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ABSTRAK
Produk dapat menjadi sukses jika mampu memenuhi harapan dan keinginan konsumen. Adapun 
kemampuan perusahaan atau organisasi untuk menghasilkan produk sukses, ditentukan oleh banyak 
variabel termasuk kemampuan perusahaan dalam memenuhi sumber daya internal dan eksternal 
perusahaan. Studi yang dilakukan ini bertujuan untuk membangkitkan variabel-variabel yang 
memiliki dampak terhadap produk sukses. Alat yang digunakan untuk membangkitkan variabel 
penelitian adalah software VOSviewer. Alat ini mampu memetakan data jaringan bibliometrik yang 
berasal dari data Scopus, guna menghasilkan peta penelitian dari publikasi-publikasi sebelumnya. 
Setelah itu, dilakukan penelusuran mendalam atas variabel-variabel yang telah berhasil diidentifikasi 
dengan menggunakan systematic review technique, dan mengelompokkannya kedalam faktor internal 
dan faktor eksternal perusahaan yang memiliki dampak atau pengaruh terhadap sukses atau 
tidaknya produk. Studi ini menghasilkan output utama berupa suatu model konseptual yang mampu 
menjelaskan dampak sumber daya internal dan eksternal perusahaan yang mempengaruhi sukses atau 
tidaknya produk. Terdapat empat sumber daya internal pendorong kesuksesan produk sukses yakni, 
karakteristik produk, karakteristik manajemen dan organisasi, kemampuan melakukan inovasi, dan 
keinginan untuk berbagi pengetahuan di dalam organisasi, serta terdapat satu sumber daya eksternal 
yakni karakteristik pangsa pasar. Model konseptual yang dihasilkan pada studi ini, selanjutnya akan 
dijadikan sebagai model penelitian “kesuksesan pengembangan produk” pada penelitian berikutnya.

Kata Kunci: produk sukses; sumberdaya internal; sumberdaya eksternal
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ABSTRACT
Products succeed if they meet customer needs 
and expectations. However, the capability of a 
corporation or organization to achieve the success 
of its products is determined by many variables, 
including being able to exploit its internal and 
external resources. This study is aimed to test 
variables that generate impacts on successful 
products. With the aid of research tool Vosviewer, 
a bibliometric network is mapped based on 
Scopus data of previous publications. Then an in-
depth analysis is conducted on variables that are 
identified with a systematic review technique, in 
which corporational internal and external factors 
that have great significance on the success of 
products are grouped. By virtue of this research, 
a conceptual model is built to describe how 
corporational internal and external resources 
affect product success. It is found driving forces 
in promoting success of products are four 
internal resources like product characteristics, 
organization & management characteristics, 
innovative, and knowledge sharing, and one 
external resource market characteristics. The 
conceptual model built in this study would serve 
as a model for measuring the success of product 
development in the subsequent studies.

Keywords: product success; internal resources; 
external resources

INTRODUCTION
The ability of a company to translate 

consumer needs into product attributes will 
determine the success of a product. Product 
attributes are product characteristics that en-
sure that the product can satisfy the needs, 
wants, and expectations of its [1]. The abil-
ity of an organization to produce successful 
product attributes is influenced by the avail-
ability of external and internal resources as 
well as other factors. Based on the literature 
review, an organization’s internal resources 
in creating a successful product can be ex-
plained by the Resource-Based View (RBV) 
Theory, while the organization’s external re-
sources are explained by the Industrial Orga-
nization (I/O) Theory. Both theories are able 
to explain why the final results of an organi-
zation’s efforts to achieve success may be dif-
ferent from others as their resources are also 
different.

The RBV Theory considers the internal 
strength of an organization as its competitive 
advantage. If the internal resources in the or-
ganization are well managed, it will have an 
impact on increasing organizational perfor-
mance. Organizational internal resources can 
be tangible and intangible assets. Tangible 
assets are in the form of organizational physi-
cal resources such as people, land, buildings, 
machinery, and equipment. Intangible assets 
are in the form of non-physical resources 
such as reputation, trademark, intellectual 
property, knowledge, and organizational 
culture. Every organization is believed to 
have different tangible assets and intangible 
assets, which causes the results of organiza-
tions’ performance different from each other 
[2]–[4].

