

 The abstract was scanned first, and a further review was completed for 

relevance. This included a different theoretical or conceptual understanding of each 

study variable, including measurements, their antecedents, and consequences. The 

review consists of evidence of concepts and their positive or negative relations, as 

well as the strengths and weaknesses of each piece of evidence on the innovation 

process and the role of market information sources.  

 The presentation of this chapter is arranged as follows: definition of the 

key study variables (market orientation, new product development, NPI); the 

review of empirical evidence of study variables; and the review of empirical 

evidence in the Myanmar context. The reviews of empirical evidence from previous 

studies provide the relationship of study variables previously searched, and 

considering the Myanmar context, the conceptual gap is identified. This step is 
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followed by the development of a conceptual framework, which is further examined 

to reach the research goal. 

 

2.1. Market Orientation  

2.1.1. Definition 

 The definition of market orientation starts with Rokkan’s (2023) paper, 

which divides the terms ‘market’ and ‘orientation’. In market orientation studies, 

the term ‘market’ means current and potential customers (Rokkan, 2023). The term 

‘market’ is widely used in conceptualising marketing studies as market acceptance 

and is the most important verification of a new product introduction (Varis & 

Littunen, 2010). The term ‘orientation’ was suggested by Varadarajan (2020) as the 

process of extracting information from something and as a behavioural prerequisite 

to search for a specific issue or concern.  

 Market orientation is a subset of marketing as a building blocks of business 

performance (Healy, et al., 2018) as well as the integration of knowledge and skills 

into existing products (Hinson & Mahmoud, 2011). Adapting market needs and 

understanding competitors are core components of market orientation, one key 

concept of the current marketing paradigm. (Savabieh, et al., 2020). This study 

defines market orientation as the systematic combination of dispersed knowledge 

and incorporation with assimilation of external knowledge (Hirsch-Kreinsen, et al., 

2006). This includes collecting, gathering, and acquiring market information and 

integrating it with the existing knowledge and capability of the organisation to 

satisfy customers’ needs. 

 

2.1.2. Market Orientation Concepts 

 Historically, the concept of market orientation was developed two 

centuries ago as customer sovereignty and became more official in the 1960s with 

the proper development of marketing concepts  (Savabieh, et al., 2020). Marketing 

orientation concepts started developing in Western countries following the 

Industrial Revolution (Osuagwu, 2019). At the beginning of the 20th century, 

market orientation concepts were revisited as the operationalisation of marketing 

activities at the organisational level (Gheysari, et al., 2012), the successive studies 

and theoretical construction of which continued for over six decades.  

 The first evolved market orientation concept for the modern business era 

has been developed by Shapiro (1988), which focuses on the method and process 
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of organisational decision-making (Kovács, et al., 2021). Market orientation 

concepts were revived in the late 20th century with the development of behavioural 

dimension by Kohli and Jaworski (1990) and cultural dimension by Narver and 

Slater (1990) (Tomaskova, 2007). Market orientation is an essential factor in 

modern marketing management (Waljiyanto, et al., 2023). Marketing literature 

identifies market orientation as the operationalisation of marketing concepts and 

views it as a source of sustainable competitive advantage (Sett, 2018).  

 The final marketing goal is to provide customers with value-added 

products and/or services to gain a competitive advantage and market share (Day, 

2020). Numerous studies continued to conceptualise market orientation, of which 

some well-known concepts were the strategic perspectives of market orientation 

devised by Ruekert (1992) and customer orientation by Deshpande., et al. (1993) 

(Gheysari, et al., 2012) . Deshpande and colleagues were involved in Narver and 

Slater's work, and Ruekert’s (1992) argument on market orientation focuses on the 

strategic perspective of focusing on the customers.  

 Market orientation is an essential concept of marketing and related studies 

(Ozkaya, et al., 2015) and is widely regarded as conducting marketing activities of 

all organisational departments (Zhang, et al., 2017). Scholars identified that market 

orientation provides a steppingstone for achieving organisational performance in 

business studies (Hooley, et al., 2005). Market orientation effectively indicates 

organisational behaviour which generates superior value for the stakeholders 

(Gupta, et al., 2019). Kirca, et al. (2005) claim that the four consequences of market 

orientation are organisational performance, customer consequences, innovation 

consequences, and employee consequences. 

 Many studies focus on the four most well-known market orientation 

definitions: Shapiro’s (1998) decision-making perspective, Kohli and Jaworski’s 

(1990) market intelligence perspective, Narver and Slater’s (1990) cultural-based 

behavioural perspective and the perspective of Deshpandé., et al (1992) (Gheysari, 

et al., 2012). The two most prominent definitions of market orientation are those of 

Narver and Slater (1990) and Kohli and Jaworski (1990). Narver and Slater define 

market orientation as a process or activity related to customer creation and 

satisfaction by continuously assessing customer needs and wants (Waljiyanto, et 

al., 2023,). This includes considering customer orientation in the later definition 

proposed by Deshpandé, et al. (1993), who define market orientation as customer 

orientation.  
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 Supplementary to this, Kohli and Jaworski (1990) define market 

orientation as the ‘organization-wide generation of market intelligence about 

current and future customer needs, dissemination of the intelligence across 

departments and organization-wide responsiveness to it’ (Tomaskova, 2007, p. 82). 

According to Shapiro (1988), ‘a firm is market-oriented when the information 

obtained from the market makes the basis of all its actions and when it integrates 

strategic and operational decisions based on this intelligence’ (Savabieh, et al., 

2020, p. 247).  

 The combined term market orientation means a business with market or 

customer consideration at the operational level (Saeed & Aimin, 2015). 

Considering Shapiro’s (1988) conceptualisation, market orientation is a set of 

business decision-making processes and actions, from market information to 

execution, to adapt to the market needs (Hinson & Mahmoud, 2011). Indeed, the 

outcome of marketing is to provide value-added products and services, and market-

driven business management is fundamental to increasing performance. Beverland, 

et al. (2006) cite two approaches of market orientation based on strategic 

perspective: market-driven and driving-market. The authors continue further, 

stating that a combination of market-driven and driving-market approaches can 

yield the full benefits of market orientation (Beverland, et al., 2006). The former 

was reactive and focused on a particular market segment (Backman, et al., 2007). 

Therefore, it can be concluded that the key dimensions of market orientation include 

an emphasis on customers, information processing, inter-functional coordination, 

and taking action (Gheysari, et al., 2012). The following figure (figure 2.1) 

illustrates key dimensions of market orientation.   
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Figure 2.1: Key dimensions of Market Orientation (Source: (Gheysari, et 

al., 2012) 

 

2.1.3. Integrative model of market orientation 

 Traditionally, studies have highlighted two unique but complementary 

perspectives of market orientation: behavioural and cultural (Wong and Tong, 

2012). The former approach was Kohli and Jaworski’s work, which highlighted 

market orientation as the organisational operations and practices based on the 

available information from the market change (Alhakimi & Baharun, 2010). The 

emphasis of the behavioural perspective is on how market information is obtained 

and processed in the firm's existing products.  

 In this model, the available information is applied as the intelligence or 

knowledge of the firm (Tomaskova, 2007). The helpful idea may be obtained from 

previous NPD projects, product portfolio analysis, stakeholders throughout the 

supply chain, government and institutions, training, and the internet (Peterson, 

2006). In addition, the behavioural approach highlights the information seeking 

behaviour and application of a firm. As such, the behavioural perspective of market 

orientation focuses on the application of market information in three-dimensional 

concepts: intelligence generation, intelligence dissemination and responsiveness 

(Alhakimi and Baharun, 2010).  

 On the other hand, the cultural perspective was started by Narva and 

Slater’s work on market orientations studies based on the contextual factors. As 

such, the market orientation is regarded as the culture of the organisation and 

classified into customer orientation, competitor orientation, and inter-functional 

coordination. From an organisational point of view, market orientation is adapting 

and integrating the market needs with available resources (Fang, et al., 2014).  

Alhakimi and Baharun (2010) conceptualise that an integrative model of market 

orientation as being the combination of the cultural dimension (customer 

orientation, competitor orientation and interfunctional coordination) and the 

behavioural dimension (intelligence generation, intelligence dissemination and 

responsiveness) of market orientation.  

 Numerous studies have been conducted using either behavioural or cultural 

perspectives.  However, there was lack of theoretical rigour and empirical 

validation in these studies (Day, 2020), and the concept of market orientation was 

subtle, too abstract and too broad (Rokkan, 2023). Nevertheless, the integration of 
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behavioural and cultural concepts can provide a good insight for market orientation 

at firm level because of their nomological similarity (Alhakimi & Baharun, 2010).   

 

  

Figure 2.2: Integrative model of market orientation (Source: (Alhakimi & Baharun, 

2010) 

 

Figure 2.2 shows the intertwined concepts of market orientation. The 

following paragraph briefly explains the six market orientation components that 

will be examined in this study.  

 

Intelligence generation 

 Market intelligence is information about an organisation's external 

environment by sharing across all its functions and taking meaningful managerial 

actions in response to that particular information. (Akhunjonov & Obrenovic, 
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2015). The behavioural perspective of market orientation starts with intelligence 

generation from external and internal market information. (Cillo, et al., 2010). 

Market information processing at the organisational level can provide deep insight 

into the customers and competitors. (Atuahene-Gima, 2005), and knowledge-based 

theory considers market knowledge to be organisational intelligence.  Webb, et al. 

(2011) incorporate market knowledge into need-based knowledge based on 

customers’ needs and competitors’ knowledge.  

 There are hundreds and thousands of raw ideas for developing new 

products (Kohn, 2005). From the vast pool of knowledge, it is fundamental to 

identify the suitable and appropriate context and internal capability to use market 

intelligence effectively. Kohn (2005) claims that the initial stage of market 

orientation is business environment scanning.  The market information must be 

thoroughly digested, analysed, and applied to adapt to changing demands, market 

trends, and the company’s vision (Kohn, 2005). Indeed, intelligence generation 

allows organisations to learn, promote existing knowledge, and to enhance 

innovation practices (Raj & Srivastava, 2016). 

 

Intelligence dissemination 

 The acquired information should be converted to applicable intelligence 

and disseminated among team members (Hinson and Mahmoud, 2011). In addition, 

intelligence dissemination can increase new product performance by re-orientating 

with the company’s available resources, capabilities, and strategy design (Carbonell 

and Escudero, 2010). Indeed, the interpretation and dissemination of different 

sources of information and the practical application of information within the team 

can enhance product innovativeness (Cillo, et al., 2010). 

 

Responsiveness to information 

Responsiveness to market information is critical to new product 

performance and success. As the market and industrial context is changing rapidly, 

firms have a considerable risk of uncertainties such as market, competitive, and 

technological uncertainty (Søndergaard and Harmsen, 2007); innovation is to 

reduce uncertainties (Temouri, et al., 2022). Therefore, reacting to processed 

information becomes essential to make better decisions in managing innovation. 
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2.1.4. Market Information and Market Information Sources 

Formalised market information is ‘structured data, usable within a 

marketing context and that has been voluntarily sought and systematically 

collected’ (Cacciolatti and Fearne, 2012, p. 4; Cacciolatti and Fearne, 2013). 

Quoting Glazer (1992), market information is defined as ‘data that have been 

organized or given structure – that is placed in context – and endowed with 

meaning’ (Cacciolatti and Lee, 2015, p. 89). The critical component for market 

orientation originates from market information (Marr, 2022). Information 

availability is a predictor of technology entrepreneurship as creating technologies 

is the successor of timely access to information and is also related to freedom of 

expression, the press, and the internet  (Yeganegi, et al., 2021).  

Market information is primarily used in starting a business as part of market 

research and business plan preparation (Podolsky, 2020). The source of market 

information is regarded as the start of idea generation, design, activities, and 

solutions. It can be obtained from an individual or organisation or in the form of 

records, resulting in innovation (Krawczyk, 2013). Market information can be 

obtained from external sources such as customers, competitors, government and 

private institutions, supplier network relations, and the company itself (Varis & 

Littunen, 2010).  

The primacy of customers has been accepted in terms of both NPD and the 

organisation's success (Makkonen, et al., 2016). Webb, et al. (2011) emphasise 

customers and competitors as being need-based knowledge sources. Dąbrowski 

(2018) states that customers play a huge role throughout the NPD stage. They start 

with needs and wants for existing products, some of which are latent needs. Indeed, 

customers' voices must be considered at every stage of NPD (Drejeriene and 

Drejeris, 2017).  

However, the over-consideration of customers may cause a loss of the 

market-leading position as customers lack technical and market knowledge (Bodlaj, 

2010; Joshi, 2015).  Feng, et al. (2016) highlights the importance of external 

networks as the information exchange platform facilitating a broad range of market 

information. However, information can be obtained from internet sources with the 

rising trend of the internet. Market information sources can upgrade the knowledge 

base and access to integrate various ideas for innovative products (Gómez, et al., 

2016) . However, “having the right information is the only part of improved market 

orientation in product development” (Søndergaard and Harmsen, 2007:195).   
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As Peter Drucker says, marketing is essentially the phenomenon that ‘the 

whole business seen from the point of view of its final result, that is, from customer 

point of view’ (Akhunjonov and Obrenovic, 2015: p.17). Business organisations 

inevitably need a strategic approach to endure the ever-changing business 

environment. According to Kelly (2023), the merits of market research outweigh 

the expenses for competency and longevity. Market information is critical in the 

market research paradigm as it provides a range of customer preferences, 

competitor efforts, and technological advancements.   

 

2.2. Innovation 

 As economies struggling with debt crises and the rise of globalisation, there 

was a significant shift from a capital-based economy to a knowledge-based 

economy (Śledzik, 2013). Innovation drives economic growth and the sustainable 

development of business organisations (Chaparro-Banegas, et al., 2024). The 

performance and competitiveness of an organisation are thought to be highly 

influenced by its innovative capacity (Engen and Holen, 2014). Innovation provides 

a competitive advantage to the firms by creating new products, processes, and 

services and, ultimately, business models (Franco, 2022).  Innovation starts with 

implementing new ideas, ‘creative destruction’ of the existing technology, and 

revolutionising the production pattern by exploiting invention (Śledzik, 2013). Tidd 

and Bessant (2013: 3) defined innovation as ‘the process of creating value from 

ideas’.   

 Innovative ideas become global and diverse and come from various 

information sources from government, universities, and other corporate actors 

(Cantwell & Salmon, 2018). Indeed, innovation management is the application of 

innovation in business management practices, however, it needs to develop unique 

knowledge, experience, and practice (Miller, et al., 2020). The resulting value could 

be cheaper, faster, or of higher quality, or in current times, it includes social value. 

Therefore, innovation is adopting new ideas, products, services, or technology with 

a creative workforce and available resources (Pichlak, 2016). In the past, 

organisational practices involved innovation which focused on the firm’s internal 

resources and capabilities (Berchicci, 2013). Innovation mainly relies on the firm’s 

resources and capabilities, and market exposure can only be achieved once the 

product is introduced to the market.  
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2.2.1. Theoretical Background 

 This study has some theoretical underpinnings. Innovation theories provide 

insight into how market information and orientation interact and affect business 

outcomes. Schumpeter’s innovation theories, which emphasise managerial people, 

administrators, or organisations which conduct innovation, are the starting point for 

these theories (Śledzik, 2013). During their evolution, modern innovation theories 

have viewed innovation as organisational systems (Greenacre, et al., 2012). 

Innovation is not an isolated concept but a social phenomenon that organisations 

interact, absorb and utilise the external market knowledge and internal 

organisational factors  (Carvalho, et al., 2017). This includes consideration of 

systematic and socio-cultural dynamics and explores the dimensions of networking, 

learning, and feedback loops between organisations (Marques, 2011).  

 The determinants of innovation theories are more prominent, combining 

the concepts of economic cycles, technological development, entrepreneurship, 

management, and decision-making (Petchenko, et al., 2024). Speirs, et al. (2008) 

highlight three common core concepts of system theories: the firm, the conditions, 

and linkages. This proposition is supported by Kastelle, et al. (2009), who analyse 

the micro, meso, macro analytical framework. The micro-unit indicates the carrier 

of knowledge (also known as the innovation agent), and the meso unit indicates the 

process structure of expertise. In contrast, the macro unit suggests the structure of 

knowledge (market, sector, or industry).  

 Innovation requires appropriate stakeholder interaction (Carbon Trust, 

2002, cited in Greenacre, et al., 2012). This means there is a continuous flow and 

exchange of knowledge and intelligence in the organisation from outside or within 

to accelerate the development of innovation practices within the company and to 

introduce and commercialise innovation to the external market (Rubera, et al., 

2016). To be precise, innovation needs the mutual evolution of innovative agents 

and systems with an understanding of innovation's contextual variations and 

outcomes (Kastelle, et al., 2009). The systematic integration between actors of 

innovation and business process can create an innovation ecosystem that aligns with 

the strategic goals and achieves organisational success (Petchenko, et al., 2024). 

Therefore, modern innovation theories highlight the role of interdependency among 

actors of innovation and the co-creation of cross-boundary knowledge flows. 

(Thomas & Ritala, 2025).  
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 The authors Yuga and Anas (2020) view innovation as an ecosystem and 

claim that institutions are essential elements of innovation theory. Institutional 

theory provides insights into how organisations work within norms, values, and 

assumptions (Khan, 2022). Institutions can create an ecosystem that supports 

organisational legitimacy, adapts to the external environment, and ultimately 

improves organisational performance (Yang, et al., 2012). Institutions are regarded 

as the fundamental rules and means that help organisations compete and grow in 

business. (Yang & Su, 2014). In today’s business environment, organisations need 

to be viewed not only as a production system but also as a cultural and social system 

(Scott, 2014).  

 According to North (1990), ‘institutions are stable social structures that 

define what is socially acceptable within a society’ (Webb et al., 2011, p. 538). 

Competitive and institutional factors in asset allocation and exploitation shape their 

market orientation mechanisms (Troilo, 2013). The institutional theory reflects the 

role of institutional structures such as customers' behaviour, government, and 

institutions. It may be extended to their level of development, culture, customs, 

beliefs, regulations, and laws. As such, it varies significantly from country to 

country and is dynamic (Holmes, et al., 2011). Modern innovation management 

needs insights from institutional theories as innovation shows contextual 

differences mainly in innovation development commercialisation (Kochetkov, 

2023).  

 An institutional theory emphasises that, “the importance of social structure 

in shaping innovation and refocuses attention beyond the innovation process itself 

to the institutional context in which innovation occurs” (Perkmann and Phillips, 

2024; p. 2). Institutional innovation has four characteristics: normative or value-

based, the progress of change in the business environment, social and cultural 

diffusion, and practice-based logic and models (Raffaelli & Glynn, 2013). The 

integrated market orientation model combines cultural and behavioural 

perspectives, which, from an institutional perspective, can infuse the market 

orientation practices across the organisation. 

 Innovation is derived from entrepreneurship theories and an 

entrepreneurial perspective; this study considers opportunity recognition theory. 

The organisations must identify opportunities from market information and 

knowledge for further innovation processes (Kinghorn, 2018). The basis of 

opportunity recognition theory is mainly comprised of the socio-cognitive 
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behaviour of the organisation, ranging from the information acquisition stage to the 

information dissemination stage.  

 Organisations which can implement innovation activities have prominent 

factors: ‘prior knowledge, social capital, cognition, environmental conditions, 

entrepreneurial alertness, and systematic search’ (George, et al., 2016: p.328). The 

open innovation concept considers the contribution of external factors in idea 

generation, implementation, and commercialisation processes (Meireles, et al., 

2022) . Opportunity recognition is exploring new ways to recognise and formulate 

new market demands (George, et al., 2016).  

 Recent studies claim higher levels of opportunity recognition. The success 

of entrepreneurial innovation relies on a thorough understanding of the company's 

existing situation and creating a well-functioning innovation management system 

(Peterková, et al., 2020). The journey from idea to opportunity is complex, and 

entrepreneurs can turn ideas into actionable opportunities and viable businesses 

with profit (Sage Publishing, 2021). This includes entrepreneurial alertness, 

passion, creativity, and self-efficacy, which covert knowledge into the organisation 

(Nafukho & Mansour, 2023). For knowledge and information asymmetry, the 

compensation that entrepreneurs can provide results in better organisational 

outcomes (Ohlert, et al., 2025). Thus, opportunity recognition becomes an essential 

attribute for entrepreneurial business.  

  This study used three underpinning theories to support market orientation 

concepts. Market orientation primarily derives from marketing and 

entrepreneurship processes (Webb et al., 2011). The cultural perspective of market 

orientation is based on the institutional theory, where the stakeholders drive the 

culture. This phenomenon shows the importance of behavioural perspectives of 

market orientation, where the organisation partakes in the available information and 

transforms it into valuable business ideas for innovation projects.  

 

2.4. Innovation process and new product development 

 Considering market orientation at the firm level, entrepreneurial innovation 

is viewed as a core business process. Innovation is a multistage process of 

generating new or improved products, services, processes, policies, structures or 

administrative systems’ (Rod, 2016: p.186). Innovation starts from ideas, however, 

‘innovation will take the form of new product or new production process or new 

market or new form of a commercial organisation’ (Nugroho and Andadari, 2014: 
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p.38). From an open innovation perspective, innovation is regarded as the 

phenomenon with continuous flow and exchange of knowledge and intelligence 

within the organisation to accelerate the development of innovation practices within 

the company and to introduce and commercialise innovation to external markets 

(Rubera, et al., 2016).  

 One approach to define innovation is ‘newness’ or ‘radicalness’. This 

classification considers the radicality of change, and how the organisations adapt 

the change in the environment to a visible outcome. Referring to the definition of 

Tushman and Romanelli, radical change is a ‘process of reorientation wherein 

patterns of consistency are fundamentally reordered’ (Engen and Holen, 2014; p. 

16). In the innovation novelty spectrum, the incremental innovation and radical 

innovation (discontinuous and complete change in outcome) are the two opposite 

ends. The quality of innovation is emphasised in this approach.  

 Another dimension of innovation classification is based on objectivity, as 

described by Schumpeter, into four categories: product, process, market, and 

organisational innovation (Varis & Littunen, 2010). Costa and Monteiro (2018) 

claim that most studies focus on NPD as the outcome of innovation. Product 

innovation visibly affects performance and is a significant intermediary between 

market demand and firm performance (Molodchik, et al., 2021). Product innovation 

can be classified into sustaining innovation, where businesses provide consistently 

high-quality products to their customers, and disruptive innovation, where 

companies use fewer resources to adapt to customer needs and to challenge 

established businesses (Cote, 2022). In this study, product innovation will be 

viewed as the result of innovation, and the next section will discuss the review of 

new products and NPD.  

 

2.4.1. Definition 

 A new product of a company, as defined by the Organization for Economic 

Co-operation and Development (OECD) (2005), is a product or service with 

significant differences in attributes or its usefulness or applicability compared to 

the existing products of that company. Mirtalaie, et al. (2017) claims that new 

products could fulfil new needs and desires of the customers and provide a means 

to provide superior performance for the company resulting from the combination 

of ideas and needs. New Product Development (NPD) refers to “the steps, activities, 

tasks, stages, and decisions that involve the project of developing a new 
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product/service or improvement on an existing one, since the initial idea to 

discontinue the product, to systematise this process” (Salgado, et al., 2018; p. 2). 

Gutterman (2023) claimed that product development consists of developing and 

launching new products to the market and upgrading existing products to yield 

better product outcomes. NPD is the process, including concurrent marketing, 

engineering, cross-functional working, advanced tools, and early involvement by 

which an organisation uses its resources and capabilities to create a new product or 

improve an existing one (Dwivedi, et al., 2021; Escorcia-Caballero, et al., 2022). 

 There is increased competitive pressure from rapid globalisation, short 

product life cycles, faster commoditisation and increased shareholder expectations 

(Daubenfeld, et al., 2014).  The innovative product is cutting edge for the market 

and business growth and means to fulfil customer needs in new and exciting ways 

(Cote, 2022). NPD is ‘an ordered and determined set of tasks and steps that describe 

how a company repeatedly converts undeveloped ideas into commercial products 

or services’ (Rezvani, 2009, p. 8). From the market orientation perspective, NPD is 

regarded as the core capability that transforms market-oriented culture of the 

organisation to yield superior performance (Langerak, et al., 2007).  

 According to Clercq, et al. (2011), the ability to develop new products is a 

means to increase a firm’s performance. NPD is a phenomenon which brings market 

and technology together (Danneels & Kleinschmidt, 2001). A typical NPD process 

includes two stages: developing stages and review points (Zhang, 2012). 

Søndergaard and Harmsen (2007) emphasised understanding the market and 

fulfilling customer expectations by introducing new products and services. As the 

customers are end-users of the business processes, their expectations and needs 

judge a firms’ performance.  

 The NPD model originates from as early as the 15th century and has since 

developed with increasing complexity and comprehensiveness (Guzik, 2023). The 

earliest model of NPD was the linear model. Despite the numerous arguments, the 

generic NPD model includes eight common steps: idea generation, idea screening, 

concept testing, business analysis, product development, test marketing, 

commercialisation, and monitoring and evaluation (Trott, 2012). The linear model 

has two distinct sub-divisions: technology push and demand-pull models. In 

modern NPD literature, these two models were regarded as the earliest applicable 

linear models (Preez & Louw, 2008). The evolution of these linear models resulted 
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in the Stage-Gate® model, which was a well-known and widely applied NPD model 

across different industries. 

 

2.4.2. The Stage-Gate Model  

 The Stage-Gate® is a value-creating business process and risk model 

designed to quickly and profitably transform an organisation’s best new ideas into 

winning new products (Edgett, n.d.). According to Leithold, et al. (2015) , the 

Stage-Gate® process is a conceptual and operational map for moving new product 

projects from idea to launch – a blueprint for managing the product innovation 

process to improve effectiveness and efficiency. A typical Stage-Gate® process has 

five stages and five gates, starting with discovery and ending with post-launch 

review (Cooper, 2006; Cooper, 2008). The stages consist of the activities at each 

step of the product development process, and the gates are the decision points before 

stepping into the next stage. The following figure shows the illustration of a typical 

stage-gate process model: 

 

 

Figure 2.3: The Typical Stage-Gate Model (Cooper, 2008) 

 

 In this model, the gates serve as quality-control checkpoints and have a 

standard format, including deliverables, criteria, and outputs (Aristodemou, et al., 

2019). The Stage-Gate® is helpful through turning the product innovation process 

into a preformed set of stages, which includes different sets of activities and 

decision-making checkpoints (Cooper, 2010). According to Preis (2016), the Stage-
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Gate® model has a more substantial market orientation as the model aims to focus 

on satisfying the customers.  

 However, there are some criticisms of the Stage-Gate® model. For a start, 

Balconi, et al. (2010) criticise the linearity of the Stage-Gate® model as the NPD 

process cannot be arranged in sequence; instead, it includes the consideration of 

several variabilities. In addition, Lager and Simms (2023) claim that the Stage-

Gate® process is not helpful in high levels of uncertainty and complexity. 

Additionally, Trott, et al. (2022) identified the unique nature of the Stage-

Gate® model, which, at its core, has an elementary and rational foundation, 

including a key team that generates, analyses, and presents the information. This 

limits the mobility and flexibility of the Stage-Gate® model where there is a high 

level of uncertainty and complexity in the environment and changing paradigm of 

product innovation (Moreira and Vidor, 2024).  

 

2.4.3. Activity Stage and Concurrent Engineering Model  

 Other NPD models were more helpful in tackling complex environmental 

conditions. The modified version of the Stage-Gate model is the Activity Stage 

model. The activity stage model assumes the NPD project is a process divided into 

separate activities (Browning and Ramasesh, 2007). Several models included 

simultaneous thinking and the overlapping nature of NPD.  

