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ABSTRACT

The aim of this study is to investigate the effect of market orientation on new product
performance through lean innovation. Data were collected throughout three weeks using an
electronic questionnaire administered to a random sample of managers of industrial companies.
The valid number of the questionnaires used in data analysis comprises 219 responses. The
results found that market orientation had a significant effect on new product performance in the
presence of lean innovation as a mediating variable. Examining the effects of the three
dimensions of market orientation, i.e., customer orientation, competitor orientation, and
interfunctional coordination, on lean innovation reveals that the first two dimensions showed
significant effects on lean innovation while the third one did not. Therefore, managers are
required to consider lean innovation in order to boost the role of market orientation in
enhancing new product performance. The theoretical contribution of the study, practical
implications, limitations and future research directions are also reported.
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INTRODUCTION

Numerous factors call organizations to implement marketing concept in an effective manner.
Such factors include, but not limited to, meeting customer changing demands, intensive competition,
and shorten product life cycle (Zehir, Kéle & Yildiz, 2015) as well as achieving sustainability (Orji
& Liu, 2020). Many new products fail in the market due to inability to meet customer needs (Khin,
Ahmad & Ramayah, 2012). Thus, it became important for organizations to develop mechanisms
to generate market information about the key players, analyze it, and respond accordingly
(Alshahry & Wang, 2015). Therefore, organizations have to mark out strategies in order to
attract customer. One of such strategies is market orientation (Abidemi, Halim & Alshuabi,
2017).

On the other hand, due to increasing uncertainty, complexity, turbulence in the
environment, being a leader for change, organizations are required to have an innovation
strategy (Tutar, Nart & Bingol, 2015). This also requires moving from traditional patterns of
innovation to more modern and effective patterns of innovation, which indicates special
requirements for the implementation of lean thinking in innovation processes (Nicoletti, 2015.
There is a growing need for lean approach to transforming an organization into an innovative
culture with supporting processes and infrastructure to meet current business challenges
(Fredrick, Lam & Martin, 2014). Lean innovation assists organizations to bring their new
products to the market quickly (Ozkeser, 2018). Market oriented firms are becoming more
innovative in their pursuit of delivering superior value to customers (Gupta & Sehgal, 2015).
New product success and innovation have assumed increasing importance in strategies even for
firms in emerging economies (Legat, Frankwick & Sulo, 2015). New product performance
affects firm performance in a wide spectrum from sales, market share and profitability to
productivity and efficiency (Tajudin, Musa & Musa, 2012).

Previous studies are concerned with testing the relationships between market orientation
and organizational performance, market orientation and innovation, or innovation and new
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product performance, however, to the authors’ best knowledge no studies were found on the
effect of market orientation on new product performance through lean innovation. Therefore, the
aim of this study is to fill a research gap through examining the mediating role of lean
innovation in the effect of market orientation on new product performance. This study is
structured as follows. The next section represents a literature review on research variables.
Section 3 shows the development of the research hypotheses. Section 4 covers research
methodology followed by a section dedicated to research results and discussion. Section 6
highlights the conclusion and implications and finally section 7, which shows research
limitations and future research direction.

LITERATURE REVIEW
Market Orientation

Searching the literature to recognize the conceptions of market orientation revealed that such
a concept have been defined since the 1990s in terms of two approaches; Kohli and Jaworski’s
approach, i.e., market intelligence approach (Kohli & Jaworski, 1990), and Narver and Slater’s
approach, i.e., the behavioral approach (Narver & Slater, 1990). Both approaches were announced in
the Journal of Marketing in April and October 1990, respectively. The market intelligence approach
(Kohli & Jaworski, 1990) conceptualized market orientation as a construct consists of three
dimensions, which are intelligence generation, intelligence dissemination, and responsiveness
(Tajeddini & Ratten, 2020) while the behavioral approach (Narver & Slater, 1990)
operationalized market orientation as a construct encompasses three behavioral elements, which
are customer orientation, competitor orientation, and interfunctional coordination.