The RBV theory explains that an organi-
zation can gain its invincible compatibility as 
long as it has valuable, imperfectly imitable, 
rare, and organized resources. This concept 
is known as the V-R-I-O framework. An or-
ganization can obtain its advantage when the 
resources are only owned by the organiza-
tion and are difficult to imitate by competi-
tors. As long as the resources possessed by 
an organization are immobility, the organiza-
tion’s superiority can last a long time [3]–[5].

On the organizational external factors, 
product success is explained using the Indus-
trial Organization (I/O) Theory. In this theo-
ry, the source of organizational competitive 
advantage comes from an attractive market 
from which there are four forces that drive 
global market orientation, namely market, 
costs, government, and competition [6]. The 
I/O Theory highlights the aspects of market 
entry and exit barriers, especially those relat-
ing to economic scale, exclusive products, or-
ganizational location, or binding agreements 
with suppliers, as the sources of organiza-
tional competitive advantage [7].

The current study thoroughly searched 
the literature on “variables contributing” to 
organizational external and internal factors 
which have an impact on “product success” 
based on RBV Theory and I/O Theory. This 
study also introduces a conceptual model 
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which describes the influence of internal and 
external factors on the success of product 
development. This conceptual model can be 
used as one of the basic references for mea-
suring the dimensions of the success of prod-
uct development in subsequent studies.

METHOD
In the very beginning, this study posed 

the question: what variables do influence the 
success of a product? To answer this ques-
tion, a literature search using the keyword 
“product success” was performed on reliable 
sources, including ScienceDirect, Springer, 
ProQuest, IEEE Xplore, SAGE, & Emerald In-
sight. These sources are trusted because they 
have a good reputation in the fields of science 
and technology and are widely known. The 
literature search was also limited to thirty 
years, i.e., from 1987 until 2022. The time 
limit for this publication was intended to 
see the trend towards research on successful 

products over the past 3 decades. The litera-
ture search also paid attention to the coun-
try/region of origin of the data source, i.e. 
the Asian, European and American regions, 
in order to obtain a comprehensive picture of 
conditions in different countries.

The literature search on the other Sco-
pus websites, e.g., by using the article title, 
abstract, and “product success” keyword, 
found 818 documents. The subsequent search 
was then minimized on the keyword only 
and found 204 documents (data accessed 
on  March 16, 2022). The frequently-arising 
research topics included product develop-
ment, product design, marketing, innova-
tion, product performance, customer need, 
customer satisfaction, competition, strategic 
planning, organizational learning, and sales. 
These findings were then analyzed with VOS 
viewer. The results of research mapping us-
ing VOS viewer software as illustrated in Fig-
ure 1 provide an overview of research topics 
that correlate with successful products.

Figure 1.
Visualization of Research on The Network Data-Based Successful Products 

(Data accessed in March 16, 2022)
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The in-depth literature search obtained 
several variables that have a direct correla-
tion with “product success”. These variables 
were then identified and grouped into five in-
dependent variables (notation X) and one de-
pendent variable (notation Y). The indepen-
dent is the one that “influences or correlates 
with product success”, while the dependent 
variable represents the “product success” it-
self. The five independent variables included: 
“product characteristics”, “management & 
organizational characteristics”, “marketplace 
characteristics”, “innovation”, and “knowl-
edge sharing”, and the one dependent vari-
able was “product success”. We have also 
done this variable selection previously in La-
salewo et al. (2018) [8], [9] in which various 
successful product variables were grouped 
and sorted by weight applying the tabula-
tion technique and meta-analysis correlation 
method. In the tabulation technique, 16 vari-
ables were found to be “correlated with prod-
uct success”. Such identification was done 
using a value of 1 and a value of 0 in which 
the value of 1 was only given for variables 
found in the main literature, which were then 
sorted in accordance to the occurrence level. 
With the correlation meta-analysis method, 
the relationship between independent & de-
pendent variables was tested using the value 
of the correlation coefficient which statisti-
cally indicates how close the relationship be-
tween the research variables are [8].

In the current study, the five indepen-
dent variables X were grouped into organi-
zational internal and external factors and 
converted into predictors. The relationship of 
the five independent variables with the suc-
cessful product was defined as a conceptual 
model. The conceptual model in this study 
was a model derived from theories, theoreti-
cal concepts, and ideas developed by previ-
ous researchers or experts to be further ex-
amined [10]. Overall, the stages of this study 
are explained in Figure 2.

