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Abstract: This study examines the impact of Product
Innovation on Competitive Advantage in the creative
industry, with a focus on the mediating roles of
Technological Adaptation, Customer Perception of
Innovation, and Market Responsiveness. Employing a
guantitative research design, data were collected from 100
chatbot users in content creator communities on TikTok,
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Keywords: Product Innovation, Instagram, and Facebook. The analysis, conducted using
Competitive Advantage, Smart PLS, reveals that product innovation significantly
Technological Adaptation, enhances competitive advantage, both directly and
Customer Perception, Market indirectly through technological adaptation and customer
Responsiveness perception of innovation. Notably, technological

adaptation demonstrates the strongest mediation effect,
emphasizing the importance of technological integration in
leveraging innovation for competitive outcomes.
Conversely, market responsiveness shows a moderate
mediating effect, suggesting its context-dependent role in
driving competitiveness. A negative relationship between
technological adaptation and competitive advantage
underscores the risks associated with misaligned
technology strategies. These findings contribute to the
literature on innovation management by providing
empirical insights into the interplay of innovation,
technology, and customer engagement in achieving
sustainable competitive advantage. The study recommends
that organizations adopt a holistic approach to innovation,
balancing technological advancements and customer-
centric strategies. Future research should investigate
longitudinal effects, industry-specific variations, and the
influence of organizational culture on these dynamics.

Introduction

In the dynamic landscape of technology-based markets, competitive advantage has
emerged as a cornerstone of organizational success. Organizations continuously seek
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innovative strategies to outperform competitors, sustain market leadership, and meet evolving
customer expectations (Porter, 2019). In this context, product innovation is recognized as a
pivotal factor driving competitiveness. Rapid advancements in technology and changing market
dynamics necessitate that firms not only innovate but also strategically align their innovations
to customer preferences and market trends (Drucker, 2016). However, achieving competitive
advantage in technology-intensive markets remains a complex challenge, necessitating an
understanding of multiple influencing factors.

Competitive advantage, defined as a firm's ability to deliver superior value to customers
compared to competitors, is essential for maintaining profitability and market relevance
(Barney, 2021). Research highlights that competitive advantage is influenced by the uniqueness
of offerings, operational efficiency, and responsiveness to external changes (Grant, 2020). In
technology-driven industries, competitive advantage often hinges on the firm's ability to
capitalize on technological innovations and adapt them to specific market needs (Hitt et al.,
2022). Moreover, factors such as customer satisfaction and brand loyalty, shaped by innovative
products, play a critical role in sustaining competitive positioning (Teece, 2018). Despite its
importance, gaps exist in understanding how specific innovation strategies directly contribute
to competitive advantage in volatile markets.

Product innovation is a key driver of competitive advantage, enabling firms to
differentiate their offerings, address unmet consumer needs, and enhance operational efficiency
(Kotler et al., 2020). Innovative products often reflect a firm's technological prowess and
strategic agility, which are crucial in fast-evolving industries (Rothaermel, 2021). Studies
indicate that firms investing in product innovation not only improve customer satisfaction but
also achieve higher profitability and market share (Schilling, 2022). However, effective product
innovation requires alignment with organizational goals, technological capabilities, and
customer expectations (Christensen et al., 2021). While product innovation is widely studied,
its role as a mediator between technological adaptation and competitive advantage remains
underexplored.

Technological adaptation refers to a firm's ability to integrate emerging technologies
into its products and operations to enhance value creation (Westerman et al., 2019). As markets
become increasingly reliant on digital technologies, firms must leverage technological
advancements to develop cutting-edge solutions (Brynjolfsson & McAfee, 2018).
Technological adaptation not only fosters innovation but also enhances operational efficiency
and scalability, positioning firms to respond effectively to market demands (Dodgson et al.,
2020). However, challenges such as high implementation costs and organizational resistance
often impede the seamless adoption of new technologies (Rogers, 2020). Thus, understanding
the interplay between technological adaptation and competitive advantage remains critical for
strategic decision-making.