In fact, these two approaches of market orientation are consistent (Narver & Slater,
1990; Zehir et al., 2015). Kohli and Jaworski (Kohli & Jaworski, 1990) defined market
orientation as organizationwide actions related to generating information on customer current
and future needs and preferences as well as factors affecting these needs and preferences,
disseminating customer data among all departments in the organization to produce shared origin
for responsive actions carried out to apply the findings of information generation and
dissemination. Narver and Slater (Narver & Slater, 1990) defined market orientation as activities
related to disseminating the information collected about the buyers and competitors throughout
the organization to produce coordinated customer value.

Hence, the current study follows Narver and Slater’s perspective in which market
orientation incorporates customer orientation, competitor orientation, and interfunctional
coordination. Customer orientation advocates a proactive and continuous disposition toward
meeting customers’ requirements (Han, Kim & Srivastava, 1998) by gathering information
about the needs of the current and potential customers and using it for creating a superior
customer value with disseminating such knowledge throughout the organization (Narver, Slater
& Tietje, 1998). On the other hand, competitor orientation refers to organization’s ability to
understand the capabilities and strategies of the current and potential competitors and the use of
such knowledge to respond to competitors’ actions and create a superior customer value.
Finally, interfunctional coordination consists of organizational coordinated efforts made to
utilize information about customers and competitors by all departments to serve customers
(Narver & Slater, 1990; Narver, Slater & Tietje, 1998).

Lean Innovation

Innovation has been conceptualized in a different ways (Jimenéz-Jimenéz et al., 2014). It
has been describes as a process of converting knowledge into value to a company by
implementing new or improved products, services, processes and systems (Ferraresi et al.,
2012). Similarly, innovation has been termed as implementation of new ideas to create a generic
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value for the organization (Kalkan, Bozkurt and Arman, 2014). In order to translate innovation
theory into practice while concurrently keep eyes on resource optimization and waste
elimination, Schuh, Lenders and Hieber (2008) introduced an approach called lean innovation.
The authors identified ten main principles of such an approach that should be carried out in
R&D. These principles are embedded into three specific steps named structure early,
synchronize easily, and adapt securely.

The first step, i.e., structure early, is took place by setting and motivating the innovation
team, building the hierarchy of value and prioritizing its requirements in the system, as well as
composing the product by defining its architecture. The second step, i.e., synchronize easily,
includes identifying the most effective and efficient ways of innovation through the application
of the value stream mapping and capacity planning. The third step, i.e., adapt securely, sets the
process of continuous innovation of product design and making sustainable adjustments to
satisfy the values and changing customers’ requirements (Schuh, Lenders and Hieber, 2008).

Lean thinking aims to eliminate all activities that add no value and line up all value
adding activities to both internal and external customers (Hoppmann et al., 2011). Lean
innovation must adopt a 7Ds process, which consists of define, discover, design, develop,
digitize, deploy, and diffusion (Nicoletti, 2015). However, lean innovation represents a distinct
capability that enables organizations to manage its limited resources through resource
reallocation (Bicen and Johnson, 2015). The authors added that resources alone are no sufficient
to create the desired value for the organization; organizations are required to integrate certain
resources and capabilities with market orientation to allow outcomes that are more efficient in
the achievement of competitive priorities. The current study adopts Bicen and Johnson’s
definition (Bicen and Johnson, 2015) by describing lean innovation as a distinct capability used
for the benefit of the organization in the optimal utilization of its limited resources during the
process of innovation.