 A concurrent engineering model is an integrated “new product 

development process to allow participants, who make upstream decisions, to 

consider downstream and external requirements” (Winner, et al., 1988; cited in 

Žužek, et al. 2021, p. 3). Unlike traditional linear models, concurrent models have 

overlapping stages. Figure 4 shows the general concurrent product development 

process with the application of 3T loops.  
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Figure 2.4: Concurrent Engineering Model (Source: (Žužek, et al., 2021)) 

 

2.4.4. Interactive Model 

 The interactive model is regarded as the process-based NPD model (Preez 

& Louw, 2008). Trott (2012) proposes this version, which was the combination of 

technology push and demand-pull model. Instead of dividing the NPD process into 

separate activities, the whole process is based on interactions among corresponding 

stakeholders, and interactions can be seen throughout the NPD process. This model 

provides greater flexibility and freedom and consideration of all the related factors 

interacting. 

 

2.4.5. Network Model 

 The network model is a subset of innovation models helpful for application 

in the NPD (Keresztes & Endresz, 2020). It is another approach from the innovation 

management perspective. The fundamental assumption of network theory is that 

NPD needs a network of partners where knowledge creation and sharing are 

required to create value for the business (Oduro, 2019). There are different network 

models proposed by scholars as follows:  
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Figure 4.5: Network Model. Source: (Trott, 2012) 

 

 A systematic review of NPD in Small and Medium Enterprises (SMEs) 

claimed that SMEs’ process differs from that of large businesses and that it is 

challenging to map the appropriate approach at the organisational level (Iqbal & 

Suzianti, 2021).  

 

2.5. New Product Innovativeness 

 In this dynamic business world, the failure of NPD projects is substantial 

worldwide. Around 300,000 new products are introduced to the market annually 

but 95% of them fail (Taylor, 2023) and 75% of consumer goods and retail products 

fail to earn the desired financial outcomes (Schneider & Hall, 2011). In addition, 

Dhargalkar, et al. (2016) say that NPD is a challenging process, and the rate of new 

product success ranges from 45% to 62%. However, Christensen, et al. (2018) 

claim that the failure rate exists between 30-49% with negligible industrial 

differences. A literature review conducted by Rutkowski (2022) highlights that the 

new product failure rate is around 40%, and that there is continued misinformation 

that the new product failure rate is around 80% (Vardhan, 2020).  

 Furthermore, Berry (2013) identifies four characteristics of failure for new 

products: if the products are withdrawn from the market, if the product does not 

fulfil the desired market share, if the product does not show desirable profitability, 

and if the anticipated product life cycle does not match up with the actual product 

life cycle. The emphasis on product failures relies on how the products satisfy the 

customers and general market. According to Ghosh (2011), the main reason for 

failed NPD projects is ineffective market segmentation. In addition, the firms fail 
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as they continue to promote to existing customers who do not search for innovation 

despite the advantage of familiarity with the firm (Minh and Quyen, 2023).   

 Innovativeness is the degree of newness at the firm level at the 

corresponding market, industry, or global level (Bao, et al., 2012). In marketing 

research studies, innovativeness is regarded as a means to provide various 

performance outcomes such as market position, financial position, and firm value. 

(Srinivasan, et al., 2009). Product innovativeness refers to the ‘degree of product 

novelty and its potential to change thinking and practice’ (Zhang, 2012, p. 45). 

Despite some criticisms and contradictions, studies highlight that NPI positively 

affects new product performance (Lee and O’Connor, 2003; Mayr and Millemann, 

2021). Shan, et al. (2016) claim that customers are the primary focus of innovation 

projects. They are the final judge of whether the products are accepted in the general 

market or become a breakthrough to the country or the world. This is the distinction 

between the invention and innovation. Product innovativeness is the firms' potential 

disruption in technology and marketing (Ramzan, et al., 2022).  

 Scholars identified various conceptual models regarding product 

innovativeness (McNally, et al., 2010). Boston Consultancy Group developed one 

of the earliest concepts of product innovativeness, focusing on the newness from 

the firm's and the market's perspectives. Stock and Zacharias (2013) identified that 

newness and meaningfulness are indicators of NPI. Product innovativeness is 

commonly mentioned as a uni-dimensional construct through innovativeness or 

newness (Calantone, et al., 2006).  Danneels and Kleinschmidt (2001) assert that 

the customer and firm perspectives of product innovativeness include considering 

new-to-firm and new-to-market dimensions. Indeed, a systematic review of product 

innovativeness shows the multidimensional construct of product innovativeness 

(Mayr & Millemann, 2021).  

 Furthermore, Talke, et al. (2009) cite two dimensions of interest: design 

newness and technical newness, and Flight, et al.  (2011) conceptualise “complexity 

in use” and “personal compatibility.” In contrast, Rindova and Petkova (2007) 

define the dimensions “functional,” “symbolic,” and “aesthetic” for their 

framework, and Talke, et al. (2009) apply “design newness” and “technical 

newness” as dimensions. Salavou and Avlonitis (2008) state a three-dimensional 

phenomenon based on customers’ and firms’ perceived assessment of the 

innovation outcome: market newness, technological uniqueness, and new to the 
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firm. Feng, et al. (2016) assert that product innovativeness has specific 

characteristics that require unfamiliar technological and/or marketing resources.  

 On this subject, a study in China on high-tech ventures identifies 

technological innovativeness and market innovativeness in predicting new product 

performance (Ding & Ding, 2022). Mayr and Millemann (2021) posit that the three 

interactive dimensions of NPI are functional, behavioural, and design. To 

summarise, NPI in marketing and product development research is incomplete and 

multi-dimensional. The complexity of the business environment, competitive 

pressure and changing customer behaviour result in the broader perspective of NPI 

(Aboelmaged, et al., 2023).  

 

2.6. Developing a conceptual model of the study 

A brief literature review on key concepts relevant to the study is conducted. 

This provides initial insights into market orientation, innovation, NPD, and NPI. 

The study explores the role of market information sources in NPI. To this point, it 

was found that market orientation is an essential activity for applying market 

information to create organisational success (Gheysari, et al., 2012). Indeed, market 

orientation is based on two main pillars: customer orientation and long-term 

profitability (Kovács, et al., 2021). Thus, understanding the relations of each 

variable can provide additional insight into the pattern of variable associations. A 

review of the previous evidence of market orientation and NPI follows this section. 

The key literature will be highlighted in the table form. After the review of prior 

studies, the situation in Myanmar regarding the key study variables will be 

discussed. Gap analysis and the study's conceptual model development will follow 

this.  

2.7. Review of previous studies 

2.7.1. Review of market information sources  

 The review of previous studies started with the role of market information 

sources for business organisations. The information sources can be categorised into 

external and internal information sources and play a critical role in business and 

organisational success (Varis & Littunen, 2010). Regarding external information 

sources, customers and suppliers are essential information sources in France, 

Netherlands, and Croatia (Bach, et al., 2015). Similar findings have been found in 
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Spanish technological institutes where customers and suppliers provide reliable 

information to the business organisations (Gómez, et al., 2016).  

 Customers play different roles in business organisations, such as 

information sources, co-developers, and innovators (Cui & Wu, 2016). Innovative 

buyers and commercial intermediaries, including industrial organisations, suppliers 

and educational institutes, are essential information sources for innovative business 

projects (Dabrowski, 2019). Similar results were found in Ghanaian SMEs, where 

suppliers and customers play crucial roles in business success (Oduro, 2019).  

 Apart from customers and suppliers, there is a difference in the importance 

of other external information sources. For instance, the competitor information is a 

reliable information source for the Netherlands, however, such an information 

source is not helpful in different European countries (Bach, et al., 2015). A study 

of NPD projects elaborates on the limited importance of competitor information 

sources for the benefit of business organisations (Dabrowski, 2019).  

 Governments provide a source of information in France and  the 

Netherlands but this does not apply to Croatia (Bach, et al., 2015). Weak 

government support can result in information asymmetry, where firms must rely on 

informal networks (Oo, 2019). According to Dąbrowski (2018), commercial 

intermediaries and industry organisations are essential sources of information. 

Oduro (2019) also states the importance of non-industrial stakeholders overcoming 

collaboration and conventional barriers. Indeed, external networking is regarded as 

a means to combat SME development and innovation obstacles such as institutional 

voids, lack of market information and knowledge limitations in the emerging 

markets (Najmaei, et al., 2021). Yet, government support is crucial for business 

success in development (Win, 2020).  

 Despite discrepancies in the importance of external information sources, 

internal information sources play an essential role in contributing to the business 

success of many European countries (Bach, et al., 2015; Gómez, et al., 2016). A 

study in India shows the importance of internal information circulation, particularly 

from the employees who are in contact with the customers (Prasad & Nandi, 2017). 

Some studies state the internal marketing mechanisms which consider internal 

information as a capability, culture and behaviour rather than a mere source to be 

relied upon (Li & Ko, 2021). A study in Peruvian businesses highlights the 

importance of internal research and development capabilities (Moya Fernández & 

Seclen Luna, 2022).  
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 To conclude, customers and suppliers are essential external information 

sources as customer acceptance is necessary for organisational success (Win, 2020) 

and suppliers play crucial role in supporting the businesses particularly in 

manufacturing firms (Powers, et al., 2020). While governments effectively provide 

information in many Western countries, emerging and developing countries must 

rely on external and informal networks (Oo, 2019). Internal information is viewed 

as a source (Gómez, et al., 2016) and an organisational behaviour or action (Prasad 

& Nandi, 2017). The common aspect of knowledge is a shared understanding that 

firms capture, process and incorporate knowledge into their existing organisational 

systems (Pinto, et al., 2023). In addition, market knowledge (external and internal) 

gathering activities affects the new product performance (Petrovici, et al., 2019). 

Furthermore, after being circulated and processed internally, the information can 

directly impact commercial success and indirectly affect product meaningfulness 

(Dabrowski, 2019). The difference is that companies have different workforce 

patterns, work organisation, knowledge creation, and utilisation (Hirsch-Kreinsen, 

et al., 2006). The solution to this variation is market orientation, a crucial part of 

organisational success (Waljiyanto, et al., 2023). This will be discussed further in 

the following subsection.  

 

2.7.2. Review of market orientation and innovativeness 

 Market orientation and innovation literature vehemently claims that market 

information is a precursor of knowledge and intelligence, and understanding the 

factors that affect the generation and application of knowledge is vital to a firms’ 

success (Pinto, et al., 2023). Chaisaengduean (2019) posits that intelligence 

generation, intelligence dissemination and responsiveness are key elements of 

market orientation. Alhakimi and Mahmoud (2020) identify customer orientation, 

competitor orientation, and inter-functional coordination as elements of market 

orientation.  

 However, Hu and Xu (2011) claim that there are criticisms regarding the 

reactive nature of market orientation. A literature review in four developing 

countries highlights obstacles of market orientation in SMEs: centralisation, 

formalisation, competitiveness, internal conflict and technological turbulence 

(Nikmah, et al., 2019). This indicates that market orientation is the interaction 

between firm, environment, and network systems; thus, contextual variation could 

limit the generalisability of outcomes of market orientation (Pinto, et al., 2023).  
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 Indeed, market orientation is a complex and challenging task and requires 

managerial choices according to the phases of value flow (Sett, 2018). Market 

orientation should be viewed as an inclusive consideration of different information 

sources rather than customer orientation (Rokkan, 2023). Market orientation is a 

dynamic capability with three dimensions: sensing, seizing and resource 

reconfiguration. This includes carefully considering behaviour, culture, strategy, 

and integration and infusing it into the different aspects of operations (Savabieh, et 

al., 2020). This study considers an integrative approach to market orientation, 

where market orientation is regarded as a company culture and routine business 

process.  

 In both conceptualisations, customers are essential precursors of market 

orientation and the final judges of the outcomes of market-oriented new products 

(Cui and Wu, 2016; Dąbrowski, 2018). Knowledge creation is a systematic 

combination of dispersed knowledge that generates intelligence and dissemination 

within the company (Hirsch-Kreinsen, et al., 2006). Market orientation occurs in 

entrepreneurial orientation and organisational learning, and the organisation's 

practices affect the outcome of market orientation (Nikmah, et al., 2019). It is yet 

to explore the underlying mechanisms between market orientation and its 

antecedents and consequences (Gupta, et al., 2019). One plausible explanation is 

the difference in contextual background as a significant contributor to knowledge 

acquisition and intelligence generation (Pinto, et al., 2023). The difference is more 

prominent in developmental conditions therefore contextual and cultural 

backgrounds of developing countries need to be considered in conceptualising 

market orientation (Gupta, et al., 2019).  

 Different aspects of market orientation positively affect product 

development and innovativeness (Laforet, 2009). Slater, et al. (2010) also agree on 

the positive impact of market orientation on a firm’s performance. Market 

orientation has direct and indirect effects on innovativeness, which has a direct 

impact on organisational performance (Phorncharoen, 2020). Additionally, 

customer and supplier orientation significantly affect innovativeness (Alhakimi & 

Mahmoud, 2020). Studies show the importance of customer orientation, but Im and 

Workman (2004) suggest that customers could provide insight into their current 

needs and can cause a NPD team to be myopic (Im & Workman, Jr., 2004).  

 However, there is a difference in value that customers can contribute to 

market orientation practices (Widelska & Krot, 2021). Customers can be 
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information sources, innovators and co-creators of innovation (Cui & Wu, 2016). 

In all forms, the employees play a pivotal role in managing customer requests. 

Therefore, focusing on customers can enhance product innovativeness and 

successive NPD, which aligns with ever-changing customer demands (Lartey, et 

al., 2020).  

 There is a contrasting view of competitor orientation over innovativeness, 

as Alhakimi and Mahmoud (2020) state that competitor orientation cannot predict 

innovativeness. Competitor orientation can result in introducing me-too products 

(Gassmann & Sutter, 2013). However, Ingsih, et al. (2021) say that both customer 

and competitor market orientation can predict marketing performance and the 

success of new products. Inter-functional coordination does not significantly impact 

innovativeness (Alhakimi & Mahmoud, 2020). However, employees play a 

significant role in predicting the performance of market orientation outcomes 

(Prasad & Nandi, 2017).  

 Internal research and development (R&D) capability strongly predicts 

innovation outcomes (Moya Fernández & Seclen Luna, 2022). A study in India's 

manufacturing sector highlights the importance of employees' perception of 

customer contact (Prasad & Nandi, 2017). The impact and form of customer 

involvement depend on the technological capabilities (Cui & Wu, 2016).   

Phorncharoen (2020) cites that organisational learning mediates market orientation 

and innovativeness in Thailand's real estate sector. Similar findings are found in 

other emerging markets (Turkey, Nigeria, India, and South Africa), where learning 

orientation mediates market orientation. Indeed, the success of market orientation 

is related to personnel contact quality, information quality, procedure and accuracy 

(Chaisaengduean, 2019). Similarly, internal market orientation is a part of relational 

behaviour that promotes customer orientation (Li & Ko, 2021). Learning 

orientation mediates market orientation and innovativeness (Nikmah, et al., 2019; 

Phorncharoen, 2020). 

 Different information sources affect the outcome of market orientation and 

innovativeness (Varis & Littunen, 2010). Similar results were found in a study of 

NPD projects where customers, commercial intermediaries, suppliers, industry 

organisations and experts from different institutions can predict product 

innovativeness (Dąbrowski, 2018). The information from customers, suppliers, 

competitors, consultants, universities and internal sources has effects on market 

orientation and innovation outcomes (Gómez, et al., 2016).  Indeed, the information 
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sources play a catalyst for innovation performance, and identification of successful 

innovation sources could enable managers to plan for upcoming NPD strategies 

(Bach, et al., 2015).  

 Market orientation constructs need to consider contextual variations for 

better conceptualisation. The effects of market orientation on innovativeness vary 

in different contextual backgrounds. Therefore, the following subsection will 

review the evidence in the context of Myanmar.    

 

2.7.3. Review of empirical evidence in the Myanmar context  

  Understanding the current research evidence in Myanmar is beneficial to 

identifying the research gap and formulating the research framework. This section 

includes a review of empirical research, reports, and policy papers from Myanmar. 

However, there is limited evidence of study variables in the manufacturing industry. 

In addition, private sectors in Myanmar have encountered the same economic 

evolution; therefore, the previous evidence relevant to the study variables in 

different contexts of Myanmar has also been considered. This section includes 

relevant evidence from regional and other developing countries as they share 

similar contextual characteristics, thereby elaborating some differences with 

Western culture and practices.  

 In Myanmar, there is a progressive rise in the importance of information 

for the success of organisations. One key reason is that there is a significant change 

in consumption behaviour, and the average expenditure on consumer goods in 

Myanmar has increased since 2016 (YCP, 2018). This leads business owners and 

managers, who kept their business decisions conservative to face tough challenges 

in different industries (Wai, et al., 2021). Thus, an appropriate response to the 

changing market dynamics is crucial.  

 Market information knowledge is considered an essential business subject 

matter and a prerequisite to understanding the market (Mon, 2015). In addition, 

various industries across Myanmar tried to align the macroeconomic shift of 

economic systems. A report from ILO suggests that market information and 

information sharing are key measures for business success in the garment industry 

in Myanmar (International Labour Organization (ILO), 2015). Similarly, an 

empirical study in the industrial zone of Yangon highlights the importance of 

market information and market orientation in increasing business performance (Oo, 

2016).  



 

55 
 

 A market assessment is the immediate precursor of market orientation 

(International Labour Organization (ILO), 2018), yet the crippled infrastructure has 

become an enormous threat to SMEs even after economic reforms (Mangan, 2018). 

Myanmar's key challenge is access to accurate and relevant market and financial 

data (International Trade Administration, 2022). Even in the reform period, the 

institution framework was in the very early stage of development, and proper 

protocols and guidelines were mandatory for efficient development (Mon, 2015). 

Despite the focus on developing the industrial sector, there was still a lack of access 

to finance, technology, market information, and advisory services (Wijesena & 

Hakemulder, 2014).  

 In contrast, a survey study in Myanmar has found that one-third of the 

participants do not consider the information necessary for their business ventures 

(Lwin & Aung, 2019). This may be due to the significant gaps in education and 

training sector reform, internet and communication in Myanmar to build a 

knowledge-based economy (Sinha, 2021). The situation is worsened by the post-

coup economy where cronyism dominates, economic policies are biased, and there 

is a significant change in business characteristics. Therefore, the performance relies 

hugely on the counterintuition of businesses (Bissinger, 2024).  

 Nevertheless, strengthening the private sector, which industrial 

associations and communities reinforce, facilitates the development of business 

measures. Studies highlight that business associations serve as bridging roles and 

provide information and support to promote the development of local businesses 

(Win, 2020). Oo (2019) elaborates that inter-organisational networking activities 

facilitate formal and informal networks which can combat information asymmetry 

to benefit competition. The internal source of information was also beneficial for 

Myanmar businesses. According to Zar (2021), physical and information resources 

can enhance firm performance, and accurate information can reduce the potential 

risks of businesses in the hotel industry in Bagan. From a knowledge management 

perspective, internal technical capabilities and external information play critical 

roles in innovative performance in the Myanmar banking sector (Aung, 2020). A 

similar finding was found in the Myanmar confectionary business, as Phyo (2018) 

has posed several challenges, such as the lack of innovative capability of the owner 

or manager and the education and skill of the workforce, which slowed down the 

business growth.  
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 The market orientation is widely regarded as an enabler of strategic 

marketing decisions and superior firm performance in different industries in 

Myanmar (Nyi, 2018). Similar to global research findings, an empirical study on 

women entrepreneurs highlighted the importance of customer acceptance as part of 

new product success (Win, 2018). A study on software companies in Yangon 

revealed that the respondents had customer orientation, competitor orientation and 

inter-functional coordination in place (Zu, 2019). Customer and competitor 

orientation significantly impacts firm performance (Yulianthini, et al., 2020).    

 Understanding consumer behaviour and customer relationship 

management can formulate better marketing strategies, which ultimately increase 

firm performance (Yan, 2022). Among three market orientation variables, customer 

orientation is the strongest predictor of product innovation which is followed by 

competitor orientation and inter-functional co-ordination respectively (Zu, 2019). 

Evidence suggested that Myanmar agricultural sector has a high degree of market 

orientation (International Food Policy Research Institute (IFPRI), 2022). This 

includes an emphasis on customers (customer orientation) and business processes 

to achieve customer satisfaction and loyalty (Yan, 2022).  

 Elaborating on three concepts of market orientation, Win (2024) identifies 

them as being intelligence generation, intelligence dissemination, and 

responsiveness. Similar concepts are used in a study in Thailand logistics service 

providers (Chaisaengduean, 2019). Market orientation from market intelligence 

perspective serves as a moderator between customer relationship management and 

firm performance relationship (Win, 2024). From the organisational learning 

perspective, a study in retailers in Myanmar found that two ways of learning are 

critical for marketing decisions: learning from  direct personal experience and 

learning from competitors (Hardaker, 2018).  

 Innovation is a continuous process resulting from adaptation to the change 

of a business environment  (McAdam, et al., 2014). Innovation and NPD are 

regarded as critical factors in adapting market needs in Myanmar (Zun, 2020). 

Adopting customer demands are a means to the success of SME innovation efforts 

(Han & Chen, 2021). Empirical research states that innovation capabilities are the 

most important determinants of market-oriented innovations in Myanmar (Han & 

Chen, 2021). Mon (2022) elaborates that creativity can enhance product and process 

innovations which in turn increase firm performance (Mon, 2022). Yan (2022) 

agrees that understanding consumer behaviour and customer relationship 
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management can formulate better marketing strategies which ultimately increase 

the performance of firms.  

 The success of new products can be obtained from market-driven 

innovation which has a positive impact on firm performance (Phyo, 2022). 

Innovative products can predict customer attraction and satisfaction which in turn 

enhance customer retention in the Myanmar banking sector (Kyaw, 2019). Similar 

findings were found in a study of architectural firms in Myanmar which stated that 

different characteristics of organisational learning can predict service 

innovativeness (Latt, 2022). The organisational learning includes information 

acquisition, information distribution, information interpretation and organisational 

memory (Kyaw, 2022).  

 The service innovativeness includes introductions of new-to-company and 

new-to-market services and serve as moderator of organisational learning and 

organisational performance (Latt, 2022). A study in exporters of Myanmar revealed 

that market-oriented capabilities can enhance the product innovation intensity 

(Thoumrungroje, 2022). Creativity, flexibility and market orientation can predict 

significantly and strongly the innovativeness of new products (Win, 2020). The 

good business practices and customer orientation can predict productivity and 

performance of businesses (Falco, et al., 2023). On the other hand, there is a risk of 

failure for new products (Almeida, 2024) which poses significant challenges to 

SMEs in developing countries (Han, 2019).  

 For SMEs, the common barriers of success of innovation are coordination, 

cooperation and knowledge barriers (Oduro, 2019). Myanmar SMEs need to 

understand how to create opportunities from new information to develop new 

products (Phyu, 2020).  There were a couple of challenges in adopting innovation: 

training and education needs, the perception of the needs of transformation by the 

organisation and the market and regulatory measures (Zun, 2020).  

 To sum up, previous evidence has revealed the essential role of business 

information and a comprehensive understanding of customers for sustainable 

growth (Win, 2024). Yet, there are weak informal information sources and 

Myanmar companies need to rely on informal and non-systematic information 

resources (Danquah & Sen, 2022). These include customers in the general 

marketplace, social network suppliers and business associations which are regarded 

as effective information sources as formal institutions (Danquah & Sen, 2022).  
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 Addressing and adapting customers’ needs can be converted to business 

opportunities in new-normal conditions in the emerging trends of economy 

(Talaengsatya, 2022). Market orientation and innovation are two evolving and 

progressing concepts of the Myanmar private sector since economic reforms (Thein 

& Inaba, 2023). Previous studies have used two prominent market orientation 

concepts: the behavioural component (Zu, 2019) and the cultural component (Win, 

2024). In addition, market orientation was also found to be part of organisational 

learning and knowledge management practices. The empirical evidence on NPI in 

the Myanmar manufacturing industry was limited, however. Indeed, the service 

innovativeness is accepted as a determinant of service and organisational success 

(Latt, 2022). The table summarising key literature which includes title, area of study 

and key findings are shown in Appendix 2.  

 

2.8. Gap analysis and conceptual model of the study 

 From the review of previous studies, some gaps were identified between 

the global research context and existing evidence in Myanmar context. For a start, 

market information sources are generally regarded as important determinants of 

market orientation, new product outcomes and business performance. However, 

there is gap in the availability of information sources in different contexts. In 

general, customers are important sources of information in different research 

contexts. There are differences between other information sources from country to 

country, as stated by Bach, et al. (2015), and between different industrial 

characteristics (manufacturing and knowledge intensive business services) as stated 

by Moya-Fernández and Seclen-Luna (2022). This gap could be elaborated in the 

context of Myanmar.  

 Regarding market orientation constructs, behavioural and cultural 

components of market orientation were searched in different research contexts. 

Even for studies in Myanmar, unidimensional conceptualisation has been used but 

studies have not explored market orientation holistically (Hoan, et al., 2023) and 

there is a need to contextual relevance (Gupta, et al., 2019). In addition, the current 

conceptualization of market orientation is broad and vague as the primary emphasis 

is on customer orientation (Rokkan, 2023). Crick (2021) elaborates the 

consideration of the capability, strategy and market systems of firms. Deeper and 

broader understanding of market orientation is necessary because market 

orientation can benefit the nature and process of market orientation phenomenon.  
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 Indeed, information and knowledge-seeking behaviour in Myanmar, which 

are the fundamentals of market orientation, were weak partly due to poor education 

and skill development programs and due to predominance of informal business 

practices. In addition, SMEs were lacking integration, information technology, 

marketing capabilities, strong networks and good management (Chaisaengduean, 

2019). This lack of consistency highlights the gap in the knowledge of market 

orientation and the need to search for better theoretical and practical insights.  

 Considering the NPI constructs, global research findings highlight the 

novelty spectrum of NPI which are new-to-market and new-to-firm innovativeness 

(Mayr & Millemann, 2021). Developing reliable concept of NPI is critical for 

entrepreneurship studies (Ganbaatar & Douglas, 2019). In Myanmar, there is no 

prior research on conceptualising NPI constructs. The closest conceptual 

knowledge is novelty spectrum (new-to-company and new-to-market service 

innovativeness) similar to global NPI constructs which was used in architectural 

firms as determinants of organisational performance and success (Latt, 2022). Thus, 

there is a knowledge gap in understanding the product innovativeness in the context 

of Myanmar. 

Regarding the effects of market information and market orientation, there 

are notable findings from previous studies. For instance, there is a common 

acceptance on importance of information sources that can predict innovation 

outcomes (Bach, et al., 2015). In addition, different information sources have direct 

and indirect effects on NPI (Dąbrowski, 2018). Despite such common relationships 

between these variables, there are differences in individual effects and contexts, 

particularly in Asia and Southeast Asia regions, which have not yet been explored.  

Market orientation has its own merit of increasing firm performance through 

application of available information and physical resources (Zar, 2021). The 

important determinants of successful NPD process in Thailand SMEs in food 

industry include market orientation and appropriate production technology 

(Ueasangkomsate & Suksatean, 2024). In contrast, market orientation cannot 

predict the success of food processing SMEs in Thailand, although it can enhance 

innovation (Suriyasenee, et al., 2023). Market orientation has a positive and 

significant effect on product development and innovation in the food processing 

industry in Indonesia (Razak, et al., 2024).  