One focus of this study is to define suc-
cessful products, due to the fact that the 
word “success” has multiple perceptions, 
and cannot be measured using only one indi-

cator. Product success is impacted by various 
factors so “the evaluation of the success” of a 
“product development” must be conducted 
together with other aspects [11], [12]there is 
increas- ing pressure to develop and launch 
more new products; Booz-Allen and Hamil-
ton report that firms expect new products to 
grow from 33% of corporate sales to 40% in 
the 198Os, and that the number of new prod-
ucts intro- duced will double [l]. On the other 
hand, product in- novation remains a very 
high-risk endeavor, fraught with difficulties 
and littered with failures. New product fail-
ure rates remain high (estimated to be about 
33% at launch [2, 3, 7]. Understanding suc-
cess can also differ between groups involved 
in “product development”, such as the re-
search & development, production depart-
ments, and marketing. In addition, there are 
still few theoretical studies that differentiate 
the “indicators of success” from “determi-

Figure 2.
Stages of The Study [9]
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nants of success” of a product [13]measuring 
new product success has remained elusive. 
This paper attempts to examine several con-
ceptual issues underlining the measurement 
of new product success and the measurement 
practice adopted in Australian small and me-
dium enterprises (SMEs.

In some literature, product success is 
shown by its performance, such as the ability 
to generate profits, good sales, a short pay-
back period, and a high proportion of mar-
ket share. The success can also be evaluated 
through financial status, customer feedback, 
and opportunity window [11], [14]–[18]. 
Based on various literature references, this 
study defines product success as the ability 
of the product to generate profits for the com-
pany, and “profitability”, “foreign market 
share”, “domestic market share”, and “sales 
objectives work” to indicate the success of a 
product.

RESULTS AND DISCUSSION
Based on the results of an in-depth lit-

erature review, there are internal factors and 
external factors that affect product success. 
The organizational “internal factors” are ex-
plained by the “RBV theory”, while the “ex-
ternal factors” are explained by the “I/O the-
ory”. Both of these factors consist of research 
variables. The internal organizational fac-
tors are broken down into “four variables”, 
namely “product characteristics”, “innova-
tion”, “management & organizational char-
acteristics”, and “knowledge sharing”. The 
organizational external factors are explained 
in “one variable”, namely “marketplace 
characteristics”. The relationship of these 
“research variables with product success” is 
demonstrated through the conceptual model 
as in Figure 3.

Figure 3.
Conceptual Model of The Relationship of Organizational Internal 

And External Resources With Product Success

The current study begins with map-
ping and grouping previous publications on 
“product success” using VOS viewer soft-
ware and then conducting a literature re-
view using the “systematic literature review 
(SLR)” technique. The use of VOS viewer 
software is useful for visualizing scientific 

publications based on the network data 
which are compiled based on the keyword 
cluster “product success”. Mapping scien-
tific publications using VOS viewer software 
provides an overview of the research topics 
(variables) related to successful products. Af-
terward, the research variables are grouped 

TRIFANDI LASALEWO, BUDI HARTONO, SUBAGYO, AND HARI AGUNG YUNIARTO  
ORGANIZATIONAL INTERNAL AND EXTERNAL RESOURCES AS DRIVERS OF SUCCESS ...

5



into internal and external factors by employ-
ing the SLR technique. The systematic review 
technique can help researchers to be more 
focused, systematic, directed, and avoid re-
search bias [19]. The process of reviewing 
the SLR technique consists of three main 
stages, i.e., collecting references from reliable 
sources, choosing the appropriate references 
based on certain criteria (title, keywords, and 
abstract), and reviewing the main references 
used in the literature review. The research 
variables that have been grouped into inter-
nal/external factors are then transformed 
into predictors.

In the studies we have done previ-
ously in Lasalewo et al. [8], [9], using “the 
tabulation method and the correlation meta-
analysis method”, 16 variables are found to 
be influential to the “product success”. The 
study indicates five main variables that have 
a major influence on product success, name-
ly “product characteristics”, “management 
& organizational characteristics”, “innova-
tion”, “knowledge sharing”, and “market-
place characteristics” [8].

To identify the variables that correlate to 
the product success is done in two ways, i.e., 
using “the tabulation and the meta-analysis 
correlation”. The tabulation method was per-
formed by identifying research variables us-

ing scores of 0 and 1 in which a score of 1 
was given for variables that were found in 26 
major literatures. These identified variables 
were then arranged according to the occur-
rence level. The correlation meta-analysis 
was used to examine the relationship be-
tween the independent variable (the variable 
that “impacts on product success”) and the 
dependent variable (“product success” vari-
able), where the value of “correlation coeffi-
cient indicates” the strength of the relation-
ship between the independent variable and 
the dependent variable [20]. The order of the 
variables was then determined according to 
the strength of the influence on product suc-
cess as shown in Table 1.