New Product Performance

New product performance can be defined as the success of products or services in
delivering and fulfilling customer’s requirements (Adis & Jublee, 2010). As indicated by Meyer
and Utterback (1992), new product performance is the outcome of new products in the market
that depends on the design, specifications, and translating the customer’s needs into product
specifications (Fong, Lo & Ramayah, 2014). In previous studies, scholars have different views
of the measures of new product performance. Langerak, Hultink and Robben (2004) pointed out
that new product performance could be in the form of second-order scale consisting of five
subscales reflecting the dimensions of market level, financial, customer acceptance, product
level, and timing measures of new product. Such measured were adopted for the purpose of the
current study. Tajudin, Musa and Musa (2012) argued that there are four subscales to measure
new product performance: financial, technical, customer related, and global presence. Fok-yew
(2014) assessed new product development performance by market performance, creativity
performance, time performance, and cost performance. Akman and Okudan (2009) defined five
measures of new product performance, which are cost, delivery, flexibility, innovation, and
quality. Storey and Easingwood (1999) identified three dimension of new product performance:
sales performance, enhance opportunities, and profitability. Table 1 shows examples of the
measures of new product performance.

Table 1
MEASURES OF NEW PRODUCT PERFORMANCE
Source Measures
o  Market level measures
Adis and Jublee (2010); Langerak, Hultink and e Financial measure
Robben (2004) e  Customer acceptance measures
e  Product-level measures
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e Timing measures

e Financial

e  Technical
e  Customer related
e Global presence

Tajuddin et al. (2012)

e  Customers’ satisfaction
Zarezadeh et al. (2014) e  Sales of other products
e Met objectives

e  Short-term new product performance:
—  Time to market
—  Sales take-off
Molina-Castillo, Munera-Aleméan & Calantone e Long term new product performance:
(2011) —  Market share
—  Customer acceptance
—  Customer loyalty
- ROI

e  Market performance
e  Creativity performance
e Time performance
e Cost performance

Fork-Yew (2014)

e  Sales performance

Storey and Easingwood (1999) e Enhance opportunities
o profitability
Joshi and Sharma (2004) : &;?E;?Z::E/e
(Compared to competitors) e Growth rate

Hypothesis Development
The Relationship between Market Orientation and Lean Innovation

Under high market turbulence, managers may leverage their market orientation
(customer and competitor orientations, as well as the interfunctional coordination), in order to
support the development of new processes, products, or idea in the organization, and devising
innovative solutions to business problems (Hult, Hurley & Knight, 2004). Market orientation
induces innovation through assisting the organization to recognize new customer needs and new
business processes (Altuntas, Semercioz & Eregez, 2013). A number of previous studies have
confirmed the relationship between the marketing orientation, innovation, and organizational
performance (e.g. Grinstein, 2008; Dev, Agarwal & Erramilli, 2008; Osman et al., 2015; Gupta
& Sehgal, 2015). Gatignon and Xuereb (1997) claimed that firms wishing to develop an
innovation superior must have a strong market orientation, which would be useful because it
enables firms to develop innovations with lower costs. In addition, scholars reported significant
effects of market orientation on innovation. Hortinha, Lages and Lages (2011) found that
customer orientation is more important than other component of market orientation in
developing pure exploitative innovations. Al-Dmour and Ahmad Amin (2012) revealed that
there is a statistically significant effect of market orientation on service innovation. The results
of Gupta and Sehgal (2015) revealed that only customer orientation exerts a strong and positive
influence on incremental and radical innovation.

Furthermore, a number of studies showed that market orientation have direct significant
effects on innovation (e.g. Pardi et al., 2014; Ramirez, Guzman & Serna, 2014; Alshahry & Wang,
2015; Tutar, Nart & Bingol, 2015; Zainul, Astute, Arifin & Utami, 2016). On the other hand, a
study by Hult, Hurley & Knight (2004) found that market orientation has a significant and positive
effect on innovativeness. Measuring market orientation as a construct consists of customer
orientation, competitor orientation, and interfunctional coordination, Han, Kim & Srivastava
(1998) found positive relationships between customer orientation and organizational
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innovativeness, while there were positive significant relationship between competitor orientation
and innovativeness in administrative areas but not in technical areas. Their results rejected the
hypothesis that interfunctional coordination is positively related to innovativeness. Altuntas,
Semercitz & Eregez (2013) indicated that market orientation generates various direct and
indirect benefits involving innovativeness, product quality and ultimately firm performance
Despite these studies, research on the relationship between market orientation and lean
innovation is still limited. Nicoletti (2015) mentioned that lean innovation is based on taking a
deep look at the value system practices, which focus on market orientation of products and
services, while products and services heavily rely on the supply chain process to contribute to
the value system. Schuh, Lenders and Hieber (2008) argued that lean innovation has to secure a
continuous adaptation to changing market and customer requirements. Subsequently, the result
is a constantly “fresh” product from the market perspective. This is an indication of the
importance of market orientation in promoting lean innovation. Thus, it is hypothesized that:

H1: Market orientation is positively related to lean innovation.

H1,: Customer orientation has a positive relationship with lean innovation.

H1,: Competitor orientation has a positive relationship with lean innovation.

H1.: Interfunctional coordination has a positive relationship with lean innovation.

The Relationship between Lean Innovation and New Product Performance

Previous studies have examined the influence of innovation on new product development
and performance. Chao, Feng and Li (2014) argued that product innovation has a direct impact
on new product performance. From the same perspective, Gupta and Sehgal (2015) believed that
creating and delivering superior customer value requires creative ideas and continuous
innovation for long-term customer retention and sustenance in the marketplace. Legat,
Frankwick and Sulo (2015) added that the innovative organization is one that aims to enhance
production or delivery capabilities through improvements and facilitating the production of new
products. Studies by authors such as Tajudin, Musa and Musa (2012) found a significant direct
impact of innovativeness on new product performance.

According to the relationship between lean innovation and new product performance,
Guimardes, Romero and Medeiros (2014) pointed out that steps of lean innovation must be
made continuously in order to obtain increased perfection in the new product development
process. Lean innovation approach can be applied to large or small companies; whether it have
R&D or not. With the use of the lean innovation approach during some stages, it is possible to
achieve results in time and cost reduction in new product development. Broichhausen (2013)
claimed that the ideal product development department of market leader, who is consequently
following the lean innovation philosophy, is characterized by a strong focus on creation of
customer value in combination with a high level of creativity. This combination leads to product
development projects are clearly prioritized and related unambiguously to the planned products;
waste is eliminated as far as possible and development goals achieved, as well as the products
are clearly structured. Thus, lean innovation may be considered as one of the main driver of new
product performance. Based on the above, the study hypothesized:

H2: Lean innovation is positively related to new product performance.
The Relationship between Market Orientation and New Product Performance

Previous researches showed that market oriented organizations have capability of
achieving new product success (Abidemi, Halim & Alshuabi, 2017). Studies (e.g., Gatignon &
Xuereb, 1997; Chien, 2010; Adis & Jublee, 2010) supported the positive impact of market
orientation on new product success and performance and firms with strong market orientation
may successfully develop new products. In addition, Khin, Ahmad & Ramayah (2012)
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emphasized the importance of customer orientation in several aspects, including new product
development. Grinstein (2008) argued that the cumulative evidence suggests that information
sharing and communication across functional units especially in the context of market
information positively affect new product development and performance. Therefore, developing
new products and processes to meet the emerging needs of the market is the means by which a
market orientated firm implements the marketing concept (Legat, Frankwick and Sulo, 2015). In
line with most scholars in relevant previous studies, the study hypothesizes that:

H3: Market orientation is positively related to new product performance.
Lean Innovation as a Mediator