Considering the availability of different sources of information, the 

outcomes of the businesses rely on how such data are adopted and applied with the 
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existing resources. It is vital to formulate a strategy product/market expansion grid 

aimed to create uncontested market space, making competition irrelevant 

(Talaengsatya, 2022). From these findings, it was found that there were gaps in 

understanding the effects of market information sources and market orientation on 

NPI. For Myanmar, where the information availability is extremely limited, there 

is a strong need for exploring the effect of market information sources and market 

orientation on NPI.  

 To conclude, this comprehensive literature review has elaborated upon the 

gaps in knowledge and contributed to the understanding of the research variables. 

The first gap is role and availability of market information and information sources. 

The second gap is understanding market orientation constructs and NPI constructs. 

The final gap is the effects of market orientation and market information sources 

on new product outcomes. The following figure shows a proposed conceptual 

model of the study and explanation of the model in accordance with the research 

objectives.  

 

 

 

 

 

 

 

Figure 2.6: Proposed Conceptual Model of the Study 

 

 Figure 2.6 elaborates a proposed conceptual model developed for this 

study. The research aim is to explore the role of market information sources on NPI. 

The first objective of this study is to identify information sources and types 

available for FDCL. The gap analysis has showed that there is a difference in 

importance and availability of information sources between countries and industrial 

contexts. The common notion is that the information sources serve as reservoirs of 

market changes and knowledge about competitors and technological updates 

(Dabrowski, 2019). Unlike other countries, certain information sources in 

Myanmar, such as government support programs and institutional sources, are weak 

which makes private business ventures liable to get proper information access for 

better innovation outcomes (Win, 2021). Yet, there are other information sources 
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available in the public, and therefore, companies need to identify and interact with 

the market changes. Therefore, market information sources has been considered as 

the backbone of the conceptual model.  

 Market orientation is regarded as the bridging phenomenon and key 

determinant of turning market information into workable ideas and business 

opportunities (Doucouré & Diagne, 2022). The gap analysis identifies the 

theoretical and practical gaps in understanding of evolving market orientation 

phenomena. The behavioural and cultural approaches have been considered as the 

initial understandings of market orientation concepts. In consideration of research 

objective 3, the market orientation is the adaptation and combination of market 

changes and organisational capabilities. Therefore, the market orientation is 

considered as an independent study variable and examines the interaction between 

the market, the organisation, and the outcomes.  

 The NPI is widely regarded as a measurement of success of new product 

outcomes. Gaps have been found in the conceptualisation of NPI as well as in the 

relationship between market information sources and market orientation on NPI. 

For the former, NPI conceptualisation will be done to fulfil research objective 2. 

The latter is part of the research objective 3 which is complementary to the 

conceptualisation of market orientation. NPD is a common response to market 

orientation and innovation, and NPI is widely regarded as an important predictor of 

new product success (Mayr & Millemann, 2021).  

 However, the NPD is not a one-time and simple process, although market 

acceptance is important for the success of new products. The dynamic nature of 

market and technology highlight the need to modify the existing products. From a 

novelty perspective, the perceived newness depends on customers and technology 

(Aboelmaged, et al., 2023). These changes are available in the evolving 

marketplace. There is evidence of the effects of market information sources and 

market orientation on NPI (Dąbrowski, 2018; Alhakimi and Mahmoud, 2020). In 

addition, market orientation can also improve the characteristics of products where 

customers can perceive higher value. Therefore, NPI is regarded as a dependent 

variable of the study. 

 To conclude, the literature review section elaborates upon the concepts of 

market orientation, market information and information sources - NPD, innovation 

and NPI. Three background theories, innovation theories, institutional theory and 

opportunity recognition theory, underpin the literature review. The review of 
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empirical evidence has been completed in a global research context and in the 

context of Myanmar. Gaps have been found in the nature of market information 

sources in different contexts, market orientation practices and NPD efforts. In 

addition, there is limited evidence on new product innovativeness constructs in 

within the Myanmar context. 
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Chapter 3: Research Methodology 

 

 In this section, the methodology of the study will be explained in detail. To 

fulfil the research aims and to answer the research question, choosing an appropriate 

methodology is essential. The methodology for this study is based on the research 

onion model (Saunders, et al., 2009). This model provides the basis of 

methodological development in step with academic integrity and is widely used in 

both social and natural sciences (Lloyd, 2012; Raithatha, 2017). Based on the 

research onion model, this section will include the research philosophy, the research 

approach, the research strategy, the research method, the selection of research 

participants, the data collection technique and procedures, and ethical 

considerations.  

 

3.1. Research Philosophy 

 The research philosophy is a key determinant of research as knowledge and 

understanding of a phenomenon in a particular context (Saunders, et al., 2019). 

Social science researchers tend to examine the usefulness of existing concepts in 

different social contexts or create new knowledge with deeper or broader 

understanding of different actors relevant to the phenomenon (Bryman and Bell, 

2015). Arguments on social phenomena result in two broad classifications of 

research philosophies: ontology and epistemology. Ontology is ‘the study of being’ 

and focuses on the nature of the reality the researcher aims to examine including, 

but not limited to, structure and its existence (Ahmed, 2008).  

 Ontology in business research emphasises the study of being, a system of 

beliefs reflecting the interpretation of the researcher about what constitutes a fact 

(Blaikie, 2010). Bryman and Bell (2015) states that the concept of social ontology 

focuses on the nature of social entities. Moon and Blackman (2017) claim that 

ontology is the search for the reality existing in the world and creating the 

knowledge of events which have happened. Similarly, ontology is regarded as 

questioning whether social reality exists regardless of perceptions, conceptions, 

interpretations and contextual characteristics (Ormston, et al., 2014). Therefore, 

research ontology is a philosophical stance based on the views of researchers and 

the nature of reality whether it is objective reality or subjective reality (Pessu, 

2019).  
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 Epistemology is ‘a way of understanding and explaining how we know 

what we know’ (Crotty, 2003; cited in Ahmed, 2008; p. 3). Bryman (2008) defines 

epistemology as an issue or a question about the knowledge of a particular 

discipline. Epistemology is the fundamentals of knowledge explaining the form and 

nature derived from ontological stances thereby showing how that knowledge can 

be acquired and disseminated (Al-Saadi, 2014). Epistemology also examines the 

relationship between the researcher and the researched topics. Traditionally, there 

are two unique and dichotomous philosophical stances namely objectivism-

positivism and constructivism-interpretivism whereas the modern approach 

includes consideration of constructive realism and pragmatism (Melnikovas, 2018).  

 Objectivism means the social phenomena and the entities related externally 

to other social actors (Saunders, et al., 2009). The objectivist ontology assumes the 

existence of reality and tries to conduct objective analysis of its nature over different 

circumstances (Hiller, 2016). Studies under objectivist ontology considers the 

researchers’ assumptions and beliefs related to the research topic rather than 

disclosing the other perspectives of the particular topics (Hiller, 2016). Such studies 

focus on the scientific data collection, analysis and interpretation without 

consideration of underlying philosophical foundations of why these findings lead 

to knowledge (Alvesson & Sköldberg, 2009).  

 Conversely, constructivist ontology discovers the reality and defines its 

existence by own cognition (Shannon-Baker, 2023). Quoting from Crotty (1998; p. 

8-9) who stated that constructivism is ‘no meaning without a mind’ and this 

provides the philosophical standpoint of being specifically subjective (Hiller, 

2016). Constructivist studies reject the assumptions of being value-free and the 

permanent truth. Instead, they focus on variations and value-laden perceptions and 

situational variations over widely accepted truth (Pascale, 2011). In addition, the 

fundamental objective of constructivism is the participants’ view of the social 

phenomena (Bahari, 2010). Therefore, constructivism examines the idea of correct 

and incorrect theories thereby interpreting and evaluating in-depth the social 

phenomena and its existence through observations and inferences (Levitt, et al., 

2020). 

 ‘Ontological, epistemological and methodological assumptions are inter-

related in a way that answering one question limits how the others are answered’ 

(Guba and Lincoln,1994), cited in Pessu (2019; p. 38). Although selecting the 

appropriate philosophical stance of the research is challenging, it is important to 
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identify the philosophical standpoint which can fulfil the research objectives.  

Before deciding the ontology and epistemology, the philosophies of existing studies 

are considered.   

 Modern business has been regarded as being customer-centric in nature and 

adapting market needs have become a critical concern to business owners and 

managers. As such, market orientation has been thoroughly investigated by many 

academics and professionals to shape its nature and process within the business 

context. Researchers have put great effort into understanding the phenomenon, its 

determinants, and consequences for many years. Two prominent perspectives of 

market orientation have been found in market orientation studies: Kohli and 

Jaworski's behavioural perspective and Naver and Slater's cultural perspective 

(Alhakimi and Baharun, 2010).  

 However, the understanding of the market orientation as a social construct 

is different. For instance, some studies provided nomological knowledge of market 

orientation and predict the determinants and consequences of market orientation in 

the business world (Kohn, 2005). On the other hand, some studies examine the true 

nature of market orientation. Basias and Pollalis (2018) say that business and 

technology studies need a multidisciplinary approach, and no global research 

approach can cover all the essential areas of a phenomenon to be an efficient study. 

As such, the research work mainly contributes to the expansion of knowledge with 

the use of facts, solutions to problems, new theories, or innovative solutions. The 

expansion of knowledge in social constructs or phenomena becomes key to the 

research philosophy, particularly from an epistemological perspective. Therefore, 

the choice of research philosophy is the fundamental component of formulating the 

research design. 

 

3.1.1. Two Contrasting Philosophical Stand Points of Market Orientation 

 To date, many studies on market orientation can be divided into two 

distinct philosophical approaches. The first one takes the approach where 

‘confirmatory market research aimed at validating and quantifying the role of 

market information on outcome of innovation’ is conducted (Søndergaard and 

Harmsen, 2007; p.195), whereas the second one explores the nature of market 

information sources and how the market information has been processed (Inoguchi, 

2011).  
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 In the first approach, market orientation is regarded as a truly existing 

social construct and examines the determinants and associations with other actors. 

From the epistemology perspective, the studies are conducted with a positivist 

epistemological approach, and the confirmatory outlook of the market orientation 

is completed in different social contexts. In such studies, the antecedents or 

outcomes of market orientation are examined. These studies examine the 

relationship between variables or what makes market orientation more effective, 

and the overall objective is the ability to objectify and generalise the findings of the 

research. Therefore, from an ontological perspective, the objectivist ontology has 

been applied through these research methodologies.  

 According to behavioural and cultural perspectives, market information 

and market knowledge are the prerequisites of market orientation. In the systematic 

review of market orientation, those studies under objectivist and positivist 

philosophies have been carried out to examine the different effects of market 

orientation, such as innovation and organisational performance. This approach 

sheds light on the practical importance of market orientation at the operational and 

managerial level.  

 On the other hand, the second approach focuses on the market information 

sources and market orientation as the reality and knowledge of these constructs 

have been built from the evidence of research. The existence of these constructs is 

not absolute but dependent on the subjective judgement of the social actors 

(Saunders, et al., 2019). Unlike the positivist epistemology, this approach explores 

the deeper and broader perspectives of the market orientation, and subjective 

inquiry has been used to discover the actual facts and situation of a particular 

research area.  

 Previous qualitative studies aim to discover the actual nature of market 

orientation in specific industrial and country contexts. For instance, Zebal and Saber 

(2014) explore the specific nature of market orientation practices for a competitive 

edge in Islamic banks which emphasises on what the market orientation means to 

the Islamic banks and how they apply it in practice. As such, the market orientation 

is not a fixed and predictable variable when it comes to the application of real 

business practices. According to a systematic literature review (Gupta, et al., 2019), 

market orientation research is still incomplete and there is a lack of sufficient 

evidence to get more thorough knowledge of market orientation. The purpose of the 

study is to analyse the situation of market information sources over NPD and NPI. 
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The nature of market information sources itself is critical to the business 

organisations, as well as its importance over new product outcomes, which needs 

to be explored in this study. 

 

3.1.2. Philosophical Considerations of Market Orientation in Myanmar  

 The implementation of the market-oriented economy in Myanmar started 

in 2011. With successive trade liberalisation and economic reforms, the 

organisations gained exposure to the international market. During this period, 

measures towards a market-orientation system, such as a regulatory and legal 

framework to promote foreign investment, were accelerated (Taguchi & Lar, 2015). 

Yet, considering the long period of isolation and a closed economy, the transition 

period has had many challenges.  

 The market orientation was still an unfamiliar concept for scholars and 

practitioners. Domestic SMEs did not have much knowledge regarding marketing 

and related activities and the key marketing activities were focusing on the 

promotion using traditional media as major tool and web-based promotion as a 

minor (Wijesena & Hakemulder, 2014). Additionally, there were very few studies 

regarding market orientation in the context of Myanmar.  

 One noticeable study on market orientation was conducted by Zu (2019) in 

the software companies in Myanmar using Narver and Slater’s cultural-based 

concepts. The study uses positivist philosophy assessing the effect of market 

orientation and innovation over performance. It is found that market orientation can 

predict the performance and recommends further studies which elaborates the need 

to explore market orientation concepts in the different industrial sectors (Zu, 2019).  

 Market-orientation is a familiar concept in Western countries, however, 

implementing market-orientation at the firm-level poses serious challenges 

especially in developing countries with weak infrastructures. The market 

orientation frameworks are mostly developed by studies in Western countries. 

Many businesses are locally-owned SMEs and almost all the businesses are 

managed by an owner or family owners. Therefore, decision-making processes and 

management actions are not the same with large and multinational organisations 

and (Peterson, 2006). There is very limited and informal access to market 

information. Being a developing country, infrastructural development is minimal, 

and the environmental conditions are different compared to developed countries.  
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 In Myanmar, the economic reforms started in 2011, and it is in a very early 

stage of reform processes. Before 2011, because of sanctions, businesses had to 

compete domestically and there have been no or very few opportunities to go global. 

Many businesses are locally-owned SMEs and almost all the businesses are 

managed by an owner or family owners. Therefore, decision-making processes and 

management actions are not the same with large organisations and multinational 

ones (Peterson, 2006). Additionally, there is very limited and informal access to 

market information.  

 Being a developing country, infrastructural development is minimal, and 

the environmental conditions are different compared to developed countries. 

During the five-year period, the most significant development has been Yangon 

Innovation Centre, which tends to increase the innovative capability of young 

people and local businesses (Thu, 2022). In addition, most of Myanmar SMEs are 

family-owned, and decision making is centralised and owner-oriented, therefore the 

market orientation decisions and information processes may be unique.  

 According to Phyu (2020), millennials are taking over the family SMEs, 

yet the family culture and tradition remain in the decision-making process. Unlike 

Western countries, information management systems in Myanmar are still 

underdeveloped, and overall business practices are quite different even among the 

regional countries (Powpaka, 2006; Vinogradov, 2024). Likewise, manufacturing 

businesses are more prone to inefficient and faulty market orientation practices.  

 Conversely, with the rise in the entry of multinational companies and in the 

availability of information from multinational corporations, the competition has 

become fierce, and firms need to rely on market changes and market intelligence. 

The emergence of the digital era encompasses the threat of market information 

searching and acquisition. Indeed, the financial requirement of local manufacturing 

companies was high even if the information was readily available. Awareness of 

market orientation was not prevalent, either in practice or amongst academics.  

 

3.1.3. Philosophical Choice of the Study 

 After reviewing different philosophical stances of market orientation, the 

choice of philosophy of the study was completed. According to Powpaka (2006), 

the generalisability of a market orientation framework is limited in many Asian 

countries as there is a potential mismatch between Western management practices 

and non-Western cultural values. To date, there are very few studies on market 
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orientation in Myanmar. Existing studies of market orientation have been done 

using positivist epistemology.  

 One study examines behavioural market orientation on new product 

innovation (Zu, 2019), and the other one examines cultural market orientation on 

firm performance (Win, 2024). The nature of market-orientation has not been 

examined properly and there are many gaps and uncertainties in developing 

countries, particularly in Asia and Africa (Gunnay, 2005; Oduro, 2019). This shows 

the need to understand the nature of market information and market orientation in 

relation to the efficient usage of a firms’ available resources. 

  Furthermore, the aim of this study is to explore how market information 

sources affect the NPI. The NPI concept in the manufacturing industry is still new 

to Myanmar and there is a need to explore the nature of the NPI concept. 

Additionally, market orientation can affect NPI according to the literature review. 

Both variables are not well known in the Myanmar context, therefore, interpreting 

the evidence from the study participants can provide rich insight from practice, 

thereby achieving the research aim.  

 Therefore, examining market orientation and NPI under interpretivism 

epistemology allows for a deeper understanding of the constructs of the Myanmar 

manufacturing sector. From the ontological perspective, market orientation is not 

only viewed as a factor of marketing concepts but also studied as a social 

phenomenon itself. It is generally accepted that market orientation starts with 

change in market information or capability of the organisation, however, the mere 

presence of information cannot guarantee successful market orientation outcomes.  

 Consequently, NPI is regarded as the consequence of market orientation. 

In addition, the empirical findings of previous studies have showed inconsistent 

results on the role of different information sources on innovation performance 

(Bach, et al., 2015). Objective 2 of the study is to the understand NPI construct as 

a competitive advantage for FDCL. Therefore, the construction and interpretation 

of market orientation and NPI can provide fruitful information for a Myanmar 

manufacturing company in the changing economy. Consequently, constructivism-

interpretivism philosophy has been used as the philosophical position of this study. 

 

3.2. Research Approach 

 There are three broad research approaches – deductive, inductive and 

abductive approaches (Fletcher, 2016). The deductive approach is summarising, 
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concluding, extracting and replicating the existing evidence in the different 

contextual circumstances (Bryman & Bell, 2015). The benefits of the deductive 

approach are the ability to generalise the research findings and potential 

contributions in both theories and practice (Roberts, 2014). The inductive approach 

is to build theory from practice whereas the deductive approach is to test theories 

in the practice.  

 The inductive approach is the process of synthesising the knowledge from 

the study observations (Kühn, & Volkmann, 2016) and is more appropriate in 

conducting research under constructivism and interpretivism philosophies. The 

abductive approach is simply the combination of inferences from the inductive 

research studies and useful in conducting research under pragmatism philosophy 

(Lawrence, 2014).  

 The abductive approach can explain or synthesise or modify the existing 

theoretical framework throughout the research process (Dubois & Gadde, 2002). 

Market orientation studies under positivist philosophies objectify the market 

orientation and information-processing activities with accurate measurements. In 

doing so, they can be generalised and applied to different contexts (Saraswati, 

2022). Traditionally, market-orientation studies focus on hypothetical deductive 

approaches where existing frameworks have been used to contribute generalisable 

findings in different contexts (Ponelis, 2015).  

 According to a systematic review of studies from 1990 to 2016, Yu, et al. 

(2017) claim that in-depth studies are required to understand market orientation in 

NPD processes as there are many unexplored mediators affecting the market 

orientation process. The authors also point out that even the deductive approach of 

market orientation and NPD has not been fully discovered as there were a number 

of unexplored determinants of market orientation. In addition, the deductive studies 

have been more useful in explanatory and descriptive types of research and the 

necessary tests have been conducted to confirm predicted outcomes. However, a 

deductive research approach has not been useful for an exploratory study (Saunders, 

et al., 2019). To conduct research in an interpretivism philosophy, various social 

actors and determinants need to be explored, as well as their interactions among 

social group, so that they can be determined for better social constructs (Bryman 

and Bell, 2015).  

 Considering that the realities are socially constructed and interpreted by the 

corresponding social groups (Massa & Testa, 2008), market orientation has certain 
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processes, and the nature of market information might have different impacts on 

overall innovativeness and market orientation practices. In addition, the market 

orientation and innovation activities are highly influenced by a group of people with 

different sets of knowledge and skills. Therefore, to identify the market information 

sources and market orientation, deduction through a framework of measurements 

will not be useful in constructing the true nature of market orientation.  Instead, the 

inductive research approach will yield desired outcomes as it can provide a 

thorough and in-depth understanding of market information sources and market 

orientation attributes in the context of Myanmar.  

 Referring to the Kohli and Jaworski’s work, the market orientation is 

regarded as the organisation’s operational or behavioural perspective and the 

antecedents and consequences have been found to differ according to their 

contextual backgrounds Examples include the type of industry, the sector in which 

the organisation is embedded, and the culture of the organisation (Hinson & 

Mahmoud, 2011). For low-tech manufacturing companies in Myanmar, the 

management rules through a strong hierarchical culture and the nature of decision-

making processes is rigid. Additionally, the nature of market orientation practices 

is not fully known in Myanmar.  

 Therefore, exploring how market information is processed using 

operational dimensions of market orientation (intelligence generation, intelligence 

dissemination and responsiveness to information) could be appropriate to obtain 

desirable results. Conversely, the nature of market information sources may differ, 

and their existence might be questionable as there are very few structural sources 

which are useful for innovation practices. For example, Myanmar has a lack of 

transparency, and the index of doing business in Myanmar is 185 out of 190 

countries according to a WHO report (Malesky, et al., 2019). Favouritism in access 

to information was also found in business which leads to minority business and 

local firms unable to reach necessary information for adapting to market changes.  

 Additionally, the chief aim of the study is to explore the role of market 

information sources on NPI. As there is very little knowledge on the how market 

information sources play a role in market orientation practices and how they impact 

in final outcomes (innovativeness), an inductive research approach is appropriate 

to achieve overall research goals and align with philosophical positions. An 

inductive research approach provides an understanding of the available market 
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information sources and how market information is processed at firm-level 

operations to secure innovativeness.  

 

3.3. Research Method 

 Historically, market orientation studies have been predominantly done 

quantitatively by analysing the antecedents or the outcomes of particular interests 

(Gupta, et al., 2019). In market orientation studies, traditional deductive 

quantitative methodology provides knowledge on the market information sources 

and market orientation but neglects how each construct affects the other on 

operational and managerial levels. For example, in a quantitative study of market 

information sources over firm performance in three different European countries, 

the importance of each information source was different in each country and there 

were many mediators affecting the outcomes (Bach, et al., 2015). However, the 

studies are limited and do not explain the phenomena and causation of different 

outcomes. According to Rokkan (2023), the existing concepts of market orientation 

are too abstract and too broad. Quantitative research methods have privilege of 

reaching many respondents in a limited amount of time in cross sectional studies, 

however, it is difficult to provide comprehensive knowledge of a phenomenon in a 

particular social context.  

 The aim of the study is to explore the situation of market information 

sources on NPI. Considering the constructivist-interpretivist research philosophy to 

understand and construct the knowledge on the study variables, the depth of 

information is mandatory to achieve the research objectives. For a company 

working in a crippled and transitional economy with limited infrastructure and 

market information, the nature of market information needs to be examined rather 

than collective and generalisable analysis in deductive research studies. Therefore, 

a qualitative research method is more appropriate in this research context rather 

than a quantitative research method.  

 According to Saunders, et al. (2019), the qualitative researchers need a 

subjective analysis of social phenomena and construct the meanings within the 

context, thus being in line with its desired philosophies. The authors continue that 

qualitative research methods drive the development of theories or contribute to the 

consideration of a wide range of variables which tends to provide richer 

understanding of existing theories. An inductive research approach has been used 

to build concepts and theories from the actual findings of the study. To reach the 
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study philosophies and research approach, the depth and quality of information is 

essential to obtain comprehensive knowledge within the research context.  

 Qualitative research is complex, but an investigation to understand the 

phenomenon thoroughly is required, especially in new areas of research (Basias and 

Pollalis, 2018). Despite the general understanding of market information sources 

and its effect on market orientation practices over innovation outcomes, it is very 

difficult to conceptualise a comprehensive model and generalise in different areas 

of industries. Similarly, different levels of management might have different 

perceptions and sensitivity on market changes. Likewise, the hierarchy of 

management and existing information flow within the firm also determine the 

overall market orientation practices.  

 In such conditions, understanding the market orientation not as a social 

actor but as a phenomenon itself which, by reflection and abstract thinking, can 

create a better picture of social reality with additional knowledge to existing 

theories (Neuman, 2014). In addition, the culture and management system of 

Myanmar manufacturing companies were different from other industries and 

information management systems are subtle and old-fashioned (Phyu, 2020). 

Qualitative research methods composed of stories and events rather than numbers 

and statistics can give a wider view of a phenomenon, especially within 

organisations. This is more suitable with which to induce theories and concepts for 

further managerial and academic applications (Young & Ryan, 2020). To answer 

the research question on ‘how do market information sources affect NPI?’, a 

qualitative method is more suited to explore the actual nature of market information 

sources and its application as part of the organisational management than a 

traditional quantitative research method. Therefore, a qualitative research method 

was used in this study.  

 

3.4. Sampling 

 Sampling is a selection of a subset of respondents scientifically selected 

from a population to reflect the characteristics of the whole population (Singh & 

Masuku, 2014). The purpose of the sampling is to select the study population's 

representative participants, thereby making conclusions about the whole population 

(Quinlan, et al., 2019). Saunders, et al. (2019) assert that a comprehensive sampling 

design includes sample size, a sampling technique, and a sampling frame. In 

quantitative research, the primary focuses of sampling are randomness and 
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representativeness, and the motives for quantitative studies are time-cost 

effectiveness and the accuracy of the results (Neuman, 2014). However, in 

qualitative research, sampling is the selection of individuals or cases mainly due to 

their relevance to the topic (Flick, 2009). Compared to quantitative studies, 

qualitative studies do not follow the representative sample and the number of 

participants; instead, they focus on the utility, credibility and results from inquiry 

based on a specific logic or purpose (Shaheen, et al., 2019).  

 

3.4.1. Sampling Frame 

 Consideration of the sampling frame is done first to identify who is to be 

involved in this study. Conventional studies on market orientation take one 

respondent from one company, and the respondents are mostly the managers or 

owners of the companies (Win, 2018). In these studies, market orientation is 

interpreted as a phenomenon or a reality, and the answers from one representative's 

responses could cover the whole company's market orientation activities.  

 The alternative approach of market orientation includes implementation 

and internalisation (Kirca, 2011).  Market orientation is a set of activities which 

reflects the behaviour and culture of business organisations (Alhakimi & Mahmoud, 

2020). Different levels of organisations are involved in the market orientation 

process; therefore, an answer from one respondent will not be enough to cover the 

full scope, even in qualitative studies. To understand how each stakeholder plays a 

role in using the market information for market orientation, different levels of 

management and different sectors of the company are regarded as the sampling 

frame for this study.  

 

3.4.2. Sampling Method 

 Sampling methods can be divided into probability and non-probability 

sampling (Symon, et al., 2012). Non-probability sampling is useful in exploratory 

qualitative research where not all the individuals have an equal chance to be 

selected (Ahmad, 2024). In this study, representativeness is not the key concern, 

and the reason is not to make statistical inferences (Lee & Landers, 2022); instead, 

the sample needs to reflect the true nature of market orientation from their 

perspective. Therefore, the informants were selected using a non-probability 

sampling method. Among the non-probability sampling methods, purposive 

sampling was selected as the sampling method for the study. Purposive sampling 
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involves a focused selection of individuals who have specific characteristics, 

knowledge and experience that are directly relevant to the study’s focus (Pretorious, 

n.d.). Being a family-style company, strategic decisions are made by a selected 

group of management people, especially the owners and top managers. All the steps 

of market orientation and innovation activities are conducted by these managerial 

people. Therefore, purposive sampling will be used in this study. Purposive 

sampling is appropriate for holistic analysis of market orientation and in-depth 

investigation of the company.  