The sequences of the research variables 
in Table 1 shows different results since they 
employ different measurement concepts. In 
“the tabulation method”, the sequence is ar-
ranged based on the percentage of occurrence 
level in 26 literatures used, while in “the me-
ta-analysis”, the sequence is arranged based 
on the average value of r (correlation) in pre-
vious studies. The variables that have been 
obtained are then grouped into internal fac-
tors and external factors that affect the prod-
uct success by using the RBV Theory and I/O 
Theory.

Table 1. 
Comparison of Sequences Resulted From The Tabulation and  

Correlation Meta-Analysis Lasalewo et al. (2018) [8]
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Organizational Internal Factors
Organizational internal factors that af-

fect product success consist of four variables, 
including “product characteristics”, “man-
agement & organizational characteristics”, 
“innovation”, and “knowledge sharing”. 
Both “product characteristics” and “innova-
tion” are internal organizational resources 
that cause organizational outputs (products/
services) to be valuable, rare, imperfectly 
imitable, and non-substitutable. Internal re-
sources in the form of knowledge sharing 
are valuable and rare as well as have unique 
characteristics. Meanwhile, the management 
& organizational characteristics describe an 
organization’s management capability that 
translates all internal organization resources 
into successful products.

Regarding the internal influence on the 
success of product development, research by 
Huang & Chen (2022) [21]the results of previ-
ous studies have been mixed. Many studies 
have also used the construct of slack to ex-
plore how it affects a firm’s innovation/per-
formance. Even so, only a vague relationship 
has been drawn between a firm’s slack and its 
corporate “greening.” Drawing on green in-
novation literature, institutional theory, and 
firm slack from a resource-based view, we 
argue that two antecedents (i.e., institutional 
pressure and the firm’s green slack shows 
that the company’s internal pressure has a 
very large effect on efforts and opportunities 
to increase product success, especially the 
success of “green products”. Such pressure 
also plays a role in pushing innovation inside 
company itself. These results are based on 
the results of research conducted on 170 Tai-
wanese high-tech companies, among which 
are electricity and electronics manufacturers. 
In these companies, “green innovation and 
green product innovation (GPI)” has a very 
large impact on “green new product success 
(GNPS)”, which is defined as the ability of 
innovation to compete in the market for a 
green new product. Almost the same thing 
was also found in the research of Walheiser 
et al. (2021) [22]  conducted on a survey of 
137 German export companies. According to 

Walheiser, the company’s internal innova-
tion and external barriers in the market can 
be the main determinants of the success of a 
product, because the variable “innovative-
ness” has a direct impact on “product “, and 
“ centralization”, and “formalization” are 
moderate variables that have an indirect im-
pact on “product performance”.

If various internal resources within an 
organization, both tangible and intangible 
assets, are managed properly, they can im-
prove the organization’s performance [3]–[5]. 
As long as the organization’s resources are 
immobility, product success and company 
performance can be maintained.

Product Characteristics
Product characteristics include all ele-

ments related to the character inherent in the 
product. The product characteristics vari-
able is converted into four predictors, i.e. the 
“product meets customer needs”, “product 
advantage”, “product price”, and “techno-
logical sophistication” [12], [15], [31], [23]–
[30].

The product advantage can be described 
as the superiority of a product compared to 
other similar products on the market, espe-
cially on the dimensions of quality, benefits 
and product functions [25]. The product will 
be superior if it has attributes that are in ac-
cordance with consumer needs and are able 
to meet the expectations of its buyers (prod-
uct meets customer needs). The process of 
identifying this ‘product meets customer 
needs can be done in various ways, includ-
ing the Kano technique, QFD (quality func-
tion deployment), or the integration of both 
[32], [33]. QFD is a communication tool be-
tween team members involved in a product 
development project, which can translate 
consumer needs and wants into a product/
service. Through QFD, the product devel-
opment team can solve problems in a more 
structured way.

The technological sophistication predic-
tor is a measure of technological sophistica-
tion used in developing new products [23], 
[24]. The use of technology will have an im-
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pact on product quality because the better the 
technology used in product development, the 
better the quality of the products produced. 
The use of this technology can solve complex 
processes and significantly reduce product 
development time [34].