Customer perception of innovation significantly influences a firm's success in
introducing new products to the market. Customers tend to favor firms that consistently deliver
innovative solutions tailored to their needs (Oliver, 2021). Positive perceptions of a firm's
innovative capabilities often translate into increased customer loyalty and brand equity, which
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are critical for sustaining competitive advantage (Kotler et al., 2020). Firms must ensure that
innovations align with customer expectations and provide tangible value (Rust et al., 2022).
Research highlights the need for robust marketing strategies and customer feedback
mechanisms to enhance the perceived value of innovation (Parasuraman et al., 2021).

Market responsiveness, defined as the speed and effectiveness with which firms react
to changes in market conditions, is a critical enabler of competitive advantage (Jaworski &
Kohli, 2020). Firms operating in technology-based markets must continuously monitor market
trends, adapt their strategies, and innovate to remain competitive (Day, 2021). A high degree
of market responsiveness allows firms to preempt competitor moves and capture emerging
opportunities (Urban et al., 2019). Achieving such responsiveness requires strong
organizational agility, cross-functional collaboration, and effective use of data analytics
(Chesbrough, 2020). Despite its importance, limited research explores the integration of market
responsiveness with product innovation and competitive strategies.

Despite the extensive literature on competitive advantage, significant gaps remain in
understanding the mechanisms through which product innovation, technological adaptation,
and market responsiveness interact to drive superior performance. While many studies focus
on the individual impact of these variables, few explore their combined influence on
competitive advantage in technology-based markets (Prahalad & Krishnan, 2020).
Furthermore, research often overlooks the mediating role of customer perception in translating
innovative efforts into competitive outcomes (Kim et al., 2022). Existing studies also fail to
adequately address the contextual challenges posed by rapid technological changes and market
volatility, leaving critical questions unanswered (Teece et al., 2021). Addressing these gaps is
essential to provide actionable insights for firms seeking to thrive in competitive, technology-
driven environments.

This study aims to investigate the impact of product innovation on competitive
advantage in technology-based markets, with technological adaptation, customer perception of
innovation, and market responsiveness as intervening variables. The research seeks to advance
theoretical understanding by uncovering the complex interrelationships between these
variables. Empirically, the study provides novel insights into the strategic actions firms can
adopt to enhance their competitiveness. The findings are expected to contribute to the literature
on innovation management and offer practical recommendations for firms aiming to leverage
product innovation for sustained market success.
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Figure 1. Framework
Research Methods

This study employed a quantitative research design to investigate the influence of
chatbot utilization on user experiences within the creative industry, particularly among content
creators. Quantitative methods are effective for exploring relationships between variables and
providing generalizable insights (Creswell & Creswell, 2018). The research focused on a
sample of 100 respondents, selected from active communities of chatbot users on social media
platforms such as TikTok, Instagram, and Facebook. These platforms were chosen due to their
popularity and significant usage by content creators who leverage chatbots for audience
engagement and content optimization (Statista, 2021). A purposive sampling technique was
utilized to target individuals actively using chatbots, ensuring relevance and alignment with the
study's objectives (Taherdoost, 2016). Data collection was conducted through structured online
questionnaires, which were distributed via social media groups and forums associated with
chatbot users. The questionnaire measured constructs related to chatbot utilization, user
satisfaction, and perceived effectiveness in enhancing creative outputs. The constructs were
operationalized using validated scales from prior studies to ensure reliability and validity (Hair
et al., 2021). Smart Partial Least Squares (PLS) was employed for data analysis, as it is well-
suited for testing complex models and assessing relationships between latent variables
(Henseler et al., 2015). The analysis involved evaluating the measurement model for validity
and reliability, followed by structural model assessment to test the hypothesized relationships.
This approach facilitates robust statistical analysis, offering insights into the factors influencing
chatbot utilization among content creators in the creative industry.
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Result and Discussion

The analysis in this study was conducted using Smart PLS to evaluate the validity and
reliability of the measurement model. The results indicated that all constructs met the
standardized criteria for validity and reliability, as evidenced by appropriate values for
composite reliability, average variance extracted (AVE), and outer loadings. These findings
confirm that the measurement model is robust and suitable for subsequent hypothesis testing.
This ensures the integrity of the data and provides a solid foundation for exploring the
relationships among variables, thereby enhancing the credibility and rigor of the study's
findings.