 

3.4.3. Selecting the research participants  

 In quantitative business research, appropriate sample size is necessary to 

provide a representation of the target population, adequate reflection of population 

inference, and time and cost efficiency to yield desired outcomes (Louangrath, 

2017). In contrast, choosing a small sample was more appropriate for qualitative 

studies than selecting a large one (Yin, 2009). There are two assumptions on the 

time for closure of further inquiry in qualitative studies: data saturation and data 

sufficiency (Shaheen, et al., 2019). Data saturation is the point where the 

information from the participants is repeated, and the researcher cannot expect any 

new information (Ishak & Bakar, 2014). Data sufficiency can be determined by the 

perception of the degree of sufficient evidence for achieving synthesis purposes 

(Suri, 2011).  

 According to the organisation chart (see Appendix 3), the 125 members of 

the company are divided into four business units centrally managed by 5 top 

management members: two of them are second-generation owners, and the rest are 

third-generation successors. There are senior managers who have worked very long 

for the company, middle or junior managers, skilled employees, and ground staff. 

Details of this are shown in Appendix 3. The company authorised access to conduct 

the study and obtain the company data (See Appendix 4).  

 The selection process included consideration of the question of ‘who to be 

selected’ and the number to be selected. For the identification of research 

participants, the researcher considered practices from empirical studies and 

subjective judgment from the work experience in the company (Dahal, et al., 2024). 

Conventional market orientation studies approach one representative participant 

from one organisation who are usually the owners or one of the top management 

personnels of the organisations (Alhakimi & Mahmoud, 2020).  
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 In FDCL, being a local SME, the critical decisions are always made by the 

owners of the company. There are two second-generation co-founders of the 

company who are the sources of all sorts of operations and decisions throughout the 

company’s history. In addition, there are three senior managers, who have over 20 

years of experience, and understand the nature of the business operations for at least 

two phases of economic transitions. These five participants were selected as 

research participants. Empirical evidence reveals that respondents from marketing 

department and research and development can provide the relevant information 

regarding market information and market orientation practices (Pichlak, 2016; 

Schulze, et al., 2022).  

 Additionally, SMEs have important internal factors such as R&D 

investment and training, the owners’ technical education, work experience and 

workforce skills (Vrgovic, et al., 2012). The FDCL has its own procurement station, 

which is known as the workshop, led by two experienced and skilled professionals. 

There is a range of product development and maintenance activities to assist the 

manufacturing process and customisation efforts. These two professionals were 

selected as research participants. According to the literature, customers are 

critically important for successful innovation opportunities (Webb, et al., 2011). In 

FDCL, the salesman, including the delivery team, are frontliners engaging with the 

customers. Thus, some participants were selected from the sales department.  

 In the sales department, there is one manager, two people in the sales staff, 

four driver, and five people in the operation staff. Among them, the manager, one 

salesperson, and one driver were chosen as participants. The manager and the driver 

both have experience in dealing with customers and have worked for a couple of 

years in a manufacturing site, and therefore, they have operational knowledge of 

information processing and application in manufacturing. Regarding the two 

salespeople, the selection was based on their years of experience and potential to 

communicate directly with the manufacturing site.  

 The operational function of FDCL is supported by junior managers, 

supervisors, and operational staff. However, they never have authority to make 

decisions. Instead, they provide a bridge between top management and operations. 

The basis of management philosophy within the organisation is centralised, often 

characterised by family relationships, one-person decision making, and a restriction 

of access to business and information (Grosz, et al., 2023). Although there is a 

hierarchical structure in FDCL, the difference in each role is subtle as the level of 
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access to different external information is limited to the processing of the 

information provided by owners and senior managers.  

 Selecting research participants other than owners, senior managers, and 

technical experts was not challenging. However, it was not enough to reach the 

study goal and philosophy. These participants would provide what is found in the 

conventional market orientation studies from the management perspective. This 

would not have fulfilled the research objectives, which was to explore the 

understanding of study variables and their roles in managing product 

innovativeness by FDCL. As such, the broader perspective of data from stories of 

different roles were needed.  

 The researcher was afraid of under-selecting participants and under-

informing participants. Therefore, the researcher spent some time reviewing who 

the contact points were on a daily basis and the tasks of each employee in the 

workplace. The researcher has prior knowledge of the participants’ understanding 

and awareness of the market information and NPD. The selection of the study 

participants was made by expert judgment on some thresholds, which include years 

of work experience, level of expertise, areas of work, and responsibility. This was 

done with the intention of providing a picture of how the company processes market 

information, and of how the company conducts market orientation and NPD, and 

has done so throughout the company’s history.  

 The next step was the consideration of the number of participants. 

Although the sample size does not necessarily need to be representative and 

random, as in quantitative studies, the appropriate sample size is required to yield 

credible results (Saunders & Townsend, 2016). There are two approaches to 

considering the sample size: the first one is a guideline by experts and the second 

one is based on principles of saturation (Kumar, et al., 2020). According to Mason 

(2010), an ideal sample size for qualitative interviews should be between twelve 

and twenty-six. Based on the principle of saturation, there are no published 

guidelines to estimate the saturation point (Marshall, et al., 2013), instead it varies 

differently according to the study aim and objectives (Kumar, et al., 2020). 

Therefore, rather than the marketing department or personnel, the top management 

level plays a key part in conducting innovation activities. Consequently, of all the 

125 employees, 2 owners, 3 senior managers, 1 assistant manager, 3 supervisors, 2 

technical experts, and 6 ground-level employees, including sales staff, were 
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selected to be study participants. As a result, a total of 17 participants were selected 

as the key informants of this study.  

 To conclude, to align with the study objectives, the members of FDCL were 

regarded as the population sample, and a purposive sampling technique was used 

as the sampling method for this study. In determining the sample size and the 

selection process, the researcher’s pre-existing knowledge and empirical evidence 

from previous qualitative studies were used. The former was backed up by 

bracketing practice, which is ‘the task of sorting out qualities that belong to the 

researcher’s experience of the phenomenon’ (Drew, 2004; p. 215). The familiarity 

of the potential participants can result in a bias in selecting the research participants. 

Yet, the researcher was able to pin down the appropriate participants to enrich the 

data to fulfil the research objectives. Throughout the selection process, the 

researcher used bracketing practices which include consideration of emotional 

factors and cognitive processes related to the research topic (Grajzel, 2025). 

Bracketing does not reduce subjectivity but instead embraces potential adverse 

effects of the research process (Tufford & Newman, 2010). The critical reflection 

on the choice of participants is clearly discussed in “Section 3.6: Ethical 

Considerations”. A total of 17 participants were selected to conduct the research. 

The next section will outline the research data and data collection methods used in 

this study.  

 

3.5. Research Data  

 Data in business research is critical in expressing the numeric or quality of 

information which reflects the situation or context in a research study. “Primary 

data refers to original, unpublished information collected directly by the researcher 

for a specific research purpose” (Karunarathna, et al., 2024: p. 2). Primary data is 

factual, original and in real-time ,whereas secondary data is rapid, easy and related 

to the past (Ajayi, 2023). Primary data is particularly useful in studies designed for 

a specific research purpose and can provide more valid, reliable, objective and 

authentic viewpoints of a specific context than secondary data (Taherdoost, 2021).  

 The major disadvantage of gathering primary data is its challenging nature, 

resource consumption and the need for proper planning and handling to ensure that 

the data is relevant and accurate to the research objectives (Karunarathna, et al., 

2024). However, this study was designed to explore the understanding of the 

information sources and how the information is processed at different levels of the 
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company. There was no prior study nor collected data regarding market information 

throughout the company history as well as no` prior understanding of the 

phenomena on market orientation and NPD practices. There were records and data 

regarding operations, formulation, customer contacts, and supplier contacts but 

there was no evidence on information processing manual or procedures in the 

company. Therefore, secondary data was not useful and consequently, primary data 

was used in this study. 

 Qualitative primary research can be categorised into mono-method 

qualitative research, multi-method qualitative research, and as part of mixed 

method research (Saunders, et al., 2019). The mixed method research design is 

useful in the pragmatist research philosophy where complex and rich data is 

expected to solve the problem and contribute to future practice (Bryman and Bell, 

2015). The difference between mono-method and multi-method research methods 

is the number of data collection techniques and multi-method qualitative research 

using more than one form of data collection methods. The research instrument 

expresses the  procedure of how the study is conducted to fulfil the objectives 

(Iosifides, 2017). The mono-method is useful in the research context focusing on 

qualitative or quantitative data gathering (Melnikovas, 2018). The mono-method is 

applicable to qualitative investigations as it can provide the depth of information as 

stories and facts that the informants encounter in the daily practices, thereby further 

conceptualising additional facts to the existing theories.  

 There are a number of data collection methods for mono-method 

qualitative primary research. The three most common qualitative data collection 

methods are in-depth interviews, participant observation and focus group 

discussions (Mack, et al., 2005). Qualitative in-depth interviews provide rich 

insights through one-on-one interactions with a researcher, thereby allowing 

participants to freely share their thoughts, behaviours and experiences (Oberoi, 

2024). In-depth interviews can provide a depth of information even when conducted 

as the sole method of data collection. Interviews are applicable when the 

researcher’s intention is to gather facts for further insights or for further knowledge 

on opinions, attitudes, processes and experiences (Rowley, 2012).  

 Focus group discussions can produce data that are rich, natural, 

spontaneous and unpredictable (Hennink, 2014).  The focus group discussions can 

provide wider opportunities and can generate new information from interactions 

among group members (Barbour & Morgan, 2017). The focus group discussion can 
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provide a synergy effect from group interactions and can create an authentic 

environment where each participant can influence another (Akyıldız & Ahmed, 

2021). Participant observation is a data collection method where a researcher takes 

part in daily routines of particular social groups to gain a deep understanding of a 

particular situation or phenomenon (Salmons, 2023). It is an appropriate method to 

understand group culture, behaviour and attitudes in the context and their routines, 

and ultimately provide holistic understanding of the phenomena (Ayton, 2023).   

 The study focuses on the understanding of study variables and to 

understand how market information sources affect NPI. Instead of focusing on the 

behavioural aspect and interactions among members of the organisation, this study 

aimed to examine how the members of FDCL understand and apply market 

information sources in their routine operational activities. In addition, this study is 

under the constructivist-interpretivist philosophy, exploring how each participant 

portrayed their respective role in information processing, thereby affecting the 

product outcomes. Therefore, qualitative interviews and focus group discussions 

were considered.  

 The focus group discussions heavily rely on the social dynamics in groups 

where participants have different social statuses (Schuster, et al., 2023). For 

instance, in group settings where participants do not know each other, they may 

freely express their opinions and may challenge other participants’ opinions and 

arguments without any fear (Mishra, 2016). In contrast, in organisational studies, a 

focus group can generate ethical challenges, such as confidentiality and anonymity, 

and over- or under-disclosure of sensitive information (Sim & Waterfield, 2019). 

Instead, the empirical evidence concludes that in-depth interviews provide more 

sensitive information than focus group discussions (Schuster, et al., 2023). The 

participants have a greater chance to allow researchers to ask sensitive topics  

(Fischer, et al., 2014). In addition, interviews allow the participants to explain how 

they understand and interpret the events happening around them in their own unique 

style (Knott, et al., 2022).  In-depth interviews can provide a vast flow of 

information, and its nature of subjective narration can reflect the perception of the 

research participants on market orientation. In addition, in-depth interviews are 

well-suited to gain deeper insights into the participants’ experiences (Knott, et al., 

2022). 

 The facilitator (often the researcher himself) of a focus group discussion 

plays a major role in enriching the data. The participation as the facilitator, if an 
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outsider, can play several roles: as a chair, a safe third-party, an ally and a witness 

of a particular phenomenon (Ayrton, 2019). In this study, the researcher holds 

management authority that could affect the quality of data in focus group 

discussions. Focus group discussion will not be useful in this context as the 

participants may not feel comfortable talking openly in the group (Boyce & Neale, 

2006).  In formal and informal meetings, the majority of employees usually remain 

silent and mostly listen to the instructions that superiors will provide.  

 The company has been centrally controlled with an uneven power 

distribution across the organisation. From a routine operational perspective, the 

junior employees never question the senior employees’ or managers’ instructions. 

In the informal meetings or talks, they mostly remain silent and listen to their 

superiors. The same applies for the managers and senior managers when they are 

dealing with the owners. Although there is questioning and two-way conversations 

sometimes, they usually listen to the instructions from the owners. The business 

culture of Myanmar is primarily influenced by religious belief and Myanmar has a 

strong hierarchical structure and power distance (Grosz, et al., 2023). Qualitative 

interviews can build the rapport with the participant, understanding the background 

situation and culture of the participant (Dunwoodie, et al., 2023). Although being 

an insider researcher poses potential ethical challenges, there is the benefit of the 

rapid development of rapport with the participants (Aburn, et al., 2021). The 

discussion on critical reflection of choice of data collection method can be found in 

“Section 3.6: Ethical Considerations”. 

 

3.5.1. Constructing Interview Questions 

  The qualitative interviews can be classified into structured, semi-

structured and unstructured interviews (Cassell, 2015). To the best of the 

researcher’s knowledge, there is no prior study in the company, nor in Myanmar, 

therefore primary data collection was done using open-ended semi-structured 

interviews in this study. Qualitative interviews are characterised by having a low 

degree of structure, and through placing an importance on open questions and a 

focus on specific situation or actions in the participant’s routine tasks (King, 2004). 

Semi-structured interviews provide greater clarification, a deeper understanding 

and a more analytical viewpoint of a particular context guided by general 

phenomena or concept or theory (Abdullah, 2019). Designing interview questions 

for this study is difficult for two reasons: the first one is that there is a limited 
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number of qualitative case studies focusing on the market information sources and 

innovativeness even in the ASEAN member countries; and the second one is the 

contextual and cultural uniqueness.  

 The pre-designed interview questions were based on the studies conducted 

in Western countries. Beginning with Kohli and Jaworski’s work of market 

orientation, Blankson (2006) has designed a set of interview questions to enable a 

qualitative study on market orientation. Based on this research, the interview 

questions were adapted using other qualitative studies (Gresham, 2005; Kohn, 

2005; Zebal and Saber, 2014; Pitchayadol, et al., 2018). The interview questions 

for this study consist of two components: demographic questions and in-depth 

interview questions. The first part includes the demographic characteristics of the 

respondents specifically related to work experience in the case company, education, 

department they are working in, and key responsibilities. The basis is to examine 

their job characteristics and involvement in the market orientation process. The 

second part of the questions were sub-divided into four parts – market information 

sources, market orientation, NPD and NPI.  

 

3.5.2. Pilot Interviews 

 As this is the first time that research has been conducted in the company’s 

history, no one was familiar with the research studies nor the interviews. The 

researcher was worried about participants misunderstanding questions and from 

deviating from for the research aims. Therefore, the pilot interviews were done 

using the pre-designed semi-structured interview questions. Three informants from 

three different departments (production, sales and distribution, and compounding 

sections) were selected for convenience and by their voluntary participation in a 45-

minute interview. All three interviewees have over three decades of working 

experience in the company under the same manager and have full knowledge of the 

company’s history and culture. As such, they were believed to have the most 

knowledge about the general marketplace and operational processes across all 

departments. The interviews were scheduled in the office room of the factory where 

the casual meetings usually took place. In addition, while recruiting for the pilot 

interviews, the participants chose the office room as the most convenient, secure, 

and safe place for them.  

 All the participants answered the questions to the best of their knowledge, 

and it was found that there were problems in question wording and question 
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understanding in the first round of pilot interviews. For instance, the participants 

had never heard of the terms ‘market orientation’ and ‘product innovation’, showed 

confusion and showed uncertainty around the terms ‘Market information’ and 

‘market information sources’. The initial interview questions included behavioural 

and cultural perspectives of market orientation such as customer orientation, 

competitor orientation, inter-functional coordination, intelligence generation, 

intelligence dissemination and responsiveness.  

 The part of the first interview questions is in Appendix 5. During the 

interview process, the participants were informed and received initial insight about 

simpler terms that they were already familiar with in daily operations. Such words 

include customers, competitors, colleagues, cooperation, and information sharing. 

The first round of pilot interviews provided both parties with knowledge that filled 

the possible gaps of interview process between researcher and research participants. 

The question wording was rearranged to be simpler with words commonly used on 

a daily basis. For example, instead of, ‘What are the market information sources 

available in your company?’, the simpler questions to be asked was, ‘Where do you 

get market knowledge or market information?’ The second round of pilot interviews 

was conducted with the former interviewees to confirm the clarity of question 

wording and to finalise the questions. After two pilot interviews, the experience of 

the interviews was discussed with the supervisory team and the final set of interview 

questions was approved. The situation of pilot interviews are as follows: 

 

Table 3.1: Situation of Pilot Interviews 

Participant Identity Issues/Challenges after 

first pilot 

Issues/challenges after 

second pilot 

Participant1 Terminological 

understanding issue (e.g. 

do not understand key 

terms Market orientation, 

innovation, 

innovativeness)  

No specific issue  

Participant2 Terminological 

understanding issue (e.g. 

do not understand key 

terms Market orientation, 

Some terminological 

understanding issue 

(e.g. – customer, 

network organisations) 
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innovation, 

innovativeness) 

Participant3 No specific issue No specific issue  

 

3.5.3. Scheduling the Interviews 

 After two rounds of pilot interviews, the final set of interview questions 

was designed, and the interview schedules were started (Appendix 6). The initial 

request was via verbal and written requests to individual participants together with 

the translated questions, participant information sheet, and consent forms. The 

interview appointment was taken upon their availability. The place of interview was 

done in the office where they felt most comfortable. As it was frequently used as a 

meeting spot, the timing and information on conducting an interview was provided 

in advance to avoid unnecessary disturbances. Each participant was reassured that 

the interview was private and secure, and the face-to-face interview was done in the 

meeting office. The interview was recorded by the interviewer for transcribing and 

translating for further processing.  

 

3.6. Ethical Considerations  

 Before conducting this research, ethical courses, such as good research 

practice, a research integrity course (social and behavioural science) and an ethical 

research course (optional) were completed before the start of data collection, and 

all stages of research were carried out within the ethical policy guidelines of the 

University of Northampton. The full ethical approval was obtained from the 

research ethics committee at the time of the research proposal and adjustments were 

submitted for further approval throughout the research stage.  

 An insider researcher shows a potential advantage in the study of culture 

and way of life of a particular community with their background knowledge about 

the potential participants, their relationships, and the nature of their work (De 

Verteuil, 2004; Saidin and Yaacob, 2016).  As such, the interview process could be 

smoother than outsider research studies (Saidin & Yaacob, 2016). In contrast, 

Brannick and Coghlan (2017) also highlight the possibility of duality in the role of 

the insider researcher. Indeed, in this study, the researcher played a dual role: as a 

doctoral research candidate as part of an academic career and is the other as having 

a personal and professional relationship with the employees.  
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 Indeed, being a member of management, the data and participant access 

was supposed to be easier than it would have been for an outsider researcher (Gott 

& Hoare, 2021). Nevertheless, the researcher was aware of and mitigated the 

potential ethical risks of qualitative and insider researcher study (Fleming, 2018). 

Critical reflection provides sensitivity and attention to challenges of 

methodological considerations to maintain integrity and ethical research (Githaiga, 

et al., 2023; Ademolu, 2024). According to Aburn, et al. (2021), there are four main 

challenges of being an insider researcher: power differences, managing emotions 

as a researcher, assumptions over the events, and participants’ over-disclosure due 

to shared experience. In this section, the issues of being an insider researcher are 

discussed. The issues addressed in this section are the power influence, loss of 

objectivity, critical reflection on identifying these issues and how the research 

integrity is maintained.  

 Power and positional influence are common ethical issues concerning an 

insider researcher (Greene, 2014). Fleming (2018) points out that the risk of power 

is more prominent when the researcher’s power is relatively higher than the 

participants.  At different stages of the methodology, the researcher’s professional 

power challenges the integrity of the research. For instance, chosen study 

participants may have prior knowledge of the insider researcher. Selecting the 

research participants under purposive sampling techniques needs a thorough 

understanding of the demography of the participants and works under the 

assumption that such participants can provide the required information. The 

researcher subconsciously fills in the blanks of the context from the prior experience 

and knowledge (Healey, 2017).  

 The selection criteria are primarily composed of the work experience and 

level of engagement with customers or operations of FDCL. The researcher 

understood the promotional practices, communication patterns and control of the 

operations, which prioritises loyalty and seniority rather than skills and capabilities. 

Considering the behaviour and culture of the company, senior managers have 

highest operational knowledge among employees. In addition, the hierarchical 

structure and culture of the company provides prior understanding on the benefits 

of purposive selection of the other participants. Thus, the participants are selected 

based on the professional experience of the researcher. Indeed, the study provided 

valuable insights from the participants with their roles and responsibilities in the 

company.  
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 Power distance between researcher and participants also affects the 

recruiting and data collection steps from negative knowledge-sharing behaviour 

(Xingshan, et al., 2019). As the researcher is a board member of the company, the 

employees might have thought that study participation was mandatory and 

inevitably accept to participate in the interview. The researcher was fully aware of 

such a possibility and approached this matter cautiously. A researcher’s power is 

deemed to be negotiated in conducting research (Saidin & Yaacob, 2016). It was 

clearly noticed that participants were the staff to benefit the least from the study and 

protection of their identities and appreciation of their participation was therefore as 

important as obtaining adequate information from research. Thorough debriefing 

and assuring enhances a participant’s trust and active and voluntary participation.  

 Maintaining confidentiality and anonymity is always critical and needs to 

be considered in every stage of research, particularly in a sensitive environment 

(Bryman and Bell, 2015). All the participants were informed and assured that all 

their personal information would be kept confidential, and their data would be 

processed anonymously at every stage of the study. Therefore, the active 

participation needed to be negotiated to get rich information from the qualitative 

interviews. The researcher was fully aware that the participants could have felt 

inconvenienced regarding the potential effects of participation on promotion, 

reputation, and incentives in their work. Thus, the participants were reassured that 

the study was for the academic purpose of the researcher and were reassured that 

the information from the interview would not affect their work. In reality, there was 

active and voluntary participation, and some participants did feel happy to have a 

chance to talk about their roles in the company. They were even nervous about the 

quality of information they were about to provide.  

 Objectivity is another ethical consideration of insider and qualitative 

research studies. Insider researchers need to consider potential biases and loss of 

objectivity in data interpretation and evaluation due to their over-familiarity with 

the research context (Chavez, 2008). Being an insider researcher has its merits in 

sharing a common professional background and culture, as there is a strong 

chemistry existing between researcher and participants which is commonly referred 

to as, the biographical baggage (Cohen, et al., 2007). However, such insider 

knowledge may be used to fill the gaps in the responses of the participants during 

interviewing and interpreting the results. Aburn, et al. (2021) also agree that an 
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insider researcher runs the risk of making assumptions about events through being 

over-familiar with the organisation and its members.   

 In studies conducted with an outsider stance, the researcher carries out the 

study without prior knowledge nor experience regarding the context or topic 

(Unluer, 2012). In contrast, insider researchers have assumptions and prejudice at 

every stage of research. Considering the central control of authority and hierarchical 

structure, in-depth face-to-face interviews were used as data collection method. 

During the actual interview process the participants were found to be relaxed and 

answered questions to their best of their knowledge. Each individual spoke openly, 

clearly and frankly. For some participants, the interview was as comfortable as 

though they were talking to their colleague.  

 The reason could be due to the family-style relationship between the 

participants and the researcher. Conversely, there were some challenges from the 

interview process. The first one was participants’ assumptions of the level of 

operational knowledge of the researcher (Ademolu, 2024). This affected the 

detailed explanation of certain phenomena or events related to the study variables. 

Prompt or follow-up questions solved misunderstandings about the terminology. 

Secondly, there were challenges about the familiarity of question-wording which 

was different to routine conversations. This problem was solved during the pilot 

interviews and the rearrangement of the question-wording according to their 

outcomes.  

 The subjective nature of the qualitative and insider researcher also affects 

the data collection and data analysis. From an axiological perspective, the results 

had a risk of value-boundedness. However, it is important that a researcher’s 

interpretation and flexibility are key to obtaining appropriate results. Although 

qualitative methodology is not value-free, the interviews were designed to avoid 

leading questions and closed questions. The prompt questions and follow-up 

questions were also asked throughout the interview for richer data from the 

interviews.  

 In qualitative insider studies, there is a risk of compromising the reliability 

in that the participants are fewer in number than quantitative studies leading to 

difficulty in generalisability. Indeed, the philosophical and methodological 

paradigms need subjective interpretation of the situation being analysed. However, 

to ensure the validity of this study, interview questions were adapted from previous 

qualitative studies. A set of semi-structured interview questions were prepared and 
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consulted with the supervisory team from University of Northampton. Pilot studies 

were conducted twice to clarify the correct understanding, and the questions were 

adjusted according to the results of the pilot interviews. During the pilot interviews, 

it was noticed that respondents sometimes did not explain in detail about some 

routine procedures as they thought they would already be familiar to the researcher. 

In addition, the researcher sometimes neglected to clarify with follow-up questions 

and mistook the understanding not as a researcher but as a managing member of the 

company. The issues/challenges of the two pilot interviews are described in Table 

3.1.  

 

3.7. Data Management  

 During the interviews, the conversation was recorded by request and the 

scripts were noted down and translated to English in the password-protected 

computer. The completed and translated scripts were immediately kept in a separate 

and clearly labelled file. The registration numbers of the scripts were noted down 

in the research record book. The voice records were stored on a networked drive 

with a separate password-protected folder. The completed scripts were stored as 

electronic versions on the networked drive in a separate password-protected folder. 

The manuscripts were named anonymously as ‘Manuscript of Participant No.’, and 

their names were also not included in the manuscripts.  Data entry and coding was 

done after all the necessary interviews were completed, and the record was written 

down and translated. Data entry and coding was done using NVIVO. The data file 

was directly uploaded to the networked drive in a separate and password-protected 

folder.  

  

3.8. Data Coding and Analysis  

 A code in qualitative research is a word or short phrase indicating the 

summarised version of qualitative data and represents the salient essence, capturing 

the symbolism of particular information (Saldaña, 2013). Yin (2014) states the five 

steps of data analysis – compiling, disassembling, reassembling, interpreting and 

concluding. The transcribed interview scripts were put into the NVIVO 12 

programme resulting in a compilation of a total of 17 interview scripts (See 

Appendix 7). The second stage was the dissembling step where nodes are generated 

from the keywords of the interview responses relating to this study. The contents of 
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the scripts were disassembled into manageable nodes and fragments. This is the 

coding stage of the data analysis journey and includes three rounds of coding.  

 The first cycle is the preliminary stage which includes primary node 

generation. A total of 97 primary nodes were generated from the manuscript 

(Appendix 8). In creating the primary nodes, the consideration of how each 

response indicates specific terminology and the researcher used subjective 

judgement on the interpretation of the responses. These include the demographic 

responses and responses from qualitative semi-structured interviews. To fulfil 

research objective 1, the useful information sources for the FDCL were identified. 

This was done by word frequency analysis on primary nodes, focusing on the 

percentage of words from the manuscript responses and creating a word cloud from 

the primary nodes. This was followed by qualitative content analysis which showed 

how these information sources existed and the perceived usefulness in the 

company’s history.  

 The third step of data analysis is the act of reassembling through the 

creation of codes and categories related to the themes. Two rounds of coding were 

done, resulting in a total of 71 nodes after the second round (See Appendix 9), and 

70 tertiary nodes were obtained after the third round of coding (See Appendix 10).  