Through this product characteristics 
variable, product superiority can be realized 
through offering innovative product features 
that actually escape the attention of competitors 
[1]. In addition, the application of eco-design 
to products has influenced product success 
[35], [36]. Various predictors of product 
characteristics indicate that there are many 
aspects that affect consumers when choosing 
a product, which eventually has an impact on 
product success.

Management & Organizational 
Characteristics

Management & organizational charac-
teristics can be described as a policy system 
and a capability to manage organizations so 
they are able to create quality products. This 
variable consists of eight predictors, includ-
ing organizational climate, degree of central-
ization, degree of formalization, organiza-
tional design, external relations, advanced 
teamwork, senior management support, and 
cross-functional integration [4], [12], [30], 
[37]–[42], [15], [16], [22]–[25], [27], [28].

The organizational climate predictor in-
dicates internal organizational conditions re-
lated to culture, norms, and values of trust 
that are believed by each individual in an 
organization. It is this value or norm that col-
lectively shapes the character and behavior 
of individuals in an organization [43]. “Or-
ganizational culture” is an important aspect 
because it determines the success or failure 
of an organization. The survey conducted by 
Earnest & Young Knowledge Management 
International Survey (1996) on 431 senior ex-
ecutives found that 80 percent of failures in 
the implementation of knowledge manage-
ment were caused by factors of “organiza-
tional culture”. The organizational culture 
has a significant influence on individual de-

cisions to share knowledge, build trust, and 
maintain the spirit of teamwork [44].

The organizational design predictor 
shows the design of organizational forms, 
including reward systems and work design 
[12], [23]–[25]. Formal incentive structures, 
as well as reward systems, are the main fac-
tors that shape the employees’ attitude to-
wards sharing their knowledge with their 
colleagues [45]. The incentive system and 
organizational culture can be used to stimu-
late cross-functional employee behavior to-
wards collaboration on creating new prod-
ucts, especially in large companies [46], [47]. 
The results of a survey of 467 employees in 4 
public organizations also show that expected 
reward, expected contribution, and expected 
association, are  factors that influence em-
ployee attitudes towards cooperating with 
colleagues [48].

In addition, organizational characters 
that influence the employee character are de-
scribed as predictors of the degree of central-
ization and degree of formalization. The cen-
tralization prevents employees from making 
decisions.[49] Conversely, the social interac-
tion that is not limited by rigid formalization 
will have a positive impact on “knowledge 
sharing activities”, which allow individuals 
to accumulate their knowledge, thus gaining 
new knowledge [4], [50].

The advanced teamwork predictor can 
be analogous to a group of individuals who 
interact adaptively, dynamically, and inter-
dependently to achieve an organization’s 
shared goals, where each team member is 
given a specific job role [12], [23], [24]. The 
members of the new product development 
team, which come from various fields of 
manufacturing engineering, expertise such 
as “product design”, “production engineer-
ing”, “marketing”, and “environment”, work 
together to produce new products. The or-
ganizational strength lies precisely in the 
superiority of individuals to collaborate in 
exchanging their knowledge during a new 
product development project [51]. Frequent-
ly, members of the product development 
team are not in the same location, but the ex-
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istence of information technology has helped 
the team members work more effectively, for 
example by implementing Computer Inte-
grated Manufacturing [52].

The cross-functional integration pre-
dictor illustrates the participation level of 
the product development team composed 
of cross-function in initiating new products 
[12], [23], [24]. Today, many companies in 
Japan, Europe, and North America rely on 
cross-functional teams to develop new prod-
ucts [53]. The number of product develop-
ment team members varies, ranging from 
several to hundreds. For instance, a project 
conducted by the Yahoo! portal only involves 
13 developers, while the IBM computer de-
velopment project involves 200 people on 
average [54]. In such product development 
activities, the cross-functional team members 
often join other groups without having cer-
tain structural relations [55].

Innovation
The ability to innovate is an organiza-

tion’s internal resource that encourages the 
creation of successful products and plays a 
pivotal part in increasing the productivity 
of the company [56], [57]. The ability to in-
novate is considered as a means of increasing 
organizational profits because through con-
tinuous innovation, and successful products 
will be produced [58], [59].