There still an ongoing debate about the source of new product idea. Some scholars
advocate the importance of staying closer to the customer and competitor at the market and learn
directly from the external environment. The project performance concerns with the overall
organization’s effort invested to innovate faster, cheaper & high quality (Beyene, Shi & Wu,
2016). Innovation has become over the last decades an essential factor for survival of the
organizations. With the clear objective of increasing competitiveness, thereby making the
mission to innovate becomes the responsibility of all employees in all areas. Accelerated
competition has pushed companies to use innovation management tools in research and new
product development (Guimardes, Romero and Medeiros, 2014). It is generally accepted that
market oriented behavior facilitates organizational innovation, which in turn has a positive effect
on business performance (Magcées, Farhangmehr & Pinho, 2007). Zehir, Kéle and Yildiz (2015)
found that innovation capability has a partial mediating effect on market orientation dimensions
and export performance. Further, Gupta and Sehgal (2015) revealed that service innovation
performs a mediating role in the relationship between market orientation and organization
performance. A study of Legat, Frankwick and Sulo (2015) also revealed that market orientation
positively affects innovation, which in turn positively affects performance. In addition,
Langerak, Hultink and Robben (2004) emphasized that the market orientation cannot be directly
related to the new product performance. Therefore, lean innovation can be considered more
efficient and effective than the traditional view of innovation capability in mediating that
relationship. Thus, it is hypothesized that:

H4: Lean innovation mediates the effect of market orientation on new product performance.
METHODOLOGY
Research Theoretical Model

Figure 1 shows the theoretical model of the study. It portrays four potential effects
between market orientation and lean innovation (H1), lean innovation, new product performance
(H2), market orientation, new product performance (H3), market orientation, and new product
performance through lean innovation (H4).
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FIGURE1

RESEARCH THEORETICAL MODEL

Moreover, Figure 1 shows three proposed sub-hypotheses related to the effects of market
orientation dimensions; customer orientation (H1a), competitor orientation (H1b), and
interfunctional coordination (H1c) and new product performance. H1, H2, and H3 were
suggested to explore the effects of market orientation on both lean innovation and new product
performance as well as the mediating role of lean innovation in this regard as suggested in H4.
Hla, H1b, and Hlc were presumed to determine the extent to which these three independents
are positively related to lean innovation.

Research Population, Sample, and Data Collection

The population of the study consists of all managers of different managerial levels in
industrial companies. A sample consisted of 250 managers were randomly drawn. Data were
collected using an electronic questionnaire sent to sample members and 219 questionnaires were
returned complete. Out of the respondents, there were 72% (n=158) with a bachelor’s degree
while 28% (n=61) hold a master’s degree. Moreover, about 60% (n=131) of the respondents had
more than 15 years work experience. In fact, no managers were found with work experience less
than 5 years.

Research Instrument

Market orientation as a construct of customer orientation, competitor orientation, and
interfunctional coordination was measured using a nine items of the modified Narver and
Slater’s (1990) scale of market orientation based on the final measurement model introduced by
Ward, Girardi and Lewandowska (2006: 170). Four items adopted from Dey et al. (2019) were
used to measure lean innovation. Four items based on previous studies were used to assess new
product performance (Zarezadeh et al., 2014; Molina-Castillo, Munera-Aleman & Calantone,
2011; Joshi and Sharma, 2004). In terms of the common method bias, three remedies was used
before data collection following Jakobsen and Jensen (2015) and Podsakoff, MacKenzie, and
Podsakoff (2012). First, the initial questionnaire was revised for language clarity. Second, data
on the dependent variable was collected in the first week; data on the mediating variable was
gathered in the second week, while data on the dependent variable was collected in the third
week. Third, the cover letter of the questionnaire asked respondents to provide their current
status rather than past status.
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Validity and Reliability

Using IBM SPSS V25, exploratory factor analysis was conducted on all questionnaire
items in order to identify the number of the components extracted with eigenvalues greater than
1 (Sun & Das, 2021), determine the cumulative percentage of the total variance extracted and
explore the factor loadings of the items (Schreiber, 2021). Items factorability was checked based
on KMO-Bartlett’s test. KMO refers to Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
The value of KMO should be greater than 0.60 and the Chi-Square value of the Bartlett’s test
should be significant (Chaudhary & Chanda, 2015). Validity was tested based on the results of
EFA, i.e., standardized factor loadings and average variance extracted (AVE), while reliability
was checked using Cronbach’s alpha coefficient (o) and composite reliability (CR). The results
in Table 1 confirm that all factor loadings and AVE values were greater than 0.50, which
assured scale validity (Shook et al., 2004). Furthermore, all CR values were higher than 0.70
(Asad, Chethiyar & Ali, 2020) alpha coefficients were higher than 0.70, which emphasizes a
reliable scale (Rivaz, Tavakolinia & Momennasab, 2021).