To fulfil research objectives 2 and 3, thematic maps were generated from 

reassembled data. To understand the NPI construct, qualitative content analysis was 

done first.  

 The purpose of qualitative content analysis is to describe the facts and 

answer superficial questions such as what, and who from the given data set 

(Vaismoradi, et al., 2013). Qualitative content analysis helps manifest certain 

phenomena by research participants (Castleberry & Nolen, 2018). This step is 

followed by the generation of themes. Thematic analysis is the ‘recurrent and 

distinctive features of participants’ accounts, characterising particular perceptions 

and/or experiences, which the researcher sees as relevant to the research question’ 

(King and Horrocks, 2010; p. 150). Thematic analysis is a type of qualitative data 

analysis used to present themes that are related to the data (Braun and Clarke, 2006; 

Hurst, 2023; Sovacool, et al., 2023).  

 For the construction of themes, content thematic analysis and latent 

thematic analysis were considered. Both analyses are applicable in qualitative 

descriptive studies which provides a higher level of description and interpretation, 

and similar philosophical backgrounds (Vaismoradi & Snelgrove, 2019). 



 

90 
 

According to Braun and Clarke (2006), there are six phases in thematic data 

analysis: familiarisation of data, generating initial nodes; generating themes; 

reviewing potential themes; defining and naming themes; and production of the 

report. Vaismoradi, et al. (2016) elaborates four steps of theme development: 

initialization phase, construction phase, rectification phase and the finalisation 

phase.  

 According to Dechalert (2024), content thematic analysis manifests content 

from the literal meaning of the data. This includes the phenomenon of how the 

FDCL perceived NPI and how the FDCL partakes of the market information from 

different information sources to obtain NPI. Thematic analysis of NPI 

complimented the findings of the qualitative content analysis. For objective 3, the 

themes were considered based on the conceptual model of the study. The conceptual 

model includes the sources of information, market orientation and NPI. Therefore, 

instead of creating latent nodes, the manifest content was used to interpret and 

conduct thematic mapping (Dechalert, 2024).The themes were interpreted and 

conclusions were drawn from the results of the thematic framework.  

 To conclude, in the research methodology section, an appropriate research 

design was formulated to fulfil research objectives and to answer the research 

question. Constructivist-interpretivist philosophy was used in this study. To align 

with the research philosophy, an inductive research approach and qualitative 

research design were selected. For the sampling, purposive sampling was used and 

17 respondents of FDCL were selected. One-to-one in-depth semi-structured 

interviews were used as method of data collection. Qualitative content analysis and 

thematic analysis were used. The next chapter is the findings and analysis section.  
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Chapter 4: Findings and Analyses 

 In this section, the findings of the qualitative data analysis are presented. 

The aim of this study is to analyse the situation of market information sources for 

NPI in the selected company in Myanmar. 17 semi-structured interviews were 

conducted using a convenient sampling method. The findings are presented in two 

parts: the first part includes the description of demographic information, the 

situation of key study variables such as market information, sources and types of 

market information, market orientation and NPI, and the second part includes the 

thematic framework of NPD, market orientation, NPI and how the different sources 

of market information affect the NPI. 

 

4.1. Presenting the Demographic Information  

 

 

Figure 4.1: Education Status of the Respondents 

 

 Figure 4.1 shows the education status of the respondents. Among the 

respondents, one participant has no formal education, six participants are primary 

school graduated, six participants are middle school graduated, two participants are 

high school graduated, and two participants are university graduated.  
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Figure 4.2: Duration of Working 

 

 Figure 4.2 shows the work experience of the respondents of the company. 

As to understand the nature of market information sources and market orientation 

efforts, the respondents with a long duration of working were selected to fulfil 

research objectives, while a minority of respondents (n = 2) had a duration of 

working fewer than 7 years. 

 

 

Figure 4.3: Responsibility in the company  

 

 Figure 4.3 shows the responsibility of the respondents in the company. As 

this study aims to explore firm-level market orientation and NPD efforts, 

respondents from different departments were selected. There is only one 
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salesperson in the sample because the sales function is linked with procurement, 

general operations and management (as shown in the Organization Chart in 

Appendix 3). 

 

 

Figure 4.4: Position in the company 

 

 Figure 4.4 shows the position of the respondents. The respondents are 

intentionally selected from different hierarchical positions ranging from ground 

level employees to the owners of the company to explore how market orientation 

and NPD is carried out at different levels of the organisation. 

 

4.2. Analysis of Study Variables 

 The demographic analysis was followed by the analysis of study variables. 

These included an analysis of market information, market information sources, 

market orientation, NPD, and NPI. Qualitative content analysis was done for 

general understanding of all the variables. Content thematic analysis was completed 

on market orientation and NPI to construct themes to fulfil the study objectives.   

 

4.2.1. Analysing Market Information  

 The analysis of market information and market information sources was 

started with the analysis of the understanding of terminologies. As mentioned in the 

methodology section, for a qualitative study under constructivist-interpretivist 

philosophies, the truth about the market information, market information sources, 

and market orientation needs to be identified at the organisational level. In addition, 
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the first objective of the study was to identify the market information sources 

available to the company. Therefore, the nature of the concepts of market 

information sources and market orientation were analysed first. Thematic analysis 

was used to construct the variables from the perception of the respondents.  

 Regarding the understanding of the term market information, the 

respondents had different perceptions on the term. According to the findings, the 

market information is the information about the outside plastic market comprising 

customers and competitors. The most used words of the respondents regarding 

market information were ‘customers’ and ‘company’ comprising the weighted 

percentage of 2.82% and 1.88% respectively.  

 The customers include resellers, customers and consumers. According to 

Participant 15 and Participant 16:   

 

“…I know about market information as we have to deal with customers, 

competitors and the market daily…” (Participant 15 and Participant 16) 

 

 A few participants had different understandings of market information. 

Market information is an indicator of the supply and demand which can be further 

be processed for a company’s operations.  

 

“… market information is the term which indicates the rate of flow of goods 

and production as well as the profit of the firm. It also indicates the average 

rate of consumption of goods by the customers. This can predict the supply 

and demand of the market…” (Participant 2) 

 

 In reflecting on the response, Participant 2 seemed to understand the 

information as the flow of goods and production as part of their daily routines in 

the workplace. Instead of market information, they were more familiar with the 

information or instructions on what is to be done.  

 In contrast, most employees had not heard of the term market information 

despite the exposure to the customers upon working on daily commands. In 

addition, they did not have a chance to understand the market information elsewhere 

in the organisation. The respondents who never heard of market information were 

indeed quite unfamiliar with the concept, and there was a discrepancy between 

market information and their daily routines.  
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“…I never heard of the term market information. No one has ever 

mentioned about plastic market information…” (Participant 13) 

 

Market information is perceived as something to be mentioned or found within or 

outside the company rather than regarded as part of the daily routines. They 

considered market information to be a separate entity to what they were using 

during daily operations. Indeed, even knowledgeable participants expressed the 

market information as information about the external market, particularly about the 

customers.  

 

“…As I am working here, I know a little bit of customers and orders. But, I 

am not sure what plastic market will be like outside the factory…” 

(Participant 7) 

 

 According to the study, the market information distribution is found to be a 

top-down approach. The information distribution pattern comes down from the boss 

to the ground level employees. Most of the respondents agreed upon the information 

passed down from their immediate supervisor and manager, who in turn passed the 

information directly from the boss. 

 

4.2.2. Analysis of Market Information Sources  

 The analysis of market information sources was carried out. Content 

analysis was complete using word frequency and word cloud analyses. From the 

tertiary nodes, the nodes related to source of information were selected and 

examined for word frequency and word count, the analyses of which are as shown 

in Figure 4.5: 
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Figure 4.5: Word cloud of sources of information 

 

 The analysis of market information sources was done using word frequency 

analysis and content analysis. The word cloud is the result of word frequency 

analysis. According to the figure, it was found that four words; ‘products’, 

‘customers’, ‘boss’ and ‘orders’ were commonly and frequently mentioned in 

response to the market information sources. The words and phrases commonly used 

in market orientation studies were not found which means there is difference in 

perception and understanding of the words in their daily practice.  

 The former provides an initial insight into the perception of market 

information sources and their accessibility at the operational level. The word 

frequency analysis shows that the two most frequently mentioned words are ‘boss’ 

and ‘shops’. The information from the boss and from the distribution shop are two 

key information sources that are useful to the company. Content analysis continues 

to identify the different sources and types of market information available for the 

FDCL.  

 

External information sources 

 The majority of the respondents agreed that the customers are major external 

information sources for the company. The customers include resellers, distributors, 

consumers/buyers and consumers/manufacturers and they provide market 

information and technical information. The resellers and distributors are those who 

are important players in the supply chain of the construction and electrical wiring 

industries. The resellers and distributors have more market knowledge as they play 
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a critical role in penetrating the market and building the supply network; therefore, 

they are usually the first to identify market changes. 

 

“The most crucial sources are from customers. They are the best informer 

throughout the time… There is a customer asking us if we can manufacture 

the PVC profiles for cement floor decoration. His business is construction 

material supplier distribution throughout the country. One day, he showed 

a sample imported from Thailand and asked if we can produce that one… 

Another example will be PVC Trunking. It was obtained from one of our 

customers. Back then, he used to buy PVC pallets (raw materials) to 

produce that product (PVC Trunking). He was a very small 

manufacturer…” (Participant 2) 

 

 The FDCL owns a shop in the marketplace which serves as a primary 

distribution centre and customer contact point. Resellers and distributors are 

concentrated in the marketplace of Yangon City and provide information to the 

distribution centre or directly contacts the owner of the FDCL.  

 

“…customers approach to us via two ways: one to the shop in the downtown 

where my elder brother manages and the other directly contacts me as we 

are well-known for PVC manufacturer with the lowest possible price…” 

(Participant 15) 

 

 Consumers/manufacturers are sources of information who consume the 

products of the company as spare parts or semi-finished products in their respective 

industries. There was a customer to which FDCL formerly supplied PVC foot soles, 

later providing market and technical information and necessary material to initiate 

an NPD called the ‘flip flop strap’.  

 

“…before we started manufacturing flip flop straps, we were supplying the 

PVC foot sole which is also a part of flip flop footwear. One day, he talked 

with my boss and asked for if the company can supply the flip flop straps. 

My boss asked for design mold from the customer and that he can provide 

compounding and manufacturing using the mold from the customer. After 
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some time, the customer sent required machine molds as requested, and we 

started the production process…” (Participant 2) 

 

  The customers also provide samples to imitate or replicate for further 

application. Such samples give an insight to technical knowledge on compounding 

formulae.  

 

“…customers gave us samples and we have to work based on samples. The 

order requests were made together with the pallet samples. My boss and 

supervisors analyse the pallets and judge the compounding ratio is the most 

suitable to get the closest outcome… sometimes, the sample is consistent 

with our regular compounding formula but sometimes the ratio needs to be 

adjusted” (Participant 11) 

 

 Another important external source of information is networking 

opportunities. According to the findings, the information can be obtained from 

outside networks such as network associations, commercial organisations and 

networking events. Regarding the network associations and commercial 

organisations, several respondents were familiar with the existence of the former. 

However, the participants were not interested in being a member of such 

organisations despite being invited to be a member.    

 

“…Yes, there is Myanmar Plastic Industries Association. I was invited to be 

a member…” (Participant 15) 

 

“…I have heard of the network organizations many times from social media 

and newspaper. However, there is nothing to do with me, and I am not 

interested in them, so I do not try to reach out to them…” (Participant 2) 

 

 One interesting finding regarding the opinion on network organisations is 

that such organisations will not benefit the company.  

 

“… It is time consuming and reduce your focus on your business. Also, some 

of the members are focusing only on their personal gain and I do not like it 

either…” (Participant 15) 
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“…It is worthless being a member of these organizations. In the past, these 

organizations can provide favourable opportunities in relation to 

government or military personnels however in recent times, it was less 

useful. Also, we are not interested in taking risks and spending our time as 

we are good with our own pace, and we get better opportunities to maintain 

our business growth…” (Participant 16) 

 

 In contrast, the importance of networking events for the FDCL is 

controversial among the respondents. It was found that trade fairs and exhibitions 

provide a source of information for visitors. The exhibitions provide product ideas, 

samples, production technology and, most importantly, networking opportunities 

with the exhibitors. In addition, exhibitions are an important point of exposure to 

new technology and new products to enhance customers’ knowledge and 

experience.  

 

“…As a general audience, the trade shows are pretty useful. One of our 

core products was obtained from the connection we got in an exhibition over 

20 years ago. He found a construction-related material (cement tile cornice) 

from Thailand in the exhibition and asked us whether we can make it 

happen… Not every exhibition is useful, but you can get an insight on what 

is new around the world, and if it is useful to your business, you can apply 

it in your core business…” (Participant 15) 

 

“…No, it is not related to our business. It was just electronic goods and 

household goods. In the past, the imported goods were too scarce, and we 

only have a chance to get them from the exhibitions…” (Participant 2) 

 

 However, some participants believed that participating in an exhibition as 

an exhibitor is useless for the company. The exhibition costs time and money, 

however the return is uncertain. In addition, not all exhibitions are interesting, and 

the target audience is broad and unspecific. Therefore, instead of participating as an 

exhibitor, visiting exhibitions as a general audience can provide product knowledge 

and information about the trends of the relevant industry. 
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“…I never joined exhibition as an exhibitor. I think it is just spending 

money. We got our own network to penetrate the market and take a position 

in the marketplace. Also, not all the exhibitions are useful and interesting. 

So, it is better to go around the exhibition as a general audience…” 

(Participant 16) 

 

“…I never joined exhibitions as an exhibitor. It was no use indeed...” 

(Participant 15) 

 

 Some participants agreed that suppliers played a critical role as a source of 

information. Suppliers include chemical suppliers (raw materials, additives) as well 

as machinery suppliers. The suppliers provide the materials and the technical 

knowledge for NPD or better compounding formulations. In the past, the company 

purchased raw materials from suppliers in Singapore. The company met other local 

and international suppliers who could provide various raw materials together with 

the formulations and technical knowledge. 

 

“…once we bought the PVC compound in pallet form from Singapore to use 

for production. From time to time, we met with other suppliers who can give 

us cheaper raw materials with compounding formulae. The raw materials 

are element in nature and need to do the compounding (usually 3-4 different 

elements are required for compounding) but the cost of raw materials is 

hugely reduced compared to the PVC compounds…” (Participant 15) 

 

 The machinery suppliers also act as the company's source of information. 

They provide technical knowledge and procurement activities. In addition, the 

machinery suppliers can provide market information, especially to customers and 

competitors, about what products can be developed using these machines.  

 

“…I got market information from machinery and spare part suppliers…” 

(Participant 17) 

 

 The government also serves as an important external information source. 

There are news, announcements and updates on government websites and 

traditional hard media. With the development of e-government and social media, 
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the information can readily be obtained from the official government websites and 

official social media pages. However, the information is less useful for the company 

in processing and developing new products.   

 

“… We also got information from the government. In these years, there were 

tens or hundreds of announcements on laws, rules and regulations 

necessary for the private sectors… For us, the information are not useful 

for further development or expansion of our business instead they are 

restrictions or reversals of the previous economic development 

measures…” (Participant 15) 

 

 Some participants agreed that general news media outlets are also useful 

information sources for obtaining product ideas and related product knowledge. 

Traditional media, such as newspapers and television, provide insights into new 

products and processes. In addition, social media and e-commerce websites are 

modern tools for finding new product advances, competitors and technical 

knowledge. The internet and social medial platforms provide a source of market 

information.  

 

“…I found it via the internet from the online shopping pages which sell a 

variety of products…” (Participant 5) 

 

“…I heard information from my boss, in the neighbourhood and in the social 

media…” (Participant  17) 

 

Internal information sources 

 One of the most frequently mentioned words is ‘boss’, which shows the 

importance of internal information sources, especially the owner of the company. 

The majority of the respondents agreed that internal information sources play a 

critical role in providing market information to the company. The sources include 

tangible sources, which are specifically identifiable, and intangible sources, where 

the information can be obtained from the operations. The tangible information 

sources include the owners, managers, supervisors and colleagues. The information 

includes both technology- and market-related information.   
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“…Whenever I got information from the owners, what I have to tell them is 

what today's work is and necessary customizations if any…” (Participant 

4)  

 

“…It is my boss. My boss is key role in searching the market and tells us 

what to do. We just follow orders of the boss and work accordingly…” 

(Participant 14)  

 

“…I got information from my 2 direct supervisors. …” (Participant 10) 

“… I was part of delivering and distribution team, so I have some 

knowledge about it…” (Participant 9) 

 

 In addition to tangible entities, market information can also be obtained 

from the routine activities or functions in the workplace. The cross-departmental 

information sharing and interdepartmental coordination are the usual information 

generation activities. For instance, the goods delivery and distribution team provide 

information about customers and the general marketplace of the company. The 

procurement team had abundant knowledge of the machinery and raw material 

matters. The employees of the manufacturing department hold information about 

the manufacturing process.   

 

“… As we are the closest frontliners dealing with the customers, we 

frequently talk with dealers and resellers, and we always see the market 

changes first…” (Participant 3) 

 

 The existence of such phenomena as the market information sources is 

frequently found at the operational level. The modes of information transfer from 

internal sources are by means of instructions and samples. In addition, cross-

departmental information sharing and coordination between departments are 

routine sources of information.   

 

“…They usually tell me what to do sometimes with samples and sometimes 

instruction is enough to initiate doing things…” (Participant10) 
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“… I heard about the customers and competitors from others in the 

workplace who are dealing directly with the customers… I also heard about 

the competitors from the manufacturing site…” (Participant 5) 

 

 To conclude, customers, suppliers, network organisations, and commercial 

associations are crucial external information sources, whereas government and 

networking events can also provide market information outside the organisation. 

The most critical information source is the internal information source, which 

includes tangible sources, and the information extracted from the routines. The 

following sub-section includes the construction of themes and thematic analyses of 

NPI and market orientation and designing conceptual models from the responses. 

 

4.2.3. Theme 1: Constructing market orientation 

 To analyse the market orientation phenomenon, a qualitative content 

analysis was done, and a thematic framework was generated based on the results of 

the qualitative content analysis. The market information is the prerequisite to the 

market orientation.  

 

Information about customers and competitors 

Several participants expressed their understanding of market orientation as a 

phenomenon related to customers and market needs. Understanding the customer 

needs and fulfilling them is a key to success and customer satisfaction. Therefore, 

market orientation starts with understanding the customers. 

 

“…I think market orientation is doing business according to the market 

needs. For example, products are sold decades over decades, attracted to 

the customers and market and our company follows the pathway of good 

selling. I think that is market orientation…” (Participant 14) 

 

“… customers include resellers, consumers, contractors, business which 

use our products as part of their manufacturing or finished products…” 

(Participant 16) 

 

 A few participants agreed that understanding the competitors is one of their 

routine tasks and if there are any changes or updates, they need to report back to the 
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owners. The commodity marketplace, located in the centre of Yangon City, is the 

place where all the existing and new players are concentrated as part of their 

distribution networks. Information about the competitors can provide insight into 

the market trends and anticipate the future direction of the company.  

 

“…As far as I understand, understanding competitors is understanding of 

what is popular in the market, what they are doing, what is hot in the 

market... All I do is notify the boss by phoning him that I found a new entrant 

in the market. Mostly, I was given task to buy samples, and I need to collect 

information such as price, payment plan, order time…” (Participant 3) 

 

 The competitor information includes price, specifications, payment and 

available additional services of the competitors. Sometimes, the employees need to 

buy the samples to inspect to gain further knowledge. 

  

 “…I bought some samples from that dealer and ask the above information. 

We put price tags and gave them back to the boss…” (Participant3) 

“…we buy samples from these shops to inspect the attributes of the 

competitors or new brands…” (Participant 16) 

 

Information processing 

 Despite the importance of customers and competitors, a few participants 

claimed that the company did not have proper information collection mechanisms 

to regularly monitor the market needs, expectations and changes over time. Instead, 

some employees casually collect the information about the products, competitors 

and what is new in the marketplace.   

 

“…We do not have a system to access the customers’ demand…” 

(Participant 15) 

 

“…I am going all round the city for delivering goods, I collect information 

and changes from the market not as a duty, but it becomes a routine task to 

engage with both old and new customers…” (Participant 3) 
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 Although there is no proper information collection system, the company has 

regular operational protocols for the existing products. The product portfolios of 

the company can be classified into two categories: products with regular demand 

and products with fluctuating demand. The amount of production of the first 

category of products is relatively stable whereas those with fluctuating demand 

have seasonal variations. The supervisors and management of the company predict 

the demand (quantity) of the products in relation to fluctuating demand. The 

demand prediction for existing products can enhance the production efficiency for 

the upcoming year.  

 

“…we have two kinds of products: all-year-round products and seasonal 

products. This is the basic demand prediction practices for us… For 

example, we have calendar clips. It is highly demanding in times of calendar 

printing and production. So, usually, the demand rises from October of the 

year to April of the coming year. We predict next year's potential demand 

in the current year…” (Participant 2) 

 

Intelligence Generation 

 The collected information was processed for further application. The 

information from the customers and competitors cannot be used directly across the 

company. Some participants agreed upon the role of their boss as a pivot in 

information processing.  

 

“…It starts with the boss. We work on according to his instructions. He 

knows the market. He first checks with the potential customers. If he got 

some workable plan, we started to implement it. There, related teams work 

together to get desired products...” (Participant 4) 

 

 Some participants agreed that the external information cannot be used 

directly within the company as the usual route of information has a consideration 

of hierarchy. This is one of the reasons that many of the employees are not interested 

in external information. Instead, they care for their routine tasks and commands. 

“…Whenever I got information from the owners, what I have to tell my 

subordinates is what today's work is and necessary customizations if any… 

One main reason is that they are not interested in it. They are just curious 
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on what and how many they have to produce for that particular day…” 

(Participant 2) 

 

 As such, the information needs to be deciphered into usable intelligence and 

simpler commands across the company. The development of market intelligence is 

the fundamental step to convert the market information into usable intelligence. The 

intelligence generation activity is done by the owners and some managers of the 

company who have enough experience and authority to influence these decisions. 

Most of the participants stated that their boss is the origin of workable market 

intelligence. They believed that the boss extracted the external information and 

converted into instructions on what is to be done by the corresponding department. 

The market information received by the company mostly includes tangible products 

with specifications; however, processing within the company is complex. The 

acquired market information was broken down into different sets of functions, 

therefore, intelligence generation is multi-dimensional and multi-faceted.  

 

“…that is not my area of expertise. There are a series of steps for new 

product development… corresponding teams took care of the new product 

development under the owner’s command…” (Participant 12) 

 

“…Mostly, we do what the boss asked. He gave the sample and quantity of 

the custom order. As I said before, we worked on it…” (Participant 3) 

 

 Market intelligence can be obtained from employees of the FDCL. This 

includes knowledge and understanding of the nature of products, processes and 

customers. Some employees have experience in more than one department, and 

their prior experience in the sales or distribution team can also give an 

understanding of the market and the ability to combine their existing knowledge 

and experience in market orientation efforts.  

 

“…From my point of view, as I worked for both production and sales, things 

that I got from the past helped me develop faster judgement on competitors’ 

products and pricing as well as the market changes…” (Participant 3) 

 

 To conclude, the intelligence generation phenomenon of FDCL involves 
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converting the raw market information into workable intelligence which undergoes 

further processing to yield the desired outcomes. The intelligence generation is 

followed by intelligence dissemination. 

 

Intelligence Dissemination 

 The generated market intelligence needs to be distributed properly. The 

majority of the participants agreed that intelligence is passed down from top to 

bottom. As such, top-down hierarchical information dissemination behaviour was 

found. The intelligence dissemination is selective in nature and is focused on the 

corresponding individual or team to optimise the output.  

 

“…All the information is not shared among all the members even not to 

managerial level. The information we acquire on a daily basis are related 

to the quantity of the orders…” (Participant 15) 

 

 The decision on what is to be disseminated is the key consideration in this 

context. Even among the owners, there is no overstepping of the dissemination 

process. For instance, one founder is responsible for pricing and market distribution 

functions, and the other one is responsible for manufacturing, logistics, and 

procurement functions.  

 

“…the intelligence dissemination is quite simple. Whenever I got certain 

information, I talked with my younger brother who is in charge of the whole 

production. If necessary, I took the sample from the market and send it to 

the factory side. Other than that, my routine information sharing involves 

providing the price charts to subordinates…” (Participant 16) 

 

 For the operational level, most respondents agreed upon receiving 

intelligence from successive and selective dissemination processes by owners to 

managers and supervisors until the process reaches the working-level employees. 

The notion is that the intelligence, through the respective manager or supervisor, 

understands the protocols, culture and processes better than the ordinary employees 

and will proceed according to past experience. This includes the respective 

production team and procurement team (machinery and compounding). 
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“… I got information from my 2 direct supervisors. They usually tell me 

what to do sometimes with samples and sometimes instruction is enough to 

initiate doing things…” (Participant 10) 

 

“…Mostly we share information regarding the new product designs. I am 

responsible for machine building and spare parts… as well as the machine 

repair process… we share the information via formal meetings and informal 

talks…” (Participant 17) 

 

 There is a hierarchical consideration of information dissemination in each 

functional department. Some participants elaborated upon the importance of a 

hierarchical top-down approach within the functional departments. 

 

“…Let’s say the boss wants us the needs of a new palletizing machine, he 

let my mentor know first as the boss knows the needs of new machines. I got 

information from him, and we start working together…” (Participant 5) 

 

“…my job is to make compounds for production, my seniors give 

information about the orders and ask us to provide best compounds…” 

(Participant 7) 

 

 Some participants agreed that the company disseminates intelligence 

through formal techniques. There are definitive points of contact where one can get 

the necessary market information. The most common point of contact is via routine 

tasks and orders. Sometimes, the dissemination involves sample competitor’s 

products as a reference. The company has routine production processes as well as 

regular customised orders. In such cases, the information and instructions are 

formally disseminated using documents, samples and verbal instructions.  

 

“…I share the sample to whom it is concerned together with instructions 

from the boss (quantity and time…” (Participant 1) 

 

“…Whenever I got information from my manager, I can give necessary 

instruction to my subordinates…” (Participant 6) 
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“…The boss asks me to develop SOGO mould as he wants to produce 

competitors’ design. He showed me the sample Trunking and let us develop 

the mould design…” (Participant 17) 

 

Co-operation and Co-ordination 

 Most participants agreed that co-ordination and co-operation were done 

alongside the market orientation activities. Indeed, these activities become 

fundamental components in managing market orientation. The employees of the 

same department co-operate (intra-departmental co-operation) with each other or 

with supervisors during intelligence dissemination. The intra-department co-

operation phenomenon was found in compounding and procurement departments.   

 

“…. My role is compounding and mixing the raw materials to get desired 

PVC compounds. When my supervisors gave information on what to do (e.g. 

quantity and compound number), then our team do the compounding 

process…” (Participant 11) 

 

“…As all team members are working in the workshop, communication is 

not that difficult. We can talk at work, share information and changes 

needed throughout the time…” (Participant 17) 

 

 Intra-departmental cooperation is also important in problem-solving. The 

manufacturing process involves a set of different tasks and responsibilities 

combined to get one desired output. Whenever there is an issue or problem, it is the 

duty of the team to co-operate and find solutions for better outcomes.  