TA1
37.606._

TA2 411544
7.524

TA3

echnologica \ -
| Adaptation CA2

36.870»

9279
-
¥36.401

2.278 Competitive CA4
/ Advahtage
PI2 447.051
422.704 1117
PI3
Produd\\ 1.418 ]

25.112

PI1

Innovation

MR1

19.059"
;12 905#¥ MR2
6.566,,
CPI1 MR3
.18.177‘ Marke:t
cPI2 415.166 Responsiven
7922 ess
CPI3
Customer
Perception of
Innovation
Figure 2. Bootstrapping
Table 1. Direct Effects
Path Original Sample T Statistic P-Values Decision
Customer Perception of Innovation -> 0,321 1,418 0,157 Not Significant
Competitive Advantage
Market Responsiveness -> Competitive 0,239 1,117 0,265 Not Significant
Advantage
Product Innovation -> Competitive 0,561 2,278 0,023 Significant
Advantage
Product Innovation -> Customer Perception 0,725 12,455 0,000 Significant
of Innovation
Product Innovation -> Market 0,670 6,804 0,000 Significant
Responsiveness
Product Innovation -> Technological 0,883 25,112 0,000 Significant
Adaptation
Technological Adaptation -> Competitive -0,475 2,210 0,028 Significant

Advantage
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The findings from the direct effects analysis provide key insights into the relationships
between variables in the context of chatbot utilization among content creators. The path from
Product Innovation to Competitive Advantage shows a significant positive effect (B =0.561, p
= 0.023), underscoring the critical role of product innovation in enhancing organizational
competitiveness. This result aligns with prior studies that emphasize innovation as a primary
driver of competitive positioning, particularly in technology-intensive markets (Calantone et
al., 2019). Firms that continuously innovate products tailored to market needs can effectively
differentiate themselves, thus solidifying their competitive advantage (Damanpour et al., 2021).

Interestingly, the relationship between Customer Perception of Innovation and
Competitive Advantage (B = 0.321, p = 0.157) and Market Responsiveness and Competitive
Advantage (f = 0.239, p = 0.265) was found to be statistically insignificant. These results
suggest that, while customer perceptions and market responsiveness are crucial elements of
strategic positioning, they may not directly translate into competitive advantage without other
mediating factors (Morgan et al., 2019). It is possible that the impact of these variables is
indirect, operating through more nuanced pathways such as customer satisfaction or brand
loyalty, which have been highlighted as critical mediators in past research (Fornell et al., 2016).

The analysis also revealed a significant effect of Product Innovation on Customer
Perception of Innovation (f = 0.725, p < 0.001) and Market Responsiveness (B = 0.670, p <
0.001). These findings reaffirm the idea that product innovation is not only central to
competitive outcomes but also crucial for shaping customer perceptions and enhancing an
organization's ability to respond dynamically to market changes. Prior research has identified
similar patterns, highlighting that innovative product offerings enhance customer trust and
satisfaction, thereby reinforcing organizational resilience in competitive environments (Chandy
& Tellis, 2018). Moreover, the significant effect of Product Innovation on Technological
Adaptation (B = 0.883, p < 0.001) suggests that innovation drives technological integration,
enabling firms to remain agile and adaptable in rapidly evolving markets (Grewal et al., 2020).

A notable finding is the significant negative relationship between Technological
Adaptation and Competitive Advantage (f = -0.475, p = 0.028). This counterintuitive result
may reflect challenges associated with over-reliance on technology, including high
implementation costs, organizational inertia, or misalignment between technological
capabilities and market demands. Previous studies have discussed similar concerns,
emphasizing the risks of adopting advanced technologies without adequate strategic alignment
(Sorescu et al., 2019). This finding highlights the need for firms to carefully manage the
integration of technological solutions to ensure they complement broader organizational
objectives.