Table 2
RESULTS OF SCALE VALIDITY AND RELIABILITY
Variables Items FL AVE CR o
Customer orientation MO1 0.742 0.59 0.85 0.98
MQO2 0.781
MO3 0.769
Market orientation - - - MO4 0.789
Competitor orientation MO5 0.877 0.73 0.88 0.91
MO6 0.729
MO7 0.778
Interfunctional coordination MO8 0.951 0.91 0.95 0.96
MQO9 0.953
Lean innovation LIl 0.773 0.72 0.91 0.93
LI2 0.847
LI3 0.885
LI4 0.873
NPP1 | 0.834 0.66 0.88 0.91
New product performance NPP2 0.844
NPP3 | 0.869
NPP4 | 0.684

RESULTS AND DISCUSSION
Hypotheses Testing

Research hypotheses were tested using two models. First, a model used to test the effect
of market orientation as a whole construct on lean innovation as suggested in H1, the effect of
lean innovation on new product performance as proposed in H2, and the effect of market
orientation on new product performance as assumed in H3. As well, the mediating role in the
effect of market orientation on new product performance as in H4. Second, a model linked three
sub-dimensions of market orientation (customer orientation, competitor orientation,
interfunctional coordination) to new product performance as suggested in H1la, H2b, and H3c.

Table 2 shows the results of hypotheses testing. The results accepted the hypotheses that
market orientation is positively related to lean innovation (B=0.73, P<0.05), new product
performance ($=0.56, P<0.05), and lean innovation is positively linked to new product
performance ($=0.25, P<0.05). That is, H1, H2, and H3 were supported. For the mediating role
of lean innovation, the results showed a significant indirect effect of market orientation on new
product performance through lean innovation (f=0.19, P<0.05), which means that H4 was also
supported. These results are shown in Figure 1.
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On the other hand, the results in Table 2 indicate that two dimensions of market
orientation are positively associated to lean innovation, which are customer orientation (f=0.62,
P<0.05) and competitor orientation (=0.34, P<0.05), while there was no significant effect of
interfunctional coordination on lean innovation ($=0.12, P>0.05). In other words, Hla and H1b
were supported and H1c was rejected. These results are shown in Figure 2.

Table 2
RESULTS OF HYPOTHESIS TESTING
Hypothesis Variables and paths DBI rect effechts Ing Irect effeF():ts Results
H1 MO | > LI 0.73 0.000 - - Supported
Hla CSO | =2 LI 0.62 0.000 - - Supported
Hib CPO | > LI 0.34 0.010 - - Supported
Hlc INF > LI 0.12 0.51 - - Not supported
H2 LI > NPP 0.25 0.007 - - Supported
H3 MO | > NPP 0.57 0.001 - - Supported
H4 MO | > NPP 0.56 0.000 0.19 0.007 Supported

00000000

FIGURE 2
THE FIRST STRUCTURAL MODEL

The first structural model as portrayed in Figure 2 shows hypotheses testing for the
effect of market orientation as a whole construct on both lean innovation and new product
performance, while the second structural model illustrates hypotheses testing for the effects of
customer orientation, competitor orientation, and interfunctional coordination on lean
innovation.
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FIGURE 3
THE SECOND STRUCTURAL MODEL