 

“…When there are faults in the product itself; for example, there are times 

the ‘Cornice’ has air bubbles, and it should be rejected. However, when it 

reaches our packaging section, which is the final part of production, I need 

to inform the concerned supervisor to check quality before passing to the 

packaging section. In that way, we cooperate with each other…” 

(Participant 12) 

 

 Some respondents claimed that different functional departments need to 

coordinate and cooperate in their tasks to smooth the manufacturing process. Inter-
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functional coordination was mostly found in new product or process development, 

while inter-functional cooperation was mostly found in routine activities and 

problem-solving. For instance, inter-functional coordination is crucial between 

procurement and manufacturing or compounding departments, and between 

manufacturing and sales departments. The procurement department is the key to 

maintaining the performance of machines, which in turn optimises production 

performance. In the case of new product or design development, the procurement 

department plays a key role in providing new machines or new machine parts.  

 

“…Let’s say we need to modify some part of the machine (e.g mold, 

adjustor), the machine operator or production manager make a request to 

the workshop. The workshop has to work on what is requested in detail. 

That is when the first co-operation was required. We first run trial 

productions and identify whether the new parts fit with the existing 

machines. The new parts need to be well-aligned and perfectly fit for the 

desired size and weight. Till we get the results, the co-ordination process 

goes over and over. Sometimes, it requires tens of adjustments before all the 

machine parts are perfectly ready…” (Participant 2) 

 

“…in need of finer and better machine parts, the request is made to the 

workshop with the boss’ order to make a new machine part with the 

experiences and assumptions from the past. However, when the machine 

started to operate, we witnessed that the size of the pellets is slightly bigger 

and not fine which means the mold needed some modifications which was 

cooperatively managed with expert from workshop…” (Participant 1) 

 

 Inter-functional coordination can also be found between the manufacturing 

and sales department. For some products of the company, one common 

characteristic is that the orders are time-bound. The customers are in urgent need of 

the products, and it is the responsibility of the sales force, so coordination between 

different departments is crucial. The analysis shows that the typical coordination 

function of a salesman is to plan the manufacturing time with the manufacturing 

department, and the estimated delivery time with the delivery team.  

 

“…I always need to cooperate with other departments like delivery, 
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manufacturing side. For fiberglass tanks, most of the orders are time-bound 

and I need to cooperate with the manufacturing side. Sometimes, when there 

are a lot of orders, I need to negotiate with the customers. Also, there should 

be availability of the distributing team. Sometimes, the delivery team is too 

busy, so I need to readjust the schedule. Everything is targeted at customer 

satisfaction and timely delivery…” (Participant 14) 

 

 For inter-functional cooperation, in the case of problem-solving, the 

manufacturing department first tries to solve the problem on its own, and if the 

problem still exists, the manager or supervisor reaches out to the procurement 

expert to check whether the procurement team can fix the problem. All the decisions 

and requests of inter-functional coordination are done by the supervisory level and 

above.  

 

“.... For example, if our machines have faults, we need to ask for the 

workshop to help us. Usually, we know where the fault is, and we took the 

faulty  part to the workshop, and they did their own job to repair the 

machine parts…” (Participant 6) 

 

 Sometimes, the existing technical capability was not enough for market 

orientation efforts. For machines with complex technology, cooperation with 

external experts is required. The technology of newly-developed products is 

computerised and exceeds the capability of the in-house procurement experts. In 

such cases, the owners need to seek technical assistance from machine suppliers or 

external experts. The machine suppliers and external experts provided training on 

machine handling and specialised knowledge of complex machines. In addition, 

such sources also provide solutions for machinery problems.  

“…the cooperation I made were approaching to the external technicians 

and experts to launch new machines and train my staffs… Current machines 

are computerized, and errors are difficult to manage internally…” 

(Participant 15) 

 

“…If we cannot solve the problem on our own, we ask help to workshop 

experts (in-house) and sometimes as our machines are complicated, we have 
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to call help from outside and this was done by my boss when we need to seek 

help from outside experts…” (Participant 6) 

 

 From the above responses, it was found that inter-functional coordination is 

not a one-sided phenomenon, nor something to be accomplished at a single point in 

time; instead, it is an ongoing and to-and-fro process. Even with past experience, 

with the current facility, procurement has limitations on designing the machine and 

machine parts in a short period of time. In addition, there is a shortage of technical 

experts (one expert, one assistant, and one employee) in the procurement team 

managing all the repairs and new machine parts. In addition, the existing machines 

are built by the experts themselves with limited resources and knowledge; many of 

them have no consistent output and specifications, which makes new parts difficult 

to fit in the existing machines.  

 

Response to the market changes 

 Most respondents expressed different responses to changes in the market. 

The market intelligence generated from the corresponding market information was 

responded to differently depending on the situation. As a result, the responses can 

be broadly categorised into two areas: process modification and product 

modification. Process modification includes responding to market changes with 

changes in operational processes or chemical composition. For instance, some 

respondents highlighted designing more efficient machinery as one of the responses 

to market change. The procurement department can imitate the design of machinery 

with a certain level of complexity (i.e., if not wholly computerised) if they have a 

chance to see sample machines or machine parts. The generic idea is combined with 

their experience, and they can design and prepare the machine suitable for the 

company’s existing manufacturing capabilities.  

 

“…For the first times, we need to discuss a lot sometimes including the boss. 

After completing the machine parts, we tried to assemble…” (Participant 

5) 

 

 Some participants elaborated on the change in the chemical composition of 

the products. The generic chemical composition of the products includes resin 

powder, plasticiser and heat stabilising reagent. This is the same for both soft and 
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rigid PVC products. From the generic formula, the company can manufacture a 

range of soft and rigid PVC products. One of the responses of the market change is 

the ability to change in formulation of raw materials. This includes switching to or 

adding another heat-stabilising chemical or plasticiser to existing compounds. The 

ability to customise and diversify different product portfolios is the advantage of 

the company to respond to the market changes efficiently.  

 

“…I know the compounding techniques and formulas and I can operate with 

the minimal waste or efficient waste management to optimize the raw 

material consumption…” (Participant 15)  

 

 Some participants stated the product modification was a response to market 

changes. This includes modifications in product quality to increase the perceived 

value of the products or the NPD. The modifications include the attributes of the 

product itself such as colour, quantity, quality, size, packaging, sales and after-sales 

services such as discounts, door-to-door delivery, payment methods, and payment 

schemes.. The company has set a suitable delivery system both for the customers 

of the region (Yangon) and for customers across the country. The FDCL tries to 

fulfil different requests of the customers to increase satisfaction. However, the 

customers’ demands are limitless, and it is challenging to fulfil all the needs of the 

customers. 

 

“We tried to fulfil some market demands such as door-to-door delivery, 

accepting digital payments etc however, we mostly do not follow overly 

bargaining…sometimes customers made impossible demands that make us 

difficult to fulfil their demands…” (Participant 16) 

 

“…The customers always ask for the better ones. Sometimes, it is difficult 

to catch up with their needs…” (Participant 17) 

  

“… As for the needs of customers, we produce the best of our efforts to 

satisfy them. The products are different sizes and shapes however the basic 

is similar…” (Participant 9) 
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 Product modification includes changes in some attributes of existing 

products or developing completely new products. A few respondents stated that 

FDCL offered incremental changes in some aspects of the existing products. Such 

changes are derived from customised orders with samples to refer from the 

customers. In such cases, there needs to be minor changes in some aspects of 

manufacturing (for example, compounding, machinery parts), the basic production 

process remains the same. For new products with incremental change, the goal is to 

deliver the products identical to the samples at a cheaper price. 

 

“…the customized orders are delivered to us with samples…” (Participant 

2) 

 

“…By the time I got samples, we need to stick with the size, shape and 

weight of the samples. That is a typical thing till we get the output similar 

to the sample...” (Participant 10) 

 

“…. It needs to be as exact size as the sample. Or else it is useless for 

customers… once the goods were rejected for the wrong size and we need 

to work on another lot of production…” (Participant 11) 

 

 Some respondents claimed that the development of completely new 

products was a response to market changes and a part of market orientation. The 

capability of the company is critical for radical NPD efforts. Before radical NPD 

efforts, the owners of FDCL considered internal capabilities as the first step. The 

internal capabilities are more important to operationalise the radical NPD projects 

than attempting incremental market orientation efforts.  

 

“…When the company was about to introduce the new line of garden hose 

PVC pipes, the owners bought a set of machines from China and machine 

experts were invited for test drive and training of existing employees. I was 

one of the trainees. This results in the double layer soft PVC pipes…” 

(Participant 4) 

 

“…instead of going out seek what customers need, we strengthen ourselves 

in terms of compounding and pelletizing…” (Participant 16) 
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 Some respondents claimed that machinery capability is an important aspect 

of the radical NPD efforts. The idea of every new product was discussed with the 

procurement department for machinery opinion to identify the feasibility of the 

NPD effort. The existing knowledge is one of the key assets and capabilities of the 

company and is of major importance in NPD efforts. The procurement department 

provides input on machinery for the desired new product. Unlike product 

customisations, there is either a change in at least one aspect of the product 

development process or the creation of a new set of product development processes. 

For most products, some changes in machinery parts can result in a new product.  

 

“…Before starting a new product development project, we consider two key 

things: the first thing is chemical composition, and the second thing is 

whether our machines are enough for that project. Usually, the machines 

are more important as they cannot be built in a short period. For chemical 

composition, we practised trial and error approach till we get the desired 

output…” (Participant 15) 

 

“…Whenever the boss has new ideas, he discusses with me whether our 

workshop can work with machines and accessories to get the desired 

product…all new products were started by building machines from the 

samples. Mostly, the basis of the machine build is the same. What is different 

is the mould (extrusion mould), and its shapes and sizes can make different 

types of our goods…” (Participant 17) 

 

 Raw material capability is another dimension of radical NPD efforts and a 

means for survival and competitive advantage for FDCL. At times, the government 

was the only source of technological information, especially chemical composition, 

and the joint operation with the government factory was an effective means to 

survival.  Throughout the years, the company continuously developed PVC-related 

products, and the successive modifications of the technological capabilities 

increased the competitive advantage and diversification of the products. The 

knowledge of different chemical compounds and the machinery facilitates the NPD 

projects.  
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“…I learnt from a great chemist who knew the formulation of PVC 

compounds, and what we are working on now is based on the formula he 

taught me 20 years ago. Though it is not formal training, I gained much 

knowledge regarding machines, PVC compounding and chemical 

composition from working in a government factory… The knowledge and 

experience of that time is of a big help in today’s new product development 

capabilities” (Participant 15) 

 

 Although the training was informal and non-academic, the hands-on 

training provided a useful insight into the nature of useful chemical compounds and 

as the foundation of diversifying different product portfolios. 

 The capability of the company also has limitations. Some respondents 

identified that the FDCL faced challenges over high-tech or computerised 

machines. The procurement department is capable of assembling machines 

themselves, but the department is not capable of assembling or operating 

computerised machines. In such cases, the owners of FDCL searched for external 

experts or technical assistance from machinery suppliers and cooperated with them 

as part of NPD efforts.  

 

“…Almost all machines are installed in this workshop. But there are some 

advanced computerized machines which are imported from foreign 

countries. We cannot make that level of complexity (like injection machines 

for flip flop straps) …” (Participant 5) 

 

“…Based on my previous experience in mechanics, I learn from machines 

of other companies. In the past, when we had the opportunity to go and see 

other company’s factories, we went and inspected how the machines are 

built, and I ran a couple of tests in my workshop to replicate the machine 

built I have seen…” (Participant 17) 

 

Thematic map of market orientation 

 The market information is the precursor of market orientation efforts and 

is the organisational process beginning with changes in the market. Analyses 

identified that information about customers and competitors are drivers to initiate 

market orientation. The key driver of market orientation decisions is the owners of 
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the company considering the processing of information from a variety of sources. 

There is no formal information processing behaviour in FDCL, however, market 

intelligence generation is done properly by the owners of the company and 

necessary information is disseminated to the corresponding department.  

 However, it was found that the approach to information dissemination is a 

top-down hierarchical approach. The cooperation and coordination between the 

employees is a crucial phenomenon in market orientation. Coordination is 

interdepartmental communication to solve particular issues or problems, whereas 

co-operation is achieving a certain goal within the department and between the 

departments. The intelligence dissemination is done separately away from the 

corresponding departments. Therefore, for market orientation to be successful, the 

cooperation and coordination mechanisms of the company need to be addressed. 

The response to market changes is a characteristic of market orientation. This 

includes product modification (NPD) and process modification (innovation). The 

former includes incremental NPD and radical NPD whereas the latter includes a 

change in operational process and change in chemical composition. Using all the 

necessary themes, a thematic framework was developed as shown in Figure 4.6. 

 

Figure 4.6: Thematic Framework of Market Orientation Construct of the FDCL 

(Source: Own generation from the primary data) 

 

 The conceptual framework in Figure 2.6 shows the effect of market 
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orientation on NPI as well as the role of the market. The market orientation is the 

phenomenon utilising the market information from a variety of market information 

sources. It is conceptualised that market orientation is the application of market 

information from different information sources and affects new product 

innovativeness.  

 The thematic framework of the market orientation construct showed that 

market orientation has five themes, two of which are related to information and 

information sources. These are information processing and intelligence generation. 

Two themes of market orientation are intelligence dissemination, cooperation and 

coordination which processing different information and applying them to the 

organisational process. The thematic framework of market orientation includes 

response to market changes which ultimately affects products and processes.  

 The conceptual model includes the effects of market orientation and NPI. 

The thematic framework provides a deeper insight into how market orientation 

facilitates the use of market information and affects product and process outcomes. 

Product and process modifications ultimately leads to maintaining competitive 

advantage of the company. A thematic framework provides a clearer representation 

of how market orientation utilises the market information to achieve better 

organisational outcomes.  

 To conclude, the market orientation of the FDCL includes adapting the 

customers and competitors, intelligence generation, intelligence dissemination, 

cooperation and coordination and response to market changes. The owners hold the 

ultimate authority to regulate the market orientation efforts, and the information 

dissemination shows a top-down approach. The following sub-section shows an 

analysis of the NPD process.   

 

4.2.4. New Product Development Process 

 The NPD is viewed as the operational process of the organisational 

behaviour and culture. This includes the analysis of capabilities of the company, 

NPD process and roles and responsibilities of different stakeholders in the whole 

process. In addition, the consequences of NPD are also examined. These include 

the analysis of positive and negative outcomes of the products and analysis of 

employee development from NPD efforts. 

 The NPD process was examined to identify the steps involved in the NPD 

of the company. The analysis of the NPD process is done based on the responses 
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from the roles and responsibilities of the participants in NPD efforts of the 

company. This study used purposive sampling and selected different levels of 

respondents with different roles and responsibilities to effectively examine the NPD 

process. The results are presented in a way that NPD is viewed as the organisational 

process with relevant stakeholders in place. According to the findings, there are 

different roles and responsibilities across the company in the NPD projects. The 

respondents have unique roles in different perspectives of organisational level NPD 

process. According to the findings, the NPD process can be divided into three 

phases: (1) ideation phase which includes idea generation, raw material 

consideration and procurement support; (2) an operationalisation phase which 

includes manufacturing and trial; and a (3) commercialisation phase.  

 The idea generation was the first step of NPD process. As the company is a 

well-known company in PVC manufacturing market, the customers reach out the 

company with sample products. There is no formal information collection 

mechanism. Instead, the company obtains the new product ideas together with the 

sample and potential demand.  

 

“…In fact, it was started from the shops mostly. We are well-established 

PVC manufacturer, and the customized orders came from the shops by 

giving us samples. The common procedure is that people first come to our 

shop or directly to the owners with sample…” (Participant 2) 

 

 The idea for new products or customised orders originates from the owners 

of the company. There are two routes of idea input: direct approach to the owners 

of the company or approach to the company’s retail shop.  

 

“…most of my involvement is customizing the orders which varies from 

minor design updates to major change in shape of the product. In addition, I 

am also responsible for acquiring knowledge and information on new 

entrants or new designs around the market…” (Participant 16) 

 

 The idea generation phase is followed by the consideration of raw 

materials. As mentioned in the capability analysis, the raw material is a critical 

determinant for NPD efforts. As such, formulation and compounding of the 

appropriate raw materials is done before further processing. The separate chemicals 
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are mixed according to the formula before proceeding the manufacturing process. 

Ultimately, the correct compound is essential to yield desired results. 

 

“…My role is compounding and mixing the raw materials to get desired 

PVC compounds…” (Participant 11) 

 

“…When we start developing a new product, first the compounding team 

needs to work first to get desired compound. Then the duty comes to the 

production line…” (Participant 8) 

 

“…I was responsible for compounding for different types of soft PVC 

products. For example, when the last product ‘flip flop straps’ were 

produced, I need to provide the production team correct compounds 

including color…” (Participant 7) 

 

 Procurement support is a critical step for the NPD process between the 

ideation phase and operationalisation phase. This step includes the consideration of 

components and the machinery. The company has an internal procurement team 

which drives a range of NPD efforts and maintenance of the machinery which is 

vital to productivity and efficiency. 

 

“…all new products were started from building machines from the 

samples… we received new product design with sample together with sketch 

drawings and some supporting evidence to refer…” (Participant 17) 

  

 In addition, it is inevitable to make the request for experts from outside if 

the technical requirement exceeds the internal procurement capabilities.  

 

“…If we cannot solve the problem on our own, we ask help to workshop 

experts (in-house) and sometimes as our machines are complicated, we have 

to call help from outside and this was done by my boss when we need to seek 

help from outside experts…” (Participant 6) 

 

 The manufacturing process follows the compounding process. This includes 

the conversion of the raw materials, turning it into the finished goods and packaging 



 

121 
 

and finalising the products before proceeding to checkout. The manufacturing team 

utilises the manufacturing skills to optimise the output and to reduce waste.  

 

“…I was responsible for compounding, colouring and machine operations. 

I got all guidance and instructions from them, so it is convenient for me to 

work on that…” (Participant 3) 

 

 In addition, the manufacturing process also includes the packaging and 

checking the quality compliance. There is no separate compliance checking 

mechanism. Instead, the responsible person (for example, the supervisor/line 

manager) checks for quality compliance.  

 

“…For new product development, I am responsible for the highest quality 

of products and check for the flaws of the products and packaging…” 

(Participant 4) 

 The NPD process also includes the consideration of customised orders. The 

core theme of customised orders is to stick to all the specifications of the orders and 

to satisfy the customers’ needs. The role of Participant 16 is as follows: 

 

“…most of my involvement is customized orders which varies from minor 

design updates to major change in shape of the product…” (Participant 16) 

 

 The trial or test run is the usual procedure of NPD process of the company. 

As both incremental changes and completely new products are manufactured based 

on the available samples, it is important to obtain the products with similar quality 

and specifications to the samples referred.   

 

“…After working for a couple of trials, that product was launched to the 

market…” (Participant 15) 

 

“…I am the mainly responsible for the test run and necessary 

adjustments…” (Participant 17) 

 

 The trial also occurred in the procurement department. For machine 

handling, the complexity of the machines and the different nature of the products 
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needs suitable machine settings to yield the desired results. The machine parts need 

to be adjusted accordingly until they fit in the existing machines.  

 The company has training and development activities as part of the 

employees’ core responsibilities and as part of the NPD efforts. The training 

activities are important for all the employees to understand the nature of work, the 

basic activities and the company’s culture. The new employees are responsible for 

general chores other than specific skill set, such as machine handling and 

procurement. 

 

“…start with basic chores like machine cleaning and general cleaning for 

some time…” (Participant 1) 

 

 The new employees are assigned to different departments based on the 

vacancy of the departments or the workload of each department. Normally, the 

training of new employees takes at least 6 months to independently operate a 

machine on their own. Although most machines are simple and easy to handle, the 

employees need to know the potential problems and solutions.  

 

“…It takes a month to tie knots to get accurate size, shape and weight. In 

second month, the freshers can start learning how to operate machines 

under supervision. It took over one month to be able to adjust settings. 

Sometimes, it needs up to three months to handle machines properly. As we 

build our own machines, they have similar operation settings so the skill 

can give the fresher ability to operate different machines…” (Participant 2) 

 

  The training is typically conducted using hands-on training or verbal 

commands. The training is led by the respective supervisors and manager. There is 

no training schedule nor training planning, instead the employees are trained based 

on the experience of the seniors, supervisors and managers. In addition, apart from 

the procurement team, the employees of the company are weak in documentation 

regarding the procedures and training manuals. 

 

“…My supervisor showed me how to do it, let me do it under his supervision 

and after that I can do it myself. The only difference is there are documents 

(sketches) of machine parts in the past. At those times, we had run several 
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trials especially to the ‘screw’ part as it is much complex, and we do not 

have much knowledge on it…” (Participant 5) 

 

 As the complexity and automation of machinery rises, skilled employees 

have the chance to obtain more sophisticated training. For example, the injection 

machine (for flip flop strap manufacturing) is an automated machinery with the 

computer panel board controlling all the functions of the machine. Well-

experienced employees are trained in panel board handling by experts from outside. 

 

“…These employees have opportunity to learn computerized production 

machines. Also, we had enough support from supervisors and boss so there 

is no doubt that we are developing as we got new ideas and new projects…” 

(Participant 1) 

 

4.2.5. Theme 2: Constructing new product innovativeness 

 Content thematic analysis was conducted with the tertiary nodes and 

reassembled for further analysis. The NPI is the positive consequence of NPD. The 

outcomes of NPD can be either positive (NPI) or negative (product failure). The 

responses from questions regarding expectation of new products and existing 

products in the next twelve months, unique features and technology and product 

situation in the market in relation to the competitors. The product failure was 

analysed and is presented below. The thematic map of NPI was generated from the 

analysis.    

 

New Product Failure 

 The outcomes of the NPD are examined and can be divided into negative 

product outcomes (failure) and positive product outcomes (innovativeness). Some 

respondents elaborated on the reasons for product failure. The first reason was the 

change in consumer behaviour. There was a seasonal product of FDCL, which was 

once the core and most profitable product portfolio of FDCL, resulted in zero 

demand about two decades after it was launched.  

 

“… there is a product named Thingyan Pipe which is used in assembling 

the water guns for throwing water. It was a total success at the time of 

introduction. Later, people are less interested in old-school water guns and 
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with the rise in modern water gun design, no one uses our products 

anymore…” (Participant 2) 

 

 The second reason was the resistance to change. The company tried to 

introduce rubber-substitute plastic products, which were used as a part of the motor 

car brake system. The product was in the trial stage and the company assessed the 

response of the market before mass production. The product itself had identical 

specifications compared to rubber products. However, spare part shops did not 

intend to switch to plastic from rubber goods. As a result, the production was 

stopped before proper launching to the market.  

 

“…Here, people do not change that much. They like to stick to one brand 

and if there is no significant problem or some unique reason to change to. 

Back then, users are comfortable with the existing products…” 

(Participant 3) 

 

New-to-market and New-to-firm Innovativeness 

 Despite the negative consequences of new products, most respondents 

elaborated on the different successful characteristics of the new products of FDCL. 

For instance, the newness is one success factor of new products. The perceived 

newness by the customers (new-to-market innovativeness) provides new insight to 

fulfil their needs and, at the same time, is able to substitute the existing products 

from the values of the new product. One salient new product in the FDCL’s history 

showed radical and evolutionary change with a high level of new-to-market 

innovativeness.  

 

“…Trunking was used in electrical wiring in the late 1990s. We 

manufactured PVC Trunking which was a substitute of spare wood PVC 

Trunking. Our product is lighter, safer, more aesthetically appealing and 

convenient to use. The development of PVC Trunking was radical and 

evolutionary that was highly popular…” (Participant 2) 

 

 The new product (PVC Trunking) was used in electrical wiring for 

households for safety and aesthetic purposes. The colour of the products is white 

which is fit for all colours of house paints. Being plastic goods, the product is 
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durable, long-lasting, convenient to apply and cheaper than its wood counterpart. 

Despite such characteristics, it took time for the market to respond to the product 

soon after its release, yet there was widespread use of the products soon after the 

merits were recognised.  

 

“… the demand was not that high soon after the release of the products as 

if they were luxury goods for modern living. With the gradual development 

of living standard and benefits of the PVC Trunking, the product becomes 

popular…” (Participant 16)  

 

 Some respondents claimed that NPD efforts provided success and left 

additional advantages to the employees of FDCL with new technology, 

compounding and manufacturing capabilities (new-to-firm innovativeness). PVC 

manufacturing involves the preparation of chemical compounds, moulting the 

chemicals in a tightly regulated temperature, forming the mould and cooling to 

affirm the shape of the product (Wayken Rapid Manufacturing, 2022). The NPD 

benefits the FDCL in a way that it opens up new opportunities within the 

organisation. The opportunities include whole or part of the different functions of 

the organisations, such as compounding, manufacturing, procurement, problems, 

challenges, potential solutions and new aspects of the products.  

 

“…As new products have been introduced, staffs develop their knowledge 

and skills… we learn new things from producing the new products…” 

(Participant 4) 

 

 The new-to-firm innovativeness can be found in double-layered PVC 

garden hose pipe manufacturing. The garden hose pipes are manufactured using the 

extrusion method. The double-layer pipe production is the modification of the 

original extrusion methodology, which provides the tensile strength of the final 

product. The development of double-layer garden hose pipe results in the new sets 

of skill, knowledge, and capabilities of the related individuals as well as the 

company itself. 

 

“…for the development of double-layer pipe, the machine was imported 

from China… the machine operation is different from traditional extrusion 
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machines. The compound is also different from ordinary garden hose pipe 

products. A team was trained and assigned separately to run the 

production…” (Participant 4) 

 

 Another prominent finding of new-to-firm innovativeness is an extension of 

the production line (injection moulding technique). The development of PVC flip 

flop sole and strap production expanded the horizon of the employees’ skills and 

knowledge with computerised machines. The basic manufacturing process was the 

same, however, with more advanced and computerised machine control. As such, 

training was provided to operators, supervisors, related managers, and procurement 

experts for smooth operations. The new technology created new opportunities for 

upcoming injection moulding projects.  

 

“…Whenever there is a new product, employees develop in skill and 

knowledge as each product is trickery and products like flip flop straps need 

skill to understand complicated machine operations…” (Participant 6) 

 

Uniqueness 

 Some respondents cited unique characteristics of the NPD process or NPI. 

The compounding and machinery are two pillars of FDCL in every NPD process. 

Regarding the compounding techniques, the company has evolved from importing 

the PVC compounds to being able to do the compounding with its own facilities. 

This substantially reduces the costs of raw materials and provides the flexibility and 

adaptability of the compounds as required. In addition, compounding is the key to 

optimising the profitability and point of differentiation from the competitors. This 

helps offer a wide range of product portfolios as well as the customisation of orders 

of different products.  

 

“…Part of the reason for our products’ unique feature is that I know the 

compounding techniques and formulas, and I can operate with minimal 

waste or efficient waste management to optimize the raw material 

consumption…in the past, we bought the PVC raw material pallets from 

Singapore which is quite expensive being the compound state. One day, I 

met with a supplier from Thailand, introducing the heat stabilizing and 

plasticizing chemicals, including the mixing formula. This was when we 
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started the compounding by ourselves. The cost of raw materials was 

significantly reduced” (Participant 15)  

 

 The NPD efforts resulted in the development of machinery procurement for 

the company. Historically, the machines were assembled within the company by 

replicating those observed from other factories and based on experience. There 

were many failed attempts to get one successful machine assembly. However, after 

every successful NPD attempt, the technical knowledge and skills develop 

substantially and become the foundation for developing unique products in the 

future. The product ‘Cement tile cornice profile’ was introduced after the successful 

launch of PVC Trunking. The key aspect of machine mould for the cement tile 

cornice profile is the corner angle of the product, which was one of the most 

challenging developments in the company’s history. This uniqueness provided a 

competitive advantage which was difficult for competitors to imitate. 