Through innovation, an organization 
can implement new ideas to create positive 
values for the organization [57]. Innova-
tion activities can lead a company to focus 
on its mission to create new opportunities 
[21], [60]the results of previous studies have 
been mixed. Many studies have also used the 
construct of slack to explore how it affects 
a firm’s innovation/performance. Even so, 
only a vague relationship has been drawn be-
tween a firm’s slack and its corporate “green-
ing.” Drawing on green innovation litera-
ture, institutional theory, and firm slack from 
a resource-based view, we argue that two an-
tecedents (i.e., institutional pressure and the 
firm’s green slack. Innovation activities are 
positively correlated with increased organi-

zational performance [58], [59]. Results of the 
meta-analysis study indicate that innovation 
activities can improve organizational perfor-
mance, especially in Small and Medium In-
dustries [61], [62].

In this study, innovation consists of 
two predictors, namely product innovation 
and process innovation. Product innova-
tion means the number of products/services 
produced in an organization, while innova-
tion processes are described as the number 
of changes in the production and distribu-
tion processes performed by an organization 
[57]–[59].

Knowledge Sharing
Knowledge sharing describes “a social 

interaction” that involves the communica-
tion in knowledge, experience, and skills 
of individuals (employees) inside and out-
side the organization. Knowledge sharing 
also explains the level of someone’s positive 
feelings of their coworkers. The employees’ 
knowledge and skills as personal intellectual 
capital have great potential for creating val-
ues in an organization [40], [51], [63], [64].

There is a belief that organizational per-
formance will increase if the individuals have 
the desire to share knowledge in the form of 
information, practice, insight, and experi-
ence. The knowledge possessed by individu-
als in an organization is the most strategic 
resource since by having intellectual capital, 
an organization will have superior resources 
than its competitors [40], [63], [64]. The suc-
cess of an organization is supported by in-
dividuals who mutually exchange diverse 
knowledge and collaborate synergistically in 
achieving organizational goals [51].

The Delphi Group study shows that 70% 
of an organization’s knowledge assets lie in 
the minds of its employees, while 30% are in 
an externalized form [65]. The employees’ be-
havior towards exchanging their knowledge 
results in a cycle known as sensemaking, i.e. 
people listen to other people’s conversations, 
communicate with each other, and then cre-
ate an understanding of new knowledge ob-
tained when they are working [55], [66].
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Knowledge sharing has a positive cor-
relation with product development, even 
knowledge about product development will 
develop exponentially when knowledge 
sharing activities occur [67]. Knowledge 
sharing in an organization is needed by the 
product development team to communicate 
consumer needs with the technical knowl-
edge related to the organization’s internal 
capabilities, which are then used to develop 
new products. This knowledge sharing re-
sults in integrated product development.

The knowledge sharing variable is ex-
plained with two predictors, i.e. knowledge 
donating and knowledge collecting. Knowl-
edge donating is an individual activity of 
sharing their personal intellectual capital 
with other people in an organization, while 
knowledge collecting is an individual pro-
cess of gathering knowledge that is deemed 
useful from their colleagues [63], [64], [68]–
[70]. Knowledge sharing is an organization’s 
internal strength that is very valuable, rare, 
and must always be maintained because the 
desire to share knowledge between individu-
als is not always present in every organiza-
tion.

Organizational External Factors
External factors in this study are repre-

sented by marketplace characteristics vari-
able that affects product success and have a 
significant impact on organizational perfor-
mance. Marketplace characteristics are ele-
ments that include target markets, market 
potential, competitive activity, and competi-
tive intensity (e.g. turbulence) as a reaction 
to new products [12], [23]–[25]. Marketplace 
characteristics in this study emphasize four 
predictors, i.e. market orientation, market 
potential, customer input, and environmen-
tal uncertainty.

The market orientation predictor is 
described as an organizational orientation 
towards the internal environment, compet-
itors, and customers. Market orientation de-
scribes the organizational norms and values 
which encourage the organizational behavior 
towards the market environment [12], [23]–

[26], [71]. An investigation of 126 companies 
in the Netherlands employs market orienta-
tion as one of the predictors for measuring 
the performance of new products. The results 
of the investigation indicate the impact of the 
market orientation on product success and 
overall organizational performance. In addi-
tion, the predictors of product advantage and 
launch tactics are also used to predict prod-
uct success [26]at least in part, because of 
the new products that are developed and are 
brought to market. Others have reinforced 
this wisdom by revealing that a market-ori-
ented culture enhances organizational inno-
vativeness and new product success, both of 
which in turn improve organizational perfor-
mance. These scholars do not reveal, howev-
er, through which new product development 
(NPD.