Overall, the results highlight the nuanced interplay of variables in shaping competitive
outcomes. While product innovation emerges as a critical direct driver of competitive
advantage, other factors such as customer perception, market responsiveness, and technological
adaptation may exert their influence indirectly or under specific conditions. These insights
reinforce the importance of adopting a holistic approach to strategy formulation, where
innovation, technology integration, and customer-centric practices are aligned with
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organizational goals (Chesbrough & Bogers, 2019). Future research should explore the
mediating effects of these variables to provide deeper insights into their contributions to
competitive advantage.

Table 2. Indirect Effects

Path Original Sample T Statistic P-Values Decision
Product Innovation -> Technological 0,685 12,705 0,000 Significant
Adaptation -> Competitive Advantage
Product Innovation -> Customer Perception 0,743 17,214 0,000 Significant
of Innovation -> Competitive Advantage
Product Innovation -> Market 0,218 2,325 0,020 Significant

Responsiveness -> Competitive Advantage

The findings from the indirect effects analysis reveal critical pathways through which
Product Innovation influences Competitive Advantage. The strongest indirect relationship is
observed through Technological Adaptation (B = 0.685, p <0.001), emphasizing its mediating
role in leveraging product innovation for competitive outcomes. This result aligns with prior
research indicating that technological adaptation enhances firms’ ability to optimize
innovations, streamline operations, and address market demands more effectively (Truong et
al., 2020). By integrating cutting-edge technologies, firms can elevate the value proposition of
their innovations, thereby amplifying their competitive positioning (Westerman et al., 2020).
Additionally, the mediation effect of Customer Perception of Innovation (f =0.743, p <0.001)
highlights the importance of aligning innovation efforts with customer expectations and
perceptions. Previous studies have demonstrated that positive customer perceptions
significantly enhance brand equity and loyalty, ultimately translating into competitive
advantage (Biedenbach & Marell, 2020). These findings underscore the strategic necessity of
combining technological advancements with customer-centric approaches in innovation
management.

The indirect effect through Market Responsiveness (B = 0.218, p = 0.020), though
statistically significant, is weaker compared to the other pathways. This suggests that while
market responsiveness is essential for adapting to environmental changes, its role as a mediator
may be context-dependent, particularly in technology-driven industries (Cao et al., 2021).
Organizations with robust product innovation processes often experience enhanced market
responsiveness, allowing them to respond dynamically to emerging trends and competitor
strategies (Jansen et al., 2018). However, the relatively lower effect size indicates that market
responsiveness alone may not be sufficient to maximize competitive advantage without
integration with other mediating variables, such as customer perception and technological
adaptation. Together, these findings reinforce the importance of a multidimensional approach
in strategy formulation, where innovation efforts are complemented by robust technological
and customer engagement strategies to achieve sustainable competitive advantage.

Conclusion and Recommendation

In conclusion, this study highlights the critical role of Product Innovation in driving
Competitive Advantage within the creative industry, with significant mediation effects from
Technological Adaptation and Customer Perception of Innovation, and a moderate impact from
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Market Responsiveness. The findings underscore that while product innovation directly
enhances competitive outcomes, its full potential is realized through the integration of advanced
technologies and alignment with customer expectations. The negative effect of technological
adaptation on competitive advantage suggests the need for careful strategic management to
mitigate risks associated with over-reliance on technology. This study contributes to the
existing body of knowledge by uncovering the nuanced interplay between innovation,
technology, and customer engagement, offering empirical evidence on their combined
influence on competitive positioning. The implications for practitioners involve prioritizing
innovation strategies that are technologically adaptive and customer-focused. Future research
could explore longitudinal effects of these variables, the role of organizational culture in
mediating these relationships, and their applicability across different industries to enhance
generalizability.
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