 

“…I got the sample material from the boss. What makes me worried is the 

corner of the profile, which must be no more and no less of the thickness of 

the cement tiles, the thickness of profiles to withstand the pressure and 

damage, and the overall weight of the profile … PVC Trunking we 

developed also had a 90-degree corner which is quite easy compared to the 

profile. There were many trials till we get the perfect specifications…” 

(Participant17) 

 

Competitiveness 

 In examining the NPI, the responses on how the participants think of the 

situation of the products of the company in relation to the competitors and general 

market are identified. The key purpose of market orientation and NPD is to satisfy 

the customers by solving their problems. Some respondents highlighted that 

competitiveness can be obtained from the products' attributes. This includes but is 

not limited to the quality and additional features such as packaging, delivery, and 

aftersales services.  

 

“…I found that customers prefer more on our products than our 

competitors…We do not only sell the products to our customers. We solve 
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their problems. Our products are guaranteed for quality, delivery (free of 

charge) and a bundle of after-sales services…” (Participant 14) 

 

“…As I said before, the quality and price. Both are acceptable and 

affordable for Myanmar market. The price is lower (a little bit) than the 

major competitors…” (Participant 3)  

 

 Some respondents of FDCL agreed that they have put continuous efforts to 

remain competitive in the market. These include successive adaptations of the 

products developed in the past and building up the brand name and reputation. 

Many of the company’s product portfolios have been in the market for many years, 

except for the flip-flop straps and PVC pallets. It is crucial to maintain the 

competitiveness of the products. To date, successive adaptations of the products 

developed in the past, still exist. For example, the PVC trunking has been 

introduced for about two decades. Since then, there have been successive 

adaptations to the size, thickness, colour, length and packaging according to the 

customers’ demands. Reputation is an important determinant of FDCL’s 

competitiveness and success.  

 

“…Some are really attached to the brand. For example, we have PVC 

trunking with the name ‘National’. Most electricians and construction 

companies love the products because the goods are durable, flexible, even 

rigid-type products, resistant to pressure and convenient to use by end 

users. We also give commissioner discount to the resellers, so it is a double 

positive for the customers as well as end users…” (Participant 3) 

 

“…We got feedback and suggestions from the customers about the size, 

price and length that is more convenient for them to use in air-conditioner 

installation… The Trunking we are producing now is quite different from 

those in the introductory stage…” (Participant 8) 

 

Factors influencing new product innovativeness  

 Some respondents claimed that the NPI depends on the nature of the 

products and the market systems. For industrial products, the perceived NPI 

depends on the timely supply, quality and price of the products. As the products are 
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used in their respective manufacturing if the products are supplied adequately and 

at the lowest possible price, the product is comparable to their industrial 

counterparts.  

 

“…one of my responsibilities is to supervise the PVC pallets manufacturing. 

Most of the pallets are for our use and occasionally, there are orders of 

PVC pallets. All I do is to product the quality and quantity as ordered via 

my boss…” (Participant 1)  

 

“…we gave product samples to our boss, and he continued working on it 

with customers. Once it was approved by customers, then it was called to 

be successful…” (Participant 6)  

 

“…we got the samples together with the order quantity (in pounds) … what 

I do is customize the colour, shape etc of the product as the sample. Then, I 

just need to produce the amount that customers requested…” (Participant9) 

 

 The market systems of the industry also influence the NPI of the company. 

Some respondents claimed that the monopolised condition provides the FDCL with 

a huge advantage over the control of the success of products for a long time and 

NPI relies on the quantity of production.  

 

“…In my area of production, we can say it is 100% as there is no competitor 

in the current market. In the last few years, there was one competitor in the 

market but later for many reasons, he cannot maintain the production 

quantity and finally stopped production…” (Participant 2) 

 

Thematic Framework of New Product Outcomes  

 From the findings, a thematic framework of new product outcomes has been 

constructed. There are two possible new product outcomes which are the negative 

consequences and positive consequences of NPD. The negative consequences of 

NPD are described as the new product failure. The analysis showed that there are 

two reasons of new product failure which are a change in customers’ behaviour and 

resistance to change. The positive consequence of NPD of the company is described 
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as the NPI. In addition, the NPI in this study is a determinant of the success of the 

NPD.  

 According to the findings, there are four characteristics of NPI which are 

new-to-market innovativeness, new-to-firm innovativeness, uniqueness and 

competitiveness. The new-to-market innovativeness and new-to-firm 

innovativeness provided perceived newness at the market level and organisational 

level from each NPD effort. The newness could be either that of unique feature of 

developed product or change in some part of the products. Uniqueness is a theme 

for NPI of the company. Although the manufacturing process was not 

technologically intensive, there were unique technological features in maintaining 

the innovativeness of the products.  

 The successive new products have two unique technical capabilities: 

compounding and machinery capabilities. For each product developed, there was 

consideration of the flexibility of compounds and how to manage by-products of 

production. Based on the purpose and utilisation, the products of the company can 

be classified into two broad categories: products that are used as raw materials or 

as part supplies in the form of semi-finished or finished goods in other industries 

(will be called ‘part supply’) and consumer end products. The first category is 

simple to identify, which includes raw materials (PVC compounds and pallets) and 

semi-finished goods such as PVC flip-flop straps, PVC slipper soles, PVC calendar 

hangers, and PVC battery clip handle covers. The customers related to these 

products are manufacturers of other products, and the company plays the supplier 

role.  

 For the second category, the target customers vary depending on the 

consumption behaviour. In both categories, FDCL made multiple adaptations 

according to the needs of customers to stay competitive in the industry. The 

customisation of products provides customer satisfaction, brand recognition and 

loyalty and success of the products. The outcomes of new products depend on the 

market structure and nature of the products. These factors are not decisive on 

product outcomes yet plays important role in maintaining success of the products. 

Thematic map of NPI is shown in Figure 4.7.  
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Figure 4.7 – Thematic Framework of New Product Innovativeness Construct of 

FDCL (Source: Own Generated from Primary Data Analysis) 

 The thematic framework of NPI provides insight into the possible 

outcomes of new products and characteristics of NPI. Objective 2 of this study is to 

understand the NPI as a competitive advantage in FDCL. The thematic map is not 

the linkage of proposed conceptual framework, instead it addresses the NPI 

construct of FDCL to fulfil Objective 2. The discussion about NPI construct in 

addressing Objective 2 can be found in sub-section 5.1.2.   
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Chapter 5: Discussions, Conclusions, Implications and 

Limitations 

 

This chapter includes discussions, conclusions, theoretical implications, 

practical implications, and limitations. The empirical findings of the qualitative data 

analysis are presented, compared and examined with the evidence from the previous 

literature. The discussion section will include how the research findings fulfil the 

research objectives and answer the research questions. The theoretical implications 

explain how the findings of this study contribute to the existing theories or concepts. 

The practical implications will include how the study findings help develop 

management decisions in further planning and implementing the market 

information processing, market orientation, and NPD.  

 

5.1. DISCUSSIONS 

In this section, the findings of the study were discussed with the evidence 

of the previous literature. The discussion section is constructed according to the 

research objectives and research question. Therefore, this section is arranged as 

follows: discussions on sources and types of market information, discussion on NPI 

construct, and discussion on market orientation construct, discussion on the effect 

of market information sources and market orientation on NPI of FDCL.  

 

5.1.1. Discussions on sources and types of market information 

 Research Objective 1 is to identify the sources and types of market 

information available for FDCL. First, the perception and importance of market 

information for FDCL will be discussed. This is followed by the sources and types 

of market information sources available for the company. Findings revealed that 

market information is instructions and commands that come from their supervisors 

or their boss. From the perspective of the owners and managers, market information 

is a key determinant of the success of different aspects of the organisation. The 

finding is consistent with previous studies which claim that market information is 

the precursor of organisational knowledge (Pinto, et al., 2023). Ardakani and 

Avorgani (2021) state that information has a significant impact on entrepreneurial 

decision-making.  

 The difference in perception could be due to a low level of education of the 

majority of the participants. The highest education that the employees of FDCL 



 

133 
 

have ever had is high school graduate. In economic reforms, there were significant 

gaps in education and training sector to achieve knowledge-based economy (Sinha, 

2021). The findings of this study showed unconventional understanding and 

perception of market information, yet the employees were well aware of knowledge 

and information circulated in the company.  

 The findings showed that several external information sources were 

available for FDCL. These include customers, suppliers and network relations. For 

a start, customers are the important information sources which supply abundant 

market information. The results agree with the findings of previous studies. 

Customers are the major source of information business opportunities and may even 

have greater benefit in cooperating with large firms (Lwin and Aung, 2019; 

Chaithanapat and Rakthin, 2021). Additionally, throughout their purchase journey, 

customers can provide their preferences, purchase behaviour, market trends and 

their dynamics (Padilla, et al., 2024).  

 Customers of FDCL include resellers and distributors of well-known 

marketplace and manufacturers (Myanmar Travel , n.d.). The findings also revealed 

that certain types of customers provide new business ideas or technology or 

markets. The findings are consistent with previous studies where customers can be 

an information source, co-creators or innovators (Cui & Wu, 2016). In flip-flop 

strap manufacturing, the customer continuously engaged throughout the process 

and FDCL customised the attributes (colour, size, design) of the product until the 

desired product quality was obtained. As such, customer involvement as co-

developers reduced the cost of production, increased customer satisfaction and 

ultimately increase the chance of success of the product (Nwaokorie, 2020). 

 According to the findings, networking events also act as an important 

information source for FDCL. The findings are consistent with the previous studies. 

In network-based entrepreneurship studies, the networking events were important 

for the success of business particularly in less developed countries (Boso, et al., 

2013). Networking events such as exhibitions can enhance information-gathering 

performance and facilitate partner searching and business matching (Li, et al., 

2022). The study of Myanmar entrepreneurs states the importance of networking 

activities as a source of knowledge, business opportunity and solution to 

information asymmetry (Oo, 2019). The findings show that suppliers are useful 

external information sources for the company. Suppliers play an important role in 

external and internal research and development activities (Dabrowski, 2019) 
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According to Alhakimi and Mahmoud (2020), suppliers can be reliable source of 

information. In addition, suppliers can provide information that can lead to process 

innovation of the manufacturing companies (Moya Fernández & Seclen Luna, 

2022).  

 Internal information sources are of major importance in the provision and 

dissemination of appropriate knowledge within FDCL. The employees of FDCL 

usually work on the information, instructions and commands from their 

management and colleagues. The findings agree with the previous research 

findings. Informal communication corresponds to knowledge transfers, relationship 

matters inside and outside of the firm, as well as interpretation of knowledge among 

employees, which enhances flexibility (Ramadan, 2014). This includes formal and 

informal receipt of information across different levels of the organisation (boss, 

management, immediate supervisors, and colleagues). Evidence from the recent 

study claims that an internal information source is a strong predictor of innovation 

and business outcomes (Moya Fernández & Seclen Luna, 2022).     

  To conclude, the information sources useful to FDCL are customers, 

suppliers, networking events and internal information sources. Being a low-tech 

SME, employees rely more on internal sources instead of external information 

sources. The findings of this study are mostly consistent with previous evidence 

except the government as an information source. Government is not regarded as a 

useful information source, which is different from findings in Europe (Bach, et al., 

2015). This could be due to how governmental institutions and formal business 

practices are developed in the country. According to Pinto, et al. (2023), contextual 

factors are enablers of knowledge generation and adsorption which reinforce 

capabilities of the firm to engage market orientation and innovation efforts. The 

interaction between the organisation and external actors can create feedback flows 

of knowledge and external stakeholders (Wang, et al., 2021) and a degree of 

utilisation depends on the creative capability of the organisation (Lekmat, et al., 

2020). Thus, the following section will discuss the market orientation, NPD and 

NPI.    

 

5.1.2. Discussion on new product innovativeness construct 

 The second objective of the research is to understand NPI construct in 

FDCL. The thematic framework showed four themes of NPI: (1) the new-to-market 

innovativeness (2) new-to-firm innovativeness (3) uniqueness and (4) 
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competitiveness. New-to-firm innovativeness of FDCL includes a new 

compounding technique, new technology, new skills and knowledge. New-to-

market innovativeness is the perceived newness of the product by the market.  Both 

themes agree with the previous studies of NPI or novelty spectrum which influences 

the cognitive and emotional responses on which customers judge the value of a new 

product (Jeon, 2021). NPI is the degree to which new products are different from 

those of competitors and the extent of creative and radical ideas infused in that 

particular product (Handrich, et al., 2022). The NPI is regarded as the predictor of 

new product success (Phyo, 2022) and is defined as novelty of products in terms of 

functionality, attributes and benefits (Boisvert & Khan, 2022).  

 In addition, the results showed ‘uniqueness’ as a component of an NPI 

construct. The findings are in line with some of the NPI studies. The basis of NPI 

is the perception of product uniqueness by customers with disruptive technology 

(Boisvert & Khan, 2022). However, the products of FDCL do not need 

sophisticated technology and the products are not consumer goods either. The 

perception of uniqueness by customers depends on the new product usefulness and 

intention of new product adoption by the customers (Li, et al., 2015). However, it 

is inevitable that the rate of adoption of novel technologies by customers is 

continuously rising, and firms need technological improvement (if not disruptive) 

for the products or services provided (Kim, et al., 2021). From the consumer 

perspective, the NPI needs to express novelty and recency (updated technology) to 

stimulate the purchase intention (Min, 2023). This includes a new compounding 

formula or an increase in production efficiency.  

 The interesting finding regarding product innovativeness construct is 

competitiveness and factors influencing NPI. These characteristics are different 

from conventional NPI dimensions which focuses on the technical and market 

perspectives as the core values of introducing new offerings to the customers (Phan, 

2013). Competitiveness in the respective environment drives organisations to be 

customer-oriented (Burchardt & Maisch, 2019). For competitiveness, the new 

product needs to be competitive since it was launched.  

 However, the new product cannot always be new and unique in the market 

for two reasons. The first reason is the risk of imitation by the competitors. 

According to the findings, the successful product development efforts result in a 

rapid acceptance of the market with some unique features that satisfy the customers. 

However, there is risk of competitive imitation from the competitors (Rindova, et 
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al., 2007). According to Yilmaz, et al. (2022), imitative products harm the 

performance of the original product during development and introductory stages, 

and perceived newness to the market when products were introduced in the market.  

 In Myanmar, the relationship with brands still remains weak and purchase 

decisions are influenced by product attributes such as cost, augmentation, warranty 

and services (Cultureshop, 2015). As there is weak law enforcement regarding 

intellectual property and fair competition as in well-structured economies, there is 

a high chance of imitating the products that are successful in the market (Ngarm, et 

al., 2024). Therefore, a new product, once successful need to monitor market 

conditions such rival products, customisation and a change in consumer behaviour. 

Product differentiation or innovative NPD strategies can create positive 

performance of entrepreneurial ventures (Liu, et al., 2024). Secondly, NPI does not 

happen in a single point of time. For instance, during and soon after the product 

launch, newness and uniqueness are required for new product success. Technical 

newness shows an inverted U-shape pattern and needs to consider the product life 

cycle where the customers’ benefit perception will be changed over time (Talke, et 

al., 2024). Therefore, the determination of competitiveness of new products over 

time is critical for further product success.  

 The findings reveal that NPI depends on the market systems and nature of 

the product. According to the findings, the industrial-related products are not 

complex and can maintain their success and innovativeness. In addition, the NPI 

depends on the market systems. Evidence from previous study shows that product 

innovativeness is less effective in dynamic and emerging market as there is risk of 

uncertainty, informality and market dynamism (Story, et al., 2015). In addition, 

competitive intensity can slow down the performance and innovativeness of 

exporters and timely response is necessary to optimize performance (Acikdilli, et 

al., 2022). This could be due to the application of more customer- or competitor-

oriented strategies with a high competitive intensity (Arun & Ozmutlu, 2024). The 

findings provide a more holistic insight of NPI in addition to the conventional 

novelty characteristics. Mayr and Millemann (2021) claimed that NPI needs to be 

viewed as a multidimensional construct. The findings provide additional insights to 

the existing literature of an NPI construct.  
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5.1.3. Discussion on the market orientation construct 

 The third objective of the research is to understand the effect of market 

information sources on NPI in FDCL. To achieve this objective, discussion is 

divided into two parts. The first part is discussing the market orientation construct. 

The conceptual model of the study highlighted the market orientation that plays a 

role in managing the market information for new product outcomes. As explained 

in the findings section, the thematic framework of market orientation construct is 

the development of a proposed conceptual model. The second part is discussing 

how information from different information sources were processed in different 

market orientation activities to achieve NPI which will be discussed in Section 

5.1.4.  

 The findings show five key themes of market orientation: information 

processing, intelligence generation, intelligence dissemination, cooperation and 

coordination and response to market changes. The themes represent three different 

perspectives of market orientation – cultural, behavioural and strategic 

perspectives. The findings are different from conventional market orientation 

studies. Previous studies emphasise intelligence-based cultural perspectives 

(Chaisaengduean, 2019; Zu, 2019) and behavioural perspective which includes 

customer orientation, competitor orientation and inter-functional cooperation 

(Alhakimi and Mahmoud, 2020; Win, 2024).  

 In contrast, the findings are in line with integrated models of market 

orientation studies. For instance, market orientation involves consideration of 

strategy, operations and use of market information (Savabieh., et al., 2020; Crick, 

2021). There are two reasons for an integrated approach to market orientation. The 

first reason is the rapid change in the nature of market demand and complexity of 

environment. The second reason is that market orientation has different 

manifestations in different contextual characteristics (Gupta, et al., 2019). Each 

component of the thematic framework will be discussed further.  

 The findings show that information processing is a theme of market 

orientation. The information about customers and competitors are primarily 

processed. The finding is similar to the previous studies of customer-defined market 

orientation (Khan, et al., 2022) which emphasises customer needs and preferences 

as well as aligned to the competitors (Yulianthini, et al., 2020; Dabić, et al., 2023; 

Tuominen, et al., 2023). Indeed, a comprehensive understanding of customers and 

integrating customer information into an operation is a critical part of market 
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orientation and customer relationship management (Win, 2024). Customers can be 

viewed as being a source of knowledge as well as a value co-creator of a company’s 

offer (Widelska & Krot, 2021).  Similarly, competitor analysis can provide an 

insight on competitive dynamics supporting the strategic planning for better market 

positioning (Abubakar, et al., 2024). This includes competitor information sharing, 

responses to competitors’ action and anticipation of competitor behaviour (Chen, et 

al., 2022).  

 The findings revealed that intelligence generation involves converting the 

market information into organisational intelligence and apply in the routine 

operations. The findings are consistent to the studies focusing on the cultural model 

of market orientation. Intelligence generation is a fundamental concept of a market 

orientation construct and includes deciphering the market needs, consumer 

behaviour and demands and competitors’ actions in the market (Hendar, et al., 

2020). Knowledge acquisition is the ability to create the internal intelligence from 

external knowledge (Ganzer, et al., 2023).  

 Indeed, market orientation is the ability to recognise and assimilate new and 

valuable information and apply it for commercial purposes (Varadarajan, 2020). 

Another dimension of market orientation is intelligence dissemination. According 

to the findings, intelligence was passed down sequentially from top to bottom to the 

respective team members to further process in their routine activities. The 

intelligence dissemination across different levels strengthens the knowledge and 

capability of the employees (Li & Ko, 2021). According to the findings, the FDCL 

used formal intelligence dissemination methods such as documents or samples to 

learn and to refer to, thereby facilitating the individual learning behaviour. Proper 

knowledge acquisition processes can promote the effective knowledge construction 

and knowledge combination (Ganzer, et al., 2023). There are five market 

intelligence dissemination practices which include empathic learning, experiential 

learning, distribution, resource centralisation, consultative selling practices 

(Gebhardt, et al., 2019).  

 According to the findings, the owners of FDCL closely monitor the 

customer demand and market conditions. The characteristics of information 

processing and intelligence of FDCL has unique characteristics. According to the 

findings, some staff were appointed for inquiries and questioning during their time 

of contact with customers. Apart from that, there were no formal information 

collection mechanisms. The owners themselves were continuously looking for 
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opportunities and changes in the market. With their high level of expertise, 

experience and external network, the owners of FDCL are able to generate the 

appropriate knowledge and allocate required resources. The owners hold ultimate 

authority in processing the external information and the generation of market 

intelligence. These findings are different from previous studies.  

 There is a rising demand for innovative intelligence systems which 

emphasises the need for management, data, and information and security of 

organisational process (Lendel, et al., 2021). Sett (2018) claims the importance of 

the quality of a top management team and leadership in facilitating market 

orientation. However, the perception of employees, especially the frontline 

employees, remains critical (Prasad & Nandi, 2017). Similarly, the ability to gather, 

process and distribute information inside and outside their boundaries depends on 

the technological capabilities of the organisation (Hudalil, 2022).  

 Conversely, centralisation, formalisation and internal conflict are obstacles 

to market orientation in SMEs (Nikmah, et al., 2019). This results in reluctant 

behaviour in the employees to access the information voluntarily. One explanation 

is the belief in power distances, fear of authority, and seniority slowing down the 

communication and information sharing behaviour (Dai, et al., 2022). Although, 

the owners do share with the corresponding department to operationalise the market 

information. Studies elaborate that family businesses share more information and 

process explicit knowledge than large firms to leverage the external market changes 

and to increase their performance (Ge & Campopiano, 2021). Indeed, information 

sharing and intelligence dissemination is involved as part of internal marketing 

mechanisms which increases employee satisfaction and employee performance 

(Khine, 2024). Yet, being a family SME, effective intelligence dissemination 

depends on the situation of governance, environmental factors, and the resource 

situation (Arzubiaga, et al., 2022).  

 According to the findings, the market orientation of FDCL also includes 

coordination and cooperation as market orientation constructs. The findings show 

intra-departmental coordination, inter-functional coordination and cooperation with 

external experts. Intra-departmental coordination is useful in problem-solving and 

routine operations. Inter-functional coordination is useful in problem solving, 

routine operations and optimising the company’s performance, while inter-

functional cooperation is useful for problem solving and optimising the company’s 

performance. The findings of this study agree on that point with previous studies. 
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For instance, inter-functional coordination is the critical component of the 

behavioural aspect of market orientation (Alhakimi & Mahmoud, 2020).  

 The characteristics of inter-functional coordination include information 

acquisition, coordination activities, and information coordination (Tomaskova, 

2018). The core concept of inter-functional coordination involves coordination 

activities, information coordination, and fundamental information acquisition 

reinforced by company structure, culture, leadership, cooperative arrangement, 

expertise, communication and ethics (Hübnerová, et al., 2020). This includes 

strengthening the relationship within and outside the organisation thereby 

promoting directly or indirectly customer satisfaction and competitive advantage 

(Dabić, et al., 2023). In addition, inter-functional coordination enhances relational 

behaviour which in turn promote customer orientation (Li & Ko, 2021). This could 

be due to cooperation, as a result of continuous communication and coordination 

with the customers, facilitating an understanding of customer demand and 

behaviour, thereby providing specific solutions to the customers’ problems and 

application to NPD (Høgevold, et al., 2020).  

 Findings show that market orientation involves a response to market 

changes. According to thematic analysis, product modification and process 

modification are the responding activities for market changes. Product 

modifications include incremental innovation and radical innovation (NPD). 

Incrementally, this includes changes in some aspects of the existing materials. The 

findings agree with those of previous studies. According to Fatonah and Haryanto 

(2022), market orientation can predict product innovation efforts which in turn 

increases organisational performance. Similarly, process innovation can help SMEs 

solve effects of market competition on overall performance (Keelson, et al., 2024). 

Customer orientation and inter-functional coordination can have a positive effect 

on product innovation. In particular, inter-functional coordination has more 

significant effect on low-tech firms (Aydin, 2021).  

According to the findings, the NPD is a linear process including idea 

generation, resource allocation, procurement support, checking for quality 

compliance and trial or test run. The results agree with the linear NPD models, 

which include a series of actions from idea generation to commercialisation 

(Ueasangkomsate & Suksatean, 2024).  

The NPD staged process is preceded by knowledge integration about 

customers, competitors and market functions (Robson, et al., 2023). The findings 
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also point out that repeated customisation and adaptation are done for customer 

acceptance. In the execution phase, the successive role of cooperation and 

coordination was done throughout the development process. According to the 

literature, recent NPD efforts become complex (Sihvonen & Pajunen, 2019) and as 

the technological turbulence, market competition, changing customer demand and 

organisational culture (Patel, 2024; Phongthiya, et al., 2024). The nature of the 

product is not too sophisticated, yet FDCL tried to provide focused solutions and 

customisations to the new and existing products to remain competitive.  

According to the findings, process modifications include optimising the 

operational process of the company. Process modification emphasised the change 

in chemical composition or modification in production technique. According to the 

literature, external knowledge, if properly processed using absorptive capacity, can 

result in process innovation to enhance operational success (Aliasghar, et al., 2023). 

According to the findings, the market orientation of FDCL is more reactive in 

nature, responding to changes in the market.  

There are criticisms of reactive market orientation, for which is difficult to 

provide disruptive solutions (Hu and Xu, 2011). Indeed, proactiveness promotes 

performance of SMEs by opportunity recognition, achieving first-mover advantage 

and competitive advantage, fostering innovation and with resource optimisation 

ultimately ensures customer satisfaction (Corrêa, et al., 2022; Ogundare and 

Merwe, 2024). Nevertheless, a recent study showed that both proactive and reactive 

market orientation can predict better innovation outcomes (Abadi, et al., 2022).  

In both types of market orientation, understanding of the firms’ capabilities 

is required (Hoque, et al., 2020). Regarding the firm’s capability, the findings show 

that the innovation phenomenon of FDCL is affected by raw material capability and 

machinery capability. It has been pointed out that FDCL does not have high-tech 

machinery capability and has experienced difficulties in dealing with computerised 

machines. In such cases, cooperation with external experts took place. The 

technological capability is the mediator of the market orientation and product 

innovation (Aydin, 2021; Yin and Li, 2024). The process innovation depends on 

the external knowledge application and absorptive capacity of the firm (Aliasghar, 

et al., 2023).  
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5.1.4. Discussion of the effect of market information sources, and market 

orientation on new product innovativeness  

 The second part of the discussion on research objective 3 is continued. This 

discussion focuses on how information from different information sources were 

processed in different market orientation activities to achieve NPI. The findings 

reveal that the effect of different market information sources on NPI is based on 

market orientation efforts. For a start, market orientation construct starts with 

information about customers and competitors. Customer orientation can affect NPI 

constructs through market orientation and NPD. The findings reveal that customer 

information sources provide current trends, market changes, behaviour, needs and 

wants. For radical new products such as ‘PVC cornice tile profile’, the new product 

has all characteristics of NPI. For customised orders, the customer information 

sources provide incremental change in new products and product shows some 

characteristics of NPI (e.g. new-to-market innovativeness, competitiveness).  

 The findings agree with the existing evidence on customer information 

sources as a predictor of NPI. Customer orientation can provide product 

innovativeness via innovation because innovation provides new values and new 

answers to solve dynamic characteristics of the customers (Widelska & Krot, 2021). 

Frequent integration with the customers can enhance awareness and transparency 

of products and business, thereby increasing the chance of customer perception of 

product novelty (Zuo, et al., 2022). In addition, customer analytics can predict new 

product innovativeness moderated by internal capability and knowledge integration 

mechanisms (Ozdemir, et al., 2024).   