Discussion

The current results are in line with several previous studies, which found a positive link
between market orientation and innovation (Riswanto et al., 2020; Altuntas, Semercioz &
Eregez, 2013; Grinstein, 2008; Dev, Agarwal & Erramilli, 2008; Osman et al., 2015; Gupta &
Sehgal, 2015; Al-Dmour and Ahmad Amin, 2012; Wojcik-Karpacz, Karpacz & Rudawska,
2021; Hult, Hurley & Knight, 2004; Christa et al., 2020). Similarly, previous studies underlined a
significant effect of innovation on new product performance (Chao, Feng and Li, 2014; Tajudin,
Musa and Musa, 2012; Broichhausen, 2013). According to Yu, et al. (2020), the integration
between lean practices and innovativeness increases the operational excellence of the
organization. In terms of the effect of market orientation on new product performance, it can be
stated that the currents results are echoed in numerous prior works (e.g., Gatignon & Xuereb,
1997; Chien, 2010; Adis & Jublee, 2010; Khin, Ahmad & Ramayah (2012; Legat, Frankwick
and Sulo, 2015). To the author’s best knowledge, no studies were found on the mediating role of
lean innovation in the effect of market orientation on new product performance. However,
scholars asserted that innovation has a significant effect on organizational performance in
general (Macdes, Farhangmehr & Pinho, 2007). Zehir, Koéle and Yildiz (2015) found that market
orientation engenders performance through innovation capability, while Gupta and Sehgal
(2015) showed that market orientation has a significant influence on organizational performance
through service innovation.

CONCLUSION AND IMPLICATION
Theoretical Contribution

The contribution of the current study to the body of knowledge lies in two main insights.

First, the study adds new empirical findings on the mediating role of lean innovation in the
effect between market orientation and new product performance. It is already acknowledged that
market orientation exerts positive effects on both innovation process and organizational
performance. However, little is known about the effect of market orientation on a specific kind
of performance, i.e., new product performance, as well as the mediating role of lean innovation
between market orientation and new product performance. For organizations to improve the
performance of the new product, both orientation and capability are required. In line with the
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current statement, the present study indicates that both market orientation and lean innovation
are essential to enhance new product performance.

Second, examining the effects of market orientation as a multidimensional construct
reveals that only two dimensions have significant effects on new product performance, which
are customer orientation and competitor orientation. That is not state that the third dimension,
which is interfunctional coordination is not important. The idea behind market orientation is that
organizations collect information about customers and competitors, disseminating such
information among departments to produce practical solutions for customers’ needs and
preferences along with the capabilities of the competitors. Thus, it is noted that information is
the cornerstone of the market orientation of companies. It is obvious to say that coordination
between the various relevant departments in the organization is necessary to benefit from this
information. Accordingly, interfunctional coordination is complementary to benefit from
information, and it is implicit in the process of orientation towards customers and competitors.

In summary, the contribution of the current study is that lean innovation is very
important to enhance the effect of market orientation on new product performance. Lean
innovation plays a significant role in this regard as a process used to achieve resource
optimization, waste elimination, and continuous adaptation to customers’ changing demands.
Moreover, the aim of market orientation is to produce new adaptive solutions for customers
considering competitors. Achieving such an aim requires a total effort through information
sharing.

Practical Implications

Based on the results and the theoretical contribution of the study, managers are required
to apply the concept of market orientation as a whole construct with a balanced concentration on
both customers and competitors. Gathering information about customers and competitors is not
enough to achieve the aim of such a concept. Market orientation is a process of collecting and
disseminating customer and competitor information within the organization to identify how to
meet customer needs and preferences. To gain a successful market orientation and to ensure its
effective role in boosting new product performance, lean innovation is essential to make sure
that the organization is able to adapt to the changing demands in the market.

Limitations and Future Research Directions

Limitations of this study are three. First, it is limited to a sample of managers and
employees of industrial companies; therefore, future studies are required to investigate the
impact of market orientation on new product performance through lean innovation in other
industries. Second, market orientation was measured using three dimensions, which are
customer orientation, competitor orientation, and interfunctional coordination; the results found
that interfunctional coordination had no significant effect on lean innovation or new product
performance; hence, further studies are requested to examine its role using samples from
industrial and other sectors. Third, the mediating effects of lean innovation between customer
orientation and competitor orientation and new product performance was investigated in the
current study. Henceforth, researchers are called to test such a mediation effect.
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