The market potential predictor is de-
scribed as a form of organizational anticipa-
tion of the growth of customers in the target 
market [12], [23]–[25]. A meta-analysis study 
shows a “very strong positive relationship” 
between market potential and product suc-
cess opportunity [25]. This reinforces the 
notion that the market potential has a very 
significant effect on product success in the 
market, especially in the North American, 
European and Asian markets. Besides market 
orientation, other aspects that need to be con-
sidered include “marketing & technological 
synergies”, “pre-development proficiency”, 
and “technological proficiency” [25].

The environmental uncertainty predic-
tor is a measure of the level of uncertainty 
in the market environment faced by compa-
nies, such as regulation and technology. It is 
a condition when an organization only has 
little information about its external environ-
ment that is always changing so most of it is 
difficult to predict [12], [23]–[25]. The rela-
tionship of environmental uncertainty (con-
sisting of demand uncertainty, technological 
uncertainty, and company threats) with firm 
performance has been examined in SMEs in 
Malaysia [72].

Based on the previous studies, the cur-
rent study shows several variables and pre-
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dictors that influence product success. This 
study is the first step to measuring the extent 
to which the influence of internal and exter-
nal factors on product success and identify-
ing which variables predominantly affect 
product success. As a comparison, a study 
conducted by Rothaermel (2012) [73] shows 
that organizational internal factors have a 
greater influence than the external factors. 
The influence of internal factors is 30%-45% 
on organizational performance, while exter-
nal factors only affect 20% of organizational 
performance. Meanwhile, the other 35% -50% 
influence comes from other factors that are 
explained by these two factors. Nevertheless, 
a review conducted by Rothaermel (2012) 
[73] is limited to showing only the influence 

of these factors on organizational perfor-
mance, not the effect on product success.

Based on the analysis above as summa-
rized in Figure 3 (conceptual model), there 
are 5 main variables that have impacts on 
product success, namely, “product character-
istics”, “management & organizational char-
acteristics”, “marketplace characteristics”, 
“innovation”, and “knowledge sharing” . 
An in-depth literature study shows there are 
three groups of methods that help find out 
product success variables, namely: (1) meta-
analysis, (2) case studies, and (3) literature 
review & conceptual model. The research 
methods and variables/areas applied in pre-
vious studies are illustrated in table 2.

Tabel 2. 
Research Areas and Methods Applied in Previous Research

Variable
Method

Meta-analysis Case Study Literature Review/
Theory/ Conceptual

R
es

ea
rc

h 
A

re
a

Product 
characteristics

Evanschitzky et al. 
(2012) [24]; Huang 
& Tsai (2013) [25]; 
Suharyanti et al. (2015) 
[30]; Cankurtaran et al.  
(2013) [12]; Henard & 
Szymanski (2001) [23]

Langerak et al.  (2004) [26]; 
Valle & Vazquez-Bustelo 
(2009) [27]; Gonzalez 
& Vazquez (2007) [29]; 
Junfeng & Wei-Ping (2017) 
[15]

Johansson (2002) [74]; 


Management 
& 
organizational 
characteristics

Evanschitzky et al. [24]; 
Huang & Tsai (2013) 
[25]; Suharyanti et al. 
(2015) [30]

Walheiser et al. (2021) [22]; 
Langerak et al. (2004) [26]; 
Wu & Chiu (2015) [42]; Pee 
& Kankanhalli (2016) [4]; 
Calantone & Di Benedetto 
(2007) [75]; Lin (2007) [38]

Johansson (2002) [74] 
; 

Marketplace 
characteristics 

Evanschitzky et al. 
(2012) [24]; Suharyanti 
et al. (2015) [30]; Eisend 
et al.[76]; Cankurtaran et 
al. (2013) [12]; Henard & 
Szymanski (2001) [23]

Walheiser et al. (2021) [22]; 
Griffith et al (2021) [77]; 
Langerak et al. (2004) [26]; 
Wu & Chiu (2015) [42]; 
Calantone & Di Benedetto 
(2007) [75]



Other Evanschitzky et al. 
(2012) [24]; Gao et al. 
(2013) [78]; Huang 
& Tsai (2013) [25]; 
Suharyanti et al. (2015) 
[30]; Eisend et al. 
(2016) [76]; Henard & 
Szymanski (2001) [23]

Griffith et al (2021) [77]; 
Junfeng & Wei-Ping (2017) 
[15]; Johnson & Filippini 
(2013) [16] -
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Variable
Method