 The findings of the study elaborate that supplier orientation can affect the 

NPI of the company. Suppliers can provide customer and competitor information 

as well as support the company with different raw materials or machines or spare 

parts. The strengthening of supplier relationships reduces the cost of raw materials 

and technical knowledge. These findings agree with the outcomes of previous 

studies. For instance, suppliers can facilitate process innovation thereby reducing 

operating costs of production which ultimately increase competitiveness of the 

products (Lou, et al., 2022; Li and Pei, 2022; Urbaniak and Cyplik, 2022). Similar 

to customer involvement, supplier involvement as a knowledge source and 

innovation co-creator enhances NPI (Zhang & Li, 2023). Oduro (2019) elaborated 

the importance customers, suppliers, non-industrial stakeholders as determinants of 

NPI. According to Dąbrowski (2018), information from customers, commercial 
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intermediaries, suppliers, industrial organizations and non-industrial organisations 

has a positive effect on NPI. 

 The findings reveal that competitor orientation can affect NPI of FDCL. 

Information about competitors include the technology and product attributes, and 

market orientation activities lead to development of incremental products. The 

findings provide practical insight on contrasting perspective of competitor 

orientation and NPI. According to Alhakimi and Mahmoud (2020), competitor 

orientation and inter-functional coordination cannot predict NPI. However, 

competitor orientation and networking opportunities can positively predict the NPI 

(Chen, et al., 2022). The difference in findings could be because competitor 

orientation can result in me-too products which fail to provide disruptive and radical 

innovations. Competitor orientation can result in introducing me-too products 

(Gassmann & Sutter, 2013). 

 According to the findings, inter-functional coordination can affect the new-

to-market innovativeness and competitiveness. Coordination and cooperation 

facilitate the intelligence dissemination, problem-solving and NPD efforts. The 

findings agree with the existing evidence which states that inter-functional 

coordination is the mediator of market orientation (Mathafena & Msimango-

Galawe, 2023) and entrepreneurial orientation on new product success (Migliori, et 

al., 2019). In addition, inter-functional coordination can predict product success 

through quality management practices and overall strategic success (Krantz, 2018; 

Yadeta, et al. 2023). In contrast, inter-functional coordination shows a positive 

influence on the external environment, internal environment, and customer success 

(Tomaskova, 2018).  

  Previous studies have found that market information sources can predict 

product or process innovation and predict NPI directly (Dąbrowski, 2018; Oduro, 

2019). In this study, external information sources other than the customers do not 

directly affect the NPI. On the other hand, FDCL continuously exposes the 

customised orders which need to be applied to the production process and thereby 

could affect the NPI. The internal information sources are the most reliable ones to 

detect market changes over time. They provide customer information and 

competitor information and have a good network connection to explore and exploit 

opportunities.  

 The findings of this study agree with the outcomes of an existing study 

which states that internal information sources are the most important determinant 
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in managing products and process innovations (Gómez, et al., 2016). The reason is 

that small family business owners have individual characteristics, particularly 

perceptions and decision-making, and their combination with resources can 

influence the NPI (Skrbková & Rydvalová, 2023). Indeed, family SMEs have 

family-marketing interface to process external market information in a unique 

pattern and family-unique resources to efficiently utilise the market information to 

create radical product innovation and NPI (Hu, et al., 2022). The phenomenon of 

converting market information to business opportunities can be explained by 

entrepreneurial orientation where opportunity recognition plays a mediating role in 

increasing organisational performance (Anwar, et al., 2022). 

 To sum up, different market orientation activities can lead to the NPI of 

FDCL. Customer orientation, supplier orientation, competitor orientation, and 

inter-functional coordination can result in different perspectives of NPI. These 

market orientation efforts are derived from the change in markets and customers. 

Therefore, market information from different information sources are the 

foundation of market orientation and NPI. Customer information sources and 

internal information sources can directly affect NPI constructs. Market orientation 

uses market information sources to develop new products or to maintain the 

innovativeness of the products. This helps FDCL maintain competitive advantage 

and introduce novel products and solutions to the market. 

 

5.2. Conclusion 

 To conclude, market information is a precursor of market knowledge and 

the success of the organisation (Pinto, et al., 2023). Market information can be 

found in different information sources notably external and internal information 

sources. Customers, suppliers, networking events and internal information sources 

are useful information sources for FDCL. NPI construct includes four 

characteristics: new-to-market innovativeness, new-to-firm innovativeness, 

uniqueness and competitiveness., It is also influenced by two factors, which are 

market systems and the nature of the product.  

Market orientation and marketing capabilities can provide positive 

organisational performance and NPI (Acikdilli, et al., 2022). In examining the 

conceptual model, market orientation is adoption and application of market 

information through five characteristics: information processing, intelligence 

generation, intelligence dissemination, coordination and cooperation and response 
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to market changes. Customer orientation, supplier orientation and competitor 

orientation can affect NPI. Inter-functional coordination can affect new-to-market 

innovativeness and competitiveness through functional integration, knowledge and 

resource sharing and resource channelling to target customers (Mathafena & 

Msimango-Galawe, 2023). Among different information sources, customer 

information sources and internal information sources can result in NPI.   

 

5.3. Theoretical implications  

 The findings of the study show some theoretical implications. This study 

has shown five dimensions of market orientation constructs which include 

information processing, intelligence generation, intelligence dissemination, 

coordination and cooperation and response to market changes. Globally, market 

orientation frameworks lack of consideration of the cultural backgrounds of 

developing countries (Gupta, et al., 2019) and the findings of this study contribute 

to ongoing market orientation studies. In addition, the relationship between micro-

level (firm-level), meso- and macro-levels (organisational field, network, system) 

due to difficulty in finding data that can link different levels (Pinto, et al., 2023). 

This study could provide the missing information in existing study findings.  

The findings have revealed four dimensions of NPI (new-to-market, new-

to-firm, uniqueness and competitiveness) and two factors influencing NPI (market 

systems and nature of the product). The findings include conventional uni-

dimensional novelty spectrum (Boisvert & Khan, 2022). In addition, the study 

outcomes have provided additional insights into new dimensions of uniqueness and 

competitiveness. This contributes to ongoing research through NPI studies which 

needs a multi-dimensional construct for a holistic understanding of the NPI (Mayr 

& Millemann, 2021). In addition, the findings have demonstrated two 

considerations affecting NPI. The additional dimensions and considerations can be 

considered as a means to facilitate the consumer perception to determine consumer 

attitude. The findings can be a stronger link to the existing constructs of consumer 

innovativeness studies where product innovativeness itself is a construct of 

consumer innovativeness. In these studies, product innovativeness emphasises 

novelty and uniqueness characteristics (Du, et al., 2021).  

Thirdly, the findings contribute to the existing arguments on the relationship 

between market orientation, market information sources and new product 

innovativeness. Previous studies revealed that there is difference in regional 
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information management practices and cultural background and this study provides 

insights from emerging Southeast Asian country (Powpaka, 2006; Gupta, et al., 

2019; Oduro, 2019). The findings of this study contribute to the understanding of 

firm-level market orientation with external innovation actors. This elaborates on the 

reason for different manifestations of behavioural and cultural perspectives of 

market orientation over NPI. 

 The findings showed contributions to the opportunity recognition theory. 

The common challenge of opportunity recognition theory is information 

asymmetry, which is a major constraint to market orientation and NPI (Thomas & 

Ritala, 2025). The findings showed the dominance of informality to overcome 

information asymmetry. This contributes a token of compensation for information 

asymmetry. The findings showed the vital role of internal information sources and 

the absolute authority of the owners of the company. This strongly suggests the 

predominant role of the leader of the company in searching for and seizing 

opportunities and in managing the overall operations.  

 

5.4. Managerial implications  

The findings of the study showed some managerial implications. For a start, 

the results of the study highlighted the useful information sources and types for 

FDCL. The owners and senior managers should provide more focus on the market 

information and identify the market information sources that contributed to the 

company’s success. This study showed customers, suppliers, networking events and 

internal information sources as useful information sources. Information related to 

customer behaviour, competitor strategies, manufacturing technologies and 

compounding formulas can be obtained from the above resources. In addition, 

owners and managers of FDCL should prioritise customer involvement and 

customer relationship management.  

According to the findings, customers are crucial external information 

sources and continuously provide information in different ways. The company 

obtained customised orders, new product ideas and designs and other useful 

technical information throughout the company’s history. Deeper engagement with 

customers enhances the new product and marketing decisions and potential success 

of both new and existing products. Networking events need to be explored.  

The current situation in Myanmar limits the in-person meeting and 

exhibitions instead there is significant growth in virtual exhibitions. From the 
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networking events, FDCL might obtain technical information to increase 

operational efficiency. Furthermore, suppliers are important sources of information. 

Building strong relationships with suppliers can leverage supply chain risks and 

operational efficiency, ultimately reducing the overall cost of production and 

increase in profitability. Internal information sources are the most important 

information sources. FDCL shall strengthen current knowledge and information 

management practices to be more engaging information reservoir.  

Secondly, for resource-constrained SMEs, it is the responsibility of owners 

and managers to search for correct information and apply in the most efficient way. 

The findings show that the market orientation and NPI did not happen in a single 

point of time but a continuum. Therefore, the company should be aware of the 

market changes in a continuous manner. The findings from this study provide 

insight on market orientation phenomena and how information is turned into new 

product development or new business opportunities. In addition, the study provides 

NPI construct which determines the success of new products. Thus, in managing 

product renovation or customisation or introducing new products, the owners and 

managers should focus on the product characteristics and involvement of customers 

to reduce the product failure rate. The role of market information becomes more 

prominent for businesses operating in an open economy. In addition, the post-coup 

decline in the overall economy limits the capabilities of the SMEs (Parameswaran, 

2023). In implementing firm-level market orientation, understanding the market is 

as important as understanding the resources and capabilities. One salient 

characteristic of SME is managerial control of resources and the owners and 

manager of FDCL should allocate resources properly and leverage the resource 

pressure.  

Thirdly, the owners of FDCL need to formulate and implement an 

organisational system that supports coordination and cooperation. In the dynamic 

business environment, market orientation becomes compulsory business practices 

and essentially promotes NPD and NPI. According to the findings, coordination 

and cooperation are important aspects of the market orientation of FDCL. The 

decision-makers need to strengthen coordination and cooperation functions. The 

reason is that the positive impact of inter-functional coordination is driven by the 

degree of intra-departmental and inter-departmental cooperation and continuous 

communication.  
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Currently, inter-functional coordination is used in problem-solving, new 

product development and routine business operations. Inter-functional coordination 

is useful in integrating functions, building customer relationships, and resource-

sharing thereby be able to create disruptive innovation. Interventions should be 

directed to various aspects of organisational culture, system, process and structure 

to obtain its full benefit. In addition, the owners and managers need to promote 

knowledge sharing and intelligence dissemination activities. Proper documentation 

and training may be required to formalise information management practices. 

Training may be required to complement the capacity building. Proper guidelines 

should be set and educated at different levels of employees to avoid misconceptions 

about communication. 

 

5.5. Limitations 

 Although this is one of the earliest attempts conducting a study on the effect 

of market information sources on NPI, the research is done at the organisational 

level to explore the nature of market information sources, market orientation, NPD 

and NPI. This paper includes several limitations. The study has been conducted in 

a cross-sectional manner tracking the information from the previous market 

orientation and NPD efforts. The nature of market orientation and NPD are 

continuous and interrelated in nature, and includes both behavioural and cultural 

components, analysis at single point of time may miss critical periods. Further 

studies shall be done in longitudinal manner.  

The second limitation includes the consideration of current circumstances 

in Myanmar. Being in the crisis situation (civil war and political turmoil), the 

findings may not be relevant and applicable in the period of survival game. Even in 

the normal circumstances, the developmental divide of the country threatens the 

improvement of private sectors including policy planning and implementation. 

However, the findings suggest what information is useful and the steps for market 

orientation and NPD process, it will be helpful to remain competitive in the crisis 

situation. Thirdly, being a qualitative case study research, there is problem of 

generalisability in different industries. As this study focuses on the outcome of firm-

level market orientation and NPD, future studies shall be done in other industries 

in Myanmar. Although this study provides an insight on what information and 

information sources are useful for Myanmar manufacturing SMEs, there might be 

differences in other industries due to differences in the industrial characteristics, 
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resource situation, technological requirement. Nevertheless, this study is a good 

start in identifying the situation of market information, market information 

resources, market orientation, NPD and NPI.  
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Appendices 

Appendix 1: The technical information sheet of PVC plastic raw materials 

(Source: Company Documents) 
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Appendix 2: Table of summary of key literature 

No. Title of 

publication  

Author and year Area of study Key findings 

1.  Types of 

innovation, 

sources of 

information and 

performance in 

entrepreneurial 

SMEs 

Varis, M. and 

Littunen, H. (2010) 

SMEs in Northern 

Savo region 

Finland 

• External sources of 

information are 

positively associated 

with product novelty 

• Innovation is 

positively associated 

with growth of firms 

but not their 

profitability 

• Process innovations 

are associated with 

the organizational 

growth 

2.  Product 

innovativeness 

dimensions and 

their 

relationships 

with product 

advantage, 

product financial 

performance, and 

project protocol 

McNally, R. C., 

Cavusgil, E. and 

Calantone, R. J. 

(2010) 

Meta-analysis of 

literature and 

empirical research 

on 444 

respondents of 

NPD managers, 

product 

development 

managers, product 

line managers and 

product managers  

• Exhibits the 

constructs of product 

definition (project 

protocols), product 

innovativeness, 

product advantage 

and product financial 

performance 

• Lack of familiarity 

with technology 

hurdles the firms 

while trying to 

implement 

technological 

discontinuity 

• Product 

innovativeness 

involves 
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technological 

discontinuity, 

marketing 

discontinuity and 

customer 

discontinuity 

3.  The influence of 

different 

information 

sources on 

innovation 

performance: 

Evidence from 

France, The 

Netherlands and 

Croatia 

Bach et al. (2015) CIS data from 

France, The 

Netherlands and 

Croatia 

• Internal sources, 

customers and 

suppliers are 

important 

information sources 

for both external and 

internal R&D 

activities in all three 

countries 

• The Netherlands rely 

on competitors as 

one of the important 

sources of innovation 

• Government did not 

have impact on 

Croatia’s innovation. 

4.  The innovation 

adoption 

process: A multi-

dimensional 

approach  

Magdalena Pichlak 

(2016) 

264 experts of 

diverse 

professionals and 

academic 

experience 

• Human resources as 

well as top managers 

attitude towards 

innovation are 

important in all 

stages of innovation 

adoption process 

• Environmental 

complexity affects 

adoption decisions 

more positively with 

pre-adoption stage 
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• Dynamism and 

hostility are more 

associated with 

adoption and post-

adoption stages 

5.  Utilizing 

customer 

knowledge in 

innovation: 

antecedents and 

impact of 

customer 

involvement on 

new product 

performance 

Cui, Anna S. and 

Wu Fang (2016) 

 

245 participants of 

Product 

Development 

Management 

Association 

(PDMA) (USA) 

• Impact of customer 

involvement depends 

on technological 

capability and form 

of customer 

involvement 

• Three forms of 

customer 

involvement: 

customer as 

information source 

(CIS), customers as 

co-developers (CIC) 

and customers as 

innovators (CIN) 

• The form of 

customer involve                               

ement depends on 

the nature of product 

and the choice of 

firm’s response 

depends on existing 

capabilities. 

6.  Sources of 

information as 

determinants of 

product and 

process 

innovations 

Gómez, J., Salazar, 

I. and Vargas, P. 

(2016) 

Observation of 

29510 

observations from 

Spanish 

Technological 

Innovation Panel 

(PITEC) 

• Internal sources of 

information are most 

important 

• Among external 

sources, suppliers 

and customers are 
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frequently used by 

the respondents 

• Six sources of 

information (internal, 

suppliers, customers, 

competitors, 

consultants, 

universities) are 

important for 

innovation  

• Firms rely mainly on 

internal source and 

customers (less 

extent with 

competitors and 

universities) for 

product innovation 

• For process 

innovation, firms 

rely mainly on 

internal source and 

suppliers which are 

followed by 

consultants and 

universities 

7.  Internal 

marketing in 

manufacturing 

organizations: 

An exploratory 

study 

Prasad, S. S. and 

Nandi, S. (2017) 

175 operators and 

supervisors of 

Laguna Clothing 

Pvt Ltd., 

Banglore.  

• The importance of 

the perception of 

employees who are 

in contact with 

customers 

• Employees play 

significant role for 

better performance 

and competitive 
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advantage over 

competitors 

• Implementation of 

suggestions of 

employees by 

organizations 

remains low  

8.  Different sources 

of market 

information and 

product 

innovativeness 

Dąbrowski, D. 

(2018) 

Data concerning 

287 new products 

(154 related to 

successful and 

133 related to 

unsuccessful new 

product projects) 

• Obtaining product 

information from 

customers has a 

positive effect on 

product 

innovativeness 

• Gathering ideas and 

new solutions 

proposed by 

innovative buyers 

can positively 

influence product 

innovativeness  

• Information from 

competitors has no 

effect on product 

innovativeness 

• Information from 

other entities 

(commercial 

intermediaries, 

suppliers, industry 

organizations and 

experts from 

universities or other 

institutions) have a 

positive effect on 
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product 

innovativeness. 

9.  Market 

orientation - 

Firm 

performance link 

in a dynamic 

environment: 

Looking inside 

the black box 

Sett, R. K. (2018) Theory or 

conceptual paper 

focusing on deep 

understanding of 

operationalization 

of market 

orientation 

constructs 

• Market orientation is 

to be viewed as 

dynamic capability 

with three 

dimensions: sensing, 

seizing and resource 

reconfiguration 

• Market orientation is 

a complex and 

difficult task and 

requires managerial 

choices according to 

the phases of value 

flow  

• The quality of top 

management team 

and leadership are 

most important 

determinants of such 

orchestrating role 

10.  Examining open 

innovation 

practices in low-

tech SMEs: 

Insights from an 

emerging market 

Oduro, S. (2019) 

 

Ghana SMEs 

 

• SMEs consider 

suppliers, customers, 

private universities 

and non-industrial 

stakeholders as 

determinants of 

innovation in orderly 

mechanism 

• Collaboration 

barriers of open 

innovation – partner 

compatibility, search 

cost, coordination 
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and cooperation 

costs 

• Conventional 

barriers of open 

innovation – 

financial and 

knowledge barriers  

11.  Market 

orientation and 

logistics service 

process quality: 

An empirical 

investigation in 

the logistics 

service providers 

in Thailand 

Chaisaengduean, K. 

(2019) 

199 logistics 

service providers 

in Thailand 

• Logistics service 

providers in Thailand 

are lack of 

integration, 

technology, market 

knowledge, funding, 

marketing capability, 

network abroad and 

good management 

• Intelligence 

generation, 

intelligence 

dissemination and 

responsiveness are 

key elements of 

market orientation 

• Market orientation is 

associated with 

personnel contact 

quality, information 

quality, order 

accuracy and order 

procedure  

12.  Entrepreneurial 

networking 

activities and 

firm 

Oo, N. N. (2019) 144 respondents 

of Yangon Region 

Young 

Entrepreneur 

Association 

• Entrepreneurs 

perceive equal 

opportunities in 

market through 

participating, 
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performance in 

Myanmar  

collaborating with 

institutions, 

corporations and 

government that 

increase social 

networking activities 

• Good access to 

informal network 

counteracts 

information 

asymmetry to get 

benefits over 

competition 

• Building a good 

individual 

networking activity 

is a fundamental 

foundation of firm 

performance.  

13.  Market 

orientation 

agenda: A 

qualitative 

synthesis and 

future research 

agenda 

Gupta, V. K., Atav, 

G. And Dutta, D. K. 

(2019) 

Literature 

synthesis of 409 

peer-reviewed, 

empirical research 

articles 

• Issue of why 

behavioral and 

cultural perspectives 

are associated with 

differing 

manifestations  

• Scarce consideration 

of mediating effects 

of market orientation 

and performance 

• Underlying 

mechanisms and 

process that connects 

market orientation to 

its antecedents and 
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outcomes are 

required 

• Despite widespread 

examination of 

market orientation 

frameworks, some 

developing countries 

and cultural 

backgrounds still 

remain to be 

identified 

14.  The role of 

SMEs’ market 

orientation in 

developing 

countries: A 

general 

investigation of 

four countries 

Nikmah, F., 

Hermawan, A., 

Sudarmiatin, S. and 

Soetjipto, B. E. 

(2020) 

Literature 

investigation on 

market orientation 

studies in Turkey, 

India, Nigeria, 

South Africa 

• Obstacles of market 

orientation in SMEs 

– centralization, 

formalization, 

competitive 

intensity, 

interdepartmental 

conflict and 

technological 

turbulence 

• Consideration of 

total quality 

management as 

mediator and 

complimentary effect 

with market 

orientation 

• Consideration of 

learning orientation 

as mediator market 

orientation  

15.  The antecedents 

of innovation in 

SMEs owned by 

Win, A. A. (2020) 

 

Myanmar Women 

Entrepreneurs; 

SME owners 

• Importance of 

customer acceptance 

and market share by 
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Myanmar 

women 

entrepreneurs 

introducing new 

products and new 

processes  

• Support of 

government and 

business associations 

is crucial 

• Information about 

innovative products, 

processes and market 

are important to 

facilitate creative 

ideas and successful 

business ventures  

16.  Influence of 

market 

orientation, 

learning 

orientation, and 

innovativeness 

on operational 

performance of 

real estate 

business 

Phorncharoen, I. 

(2020) 

555 real estate 

business (SMEs) 

in Thailand  

• Market orientation 

has direct and 

indirect effect on 

innovativeness 

• Innovativeness has 

direct effect on 

organizational 

performance 

• Learning orientation 

is the mediator 

between market 

orientation and 

innvoativeness 

17.  The impact of 

market 

orientation on 

innovativeness: 

Evidence from 

Yemeni SMEs 

Alhakimi, W. and 

Mahmoud, M. 

(2020) 

206 managers, 

owners, operators 

of SMEs in 

Sana’a 

• Customer orientation 

and supplier 

orientation have 

significant impact on 

SME innovativeness 

• Competitor 

orientation and inter-
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functional co-

ordination do not 

have significant 

impact on SME 

innovativeness 

18.  Employee’s 

market-oriented 

behavior and 

firm’s internal 

marketing 

mechanisms: A 

multilevel 

perspective of 

job performance 

theory 

Li, Eldon, Y. and 

Ko, Shu-Fen (2021) 

471 participants 

from 47 banks in 

Taiwan  

• Knowledge 

dissemination is 

critically important 

for market-oriented 

behavior 

• Internal marketing 

mechanisms can 

enhance relational 

behavior which in 

turn promote 

customer orientation 

19.  Evaluating the 

effects of 

information 

sources on 

innovation 

outcomes: Are 

there differences 

between 

knowledge-

intensive 

business services 

(KIBS) and 

manufacturing 

firms from a 

Latin American 

country 

Moya-Fernández, P. 

J. and Seclen-Luna, 

J. P. (2022) 

 

1141 Peruvian 

companies 

comprising of 830 

manufacturing 

companies and 

311 knowledge-

intensive business 

services  

• Not all external 

sources of 

information have 

positive effects on 

product, services and 

process innovations 

• Internal R&D play a 

role in the 

achievement of 

innovation outcomes 

• Internal R&D is a 

stronger predictor of 

innovation than 

external information 

sources in both 

manufacturing and 

KIBS firms 
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• Firms with more 

innovation capacity 

have better use of 

external knowledge 

flows  

• Suppliers are major 

source of 

information to 

implement 

innovation however 

suppliers only have 

positive effects on 

process innovation in 

manufacturing 

companies 

• Manufacturing 

companies have 

greater positive 

effect on relationship 

between information 

sources and 

innovation 

20.  Market 

orientation (once 

again): 

Challenges and a 

suggested 

solution  

Rokkan, A. I. (2023) Conceptualization 

of market 

orientation  

• Current 

conceptualization of 

market orientation 

too abstract and too 

broad 

• Market orientation as 

reconstructed as a 

class of orientation 

sharing properties 

and importance to 

organizational actors 
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• The all-inclusive 

view of market 

orientation 

(strategies, 

information sources) 

rather than simply 

regarding as 

customer orientation   

21.  Source of 

knowledge in the 

firm: A review 

of influential, 

internal and 

external 

contextual 

factors in 

innovation 

dynamics 

Pinto, H., Guerreiro, 

J. A. and 

Fernández-Esquinas, 

M. (2023) 

 

Review of 

literature 

regarding the 

external and 

internal sources of 

knowledge and its 

role innovation.  

• The common aspect 

of knowledge is 

shared understanding 

that firms capture, 

process and 

incorporate 

knowledge into their 

activities 

• Contextual factors 

fundamentally 

enable the firms to 

generate and absorb 

knowledge  

• The relationship 

between micro-level 

(firm-level), meso- 

and macro-levels 

(organizational field, 

network, system etc) 

due to difficulty in 

finding data that can 

link different levels  
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Appendix 3: Organization Chart of Four Diamond Company Limited (Source: 

Company Documents) 
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Appendix 4: Letter of Authorization to Conduct the Study 

 

 

Appendix 5: First set of interview questions for semi-structured interview 

Part B: Qualitative semi-structured questions  

1. What sort of market research or data collection do you engage in? 

2. How do external network relations provide useful information? 

3. How are your employees provide creative skills in starting new product 

development? 

4. How do you disseminate the results of data collection in your business? 

5. How do you respond to the changing customer needs in your market? 

6. In your organization, what information sharing system do you use?  

7. Please discuss changes in market situation that your business is in. 

8. What is the level of competition in the market that you operate in? 

9. What technological systems have you introduced in your business in the past 

three years? 

10. From customer perspective, how do market respond your new product 

launches? 
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11. From new product perspective, what makes your product ahead of your 

competitors? 

 

Appendix 6: Qualitative semi-structured questions (Revised in August 2020)  

Sources of information 

1. Do you understand the term ‘market information’ related to your company? 

Can you please elaborate what is market information to you?  

2. Where do you get market knowledge or market information? 

3. How do you know about your competitors? Is the competitor information 

obtained formally or informally? 

4. Do you know about commercial organization or trade associations? Are you 

a member of such organizations? 

5. Have you ever heard of networking events (exhibitions, trade shows, 

conferences etc)? Do you attend any of these networking events? 

6. What do you think of other information sources that are useful to your 

company? 

Market orientation 

7. Have you ever heard of the term ‘market orientation’? What does it mean to 

you and your company? 

8. Please tell me about your new product development efforts. 

9. What do you do in order to identify customers’ current and future needs? 

10. How do you disseminate the information obtained from any means to your 

corresponding team? 

11. Do you cooperate with others (with your team or with other departments) in 

doing things? Please elaborate with examples. 

12. Can you please tell me the new product development efforts of your 

company?   

New product innovativeness 

13. Do you think your current products/services can remain competitive in the 

next 12 months? 

14. Compared to your competitors, please discuss your market share (customer 

base estimate) and what do you think of the current situation? 

15. How do new products help in developing your company/employees? 
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16. Is there anything you would like to add related to these facts? 

17. Do you have any questions or concerns related to this interview? 

 

Appendix 7: The manuscripts, codes and references of interview transcripts 

 

 

Appendix 8: Primary nodes after first round of coding  
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Appendix 9: Secondary nodes after second round of coding 

 

 

Appendix 10: Creating themes from third round of coding 

 