Meta-analysis Case Study Literature Review/
Theory/ Conceptual

R
es

ea
rc

h 
A

re
a

Innovation Evanschitzky et al. 
(2012) [24]; Cankurtaran 
et al. (2013) [12]; 
Szymanski et al. (2007) 
[79]; Rosenbusch et al. 
(2011) [61]

Huang & Chen (2022) [21]; 
Walheiser et al. (2021) [22]; 
Griffith et al (2021) [77]; 
Valle & Vazquez-Bustelo 
(2009) [27]; Gonzalez 
& Vazquez (2007) [29]; 
Junfeng & Wei-Ping (2017) 
[15]; Wu & Chiu (2015) [42]; 
Tomlinson & Fai (2013) [80]; 
Liao et al. (2007) [40]; Lin 
(2007) [38]organizational 
factors (top management 
support and organizational 
rewards

Jalonen (2012) [81]; 
Huizingh (2011) [82]; 
Szymanski et al. (2007) 
[79]; Rosenbusch et al. 
(2011) [61]; Lasalewo 
et al. (2016) [66]; 
Huizingh (2011) [82]; 
Johansson (2002) [74]; 


Knowledge 
sharing

 Griffith et al (2021) [77]; 
Liao et al. (2007) [40]; Hooff 
& Ridder (2004) [63]; Lin 
(2007) [38]organizational 
factors (top management 
support and organizational 
rewards; Casimir et al. 
(2012) [83]

Szymanski et al. (2007) 
[79]; Lasalewo et al. 
(2016) [66]; 

 = This study

The publications presented in table 2 
describe the position of research and the de-
velopment trend of product success research 
over the last twenty years. With the 5 vari-
ables referred to in this study, publications 
that apply the correlation meta-analysis 
method and can help formulate the research 
model are widely found. Basically, the cor-
relation meta-analysis method also provides 
research variables that are ready for further 
analysis. Existing research that uses the cor-
relation meta-analysis method is a collection 
of previous studies and is analyzed with the 
correlation of the constituent variables to the 
product success variables. Case study based 
and big data-based publications with this re-
search reference model are found, and there 
are also publications that review the forma-
tion of the basic research model based on lit-
erature review, theoretical review, and con-
ceptual model.

CONCLUSION
The ability of an organization to produce 

successful products is strongly influenced by 
the availability of internal and external re-
sources. The current study summarizes vari-
ous previous studies regarding factors men-
tioned previously as the drivers of product 
success. This study suggests that there are 
four internal resource variables, viz. “prod-
uct characteristics”, “management & orga-
nizational characteristics”, “innovation”, 
and “knowledge sharing”, and one external 
resource variable, viz. “marketplace charac-
teristics”. These variables are then converted 
into predictors of product success.

The internal resources are explained us-
ing the RBV theory which emphasizes that 
tangible assets, intangible assets, and orga-
nizational capability are an organization’s 
strengths in producing successful products. 
If these three assets are managed well, not 
easily imitated, and immobility, a company 
with these resources can achieve sustainable 
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competitive advantage. The organizational 
external resources are explained using the 
I/O theory which reveals that the source of 
organizational strength comes from an at-
tractive market. These external strengths, 
among others, are indicated by predictors of 
customer input and market potential.

This study manages to incorporate vari-
ables and predictors into the organizational 
internal and external factors and shows their 
impact on product success. Through an in-
depth literature research, this study also 
builds a conceptual model that can be used 
by the future studies to measure the influ-
ence of organizational internal and external 
factors as well as their impact on product 
success.

In its practice, the measurement of prod-
uct success is performed on organizations 
that produce tangible products, not on those 
producing service products. This study is 
still limited to the development of concep-
tual model of variables (internal and exter-
nal) that have an impact on product success. 
Hence, further studies will be conducted to 
prove the dominant variables that affect the 
product success at ten types of companies 
as the research samples. In Indonesia, these 
companies are classified in the double-digit 
Indonesian Standard Industrial Classification 
(ISIC). The ten types of companies include: 
ISIC 10/11 (food products and beverages), 
ISIC 12 (tobacco products), ISIC 13 (textiles), 
ISIC 14 (apparel), ISIC 15 (leather, leather 
products, and footwear), ISIC 16 (wood, 
products of wood and cork, and woven prod-
ucts from bamboo, rattan and the like), ISIC 
22 (rubber, products of rubber and plastic), 
ISIC 25 (metal, not machinery products, and 
the equipment), ISIC 31 (furniture), and ISIC 
32 (other manufactures).
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