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Abstract
Purpose – This study aims to propose a structural model drawing from the theoretical literature, extending the
relative research fields to the competitive strategy. The empirical results involve data collection of 582 data that
represents various enterprises in the Indonesian context. The authors develop four scenarios of strategic
innovation based on the empirical findings, which extend the discussion on the concept of competitive strategy.
Design/methodology/approach – This paper aims to examine the impact of organisational resilience
and marketing communication on competitive advantage through new product development under
information technological turbulence.
Findings – The results indicate that product development is less effective to firm competitive advantage
during the high information technological turbulence than during low information technological turbulence. This
study shows that organisational resilience and marketing communication help firms achieve a competitive
advantage. The authors also identify four scenarios for strategic innovation, drawing from empirical results.
Originality/value – This paper extends the literature of resource-based views by proposing a model that
concerns product development as the primary determinant of competitive advantage. In addition, this study
discusses the intersection between the concept of dynamic capability and contingency theory by examining
how firms deal with information technological turbulence.

Keywords Marketing communication, Competitive advantage, Product development,
Organisational resilience, Innovation strategy, Information technological turbulence

Paper type Research paper

Introduction
Competitive strategy emphasis the persistent competitors in the market, which firms
attempt to gain and sustain an advantage over the rivals by achieving a strong market
position (Walker and Madsen, 2016). The emergence of technological turbulence raises
demand for organisational change rooted in a dynamic social structure to manage intangible
assets and balance innovation portfolios by cutting across traditional sectoral boundaries
(Lawrence and Phillips, 2019). Teece (2019) highlights hyper-competition, which shows the
capability of the organisation to recover from a crisis by generating rapid innovation and
adopting greater autonomy to deal with global opportunities.
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The COVID-19 pandemic has brought unpredictable technological turbulence, making
conventional competitive strategies ineffective, especially among firms adopting
innovative paradigms (Vrontis and Christofi, 2019). The pandemic has pressured firms to
continuously innovate by maintaining customer relationships, while other firms prefer to
capitalise on their resource in shifting their product development (Zahra, 2021).
Entrepreneurs seek to identify the opportunities during the pandemic by generating
innovation, but many fail to exploit the valuable resources to attain competitive
strategies (Audretsch et al., 2021). Hence, business organisations require resilience
capability by establishing various scenarios under uncertain contexts (Wernerfelt and
Karnani, 1987; Meadows and O’Brien, 2020).

It appears that innovation is critical to competitive strategy during the crisis, but how a
firm lays a foundation for a resilient organisation through enhancing innovation processes
calls for further empirical evidence (Teixeira and Werther, 2013). The consecutive
disruptions highlight the increased need to exploit the information-processing capabilities to
manage the firm competitive advantage (Belhadi et al., 2021). The buyer-supplier
relationship plays a pivotal role in competitive advantage, but it is very dynamic. Hence, it
needs to explore moderating variables to explain the dynamic relationship between the
innovation process and competitive advantage (Afraz et al., 2021).

This article aims to examine the impact of organisational resilience and marketing
communication on competitive advantage by proposing a structural equation model.
Furthermore, this study proposes information technological turbulence as moderating
variable to understand the effectiveness of product development to contribute to firm
competitive advantage. The second part of this article discusses the theoretical framework
and proposes scenarios following the empirical results to extend the discussion on resilience
strategies during the pandemic.

Literature review
Our concept for the competitive strategy rests on two mainstream theories. Firstly, this
study underpins the resource-based view, which posits that resources necessary to enhance
the capability to develop new products has melted into various organisational functions.
Secondly, this study underpins the contingency theory to explain how the exogenous
element determines the performance of the competitive strategy. The dynamic capabilities
demonstrate how firms deal with information technological turbulence.

The traditional competitive strategies focus on product differentiation and cost
leadership by adapting the complex economic scenarios at both organisational and
aggregate levels (Festa et al., 2017). The extensive development in economic discussion
over competitive strategies focusses on types of market structure to support innovation,
namely, the “Schumpeterian debate” (Teece, 2019). In addition, many firms at the early
stage of business development seek to develop a capability to identify the opportunity
and convert it into commercial innovation during the pandemic (Alvarez and Barney,
2020).

Firms face trade-off types of strategies: wait, focus and flexibility under uncertainty
(Wernerfelt and Karnani, 1987). Under the dynamic environment, strategic decision focusses
on resource conservation to deal with potential changes in competitive position (Bigelow
and Barney, 2021). Literature shows that individual behaviour of business players
demonstrates more successful impose competitive strategy than characteristics of the
industry, which sets frameworks that unfortunately ignore intangible assets, firm
capabilities, innovation and disequilibrium phenomena (Teece, 2019).
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Competitive strategy and competitive advantage
The literature shows various competitive strategies that impose on firm performance
differently (Jusoh and Parnell, 2008). A successful strategy in acquiring intangible resources
involve enterprise-level capabilities to meet customer needs by generating new
opportunities before others do and going partnership relevant to the dynamic business
environment (Teece, 2019). The absorptive capacity to generate commercial innovation is
more appropriate for small firms with a flexible organisation structure than large companies
with hierarchic organisational structures (Zou et al., 2018).

Product development embraces a unique task and dynamic activities that pose various
levels of risk at different manufacture, which demonstrates predictable tasks, repeated
movements and zero-defect output (Thomke and Reinetsen, 2012). A strategy is unique for
each firm that requires different types of performance measures. Most empirical studies in
strategic management adopt firm performance from value creation theory, which
emphasises accounting and financial measurement (Barney, 2020).

The missing growth from creative innovation shows the gap between measured
productivity growth and arrival rate for new varieties (Aghion et al., 2019). Moreover,
product development is a continuous process, which requires support from various
stakeholders along the value chain. Hence, the ventures challenge to find the most efficient
approach to deal with these different stakeholders (Barrane et al., 2021). Accordingly, the
question of competitive strategy comes to the survival rate of those ventures experiences
(Zahra, 2021).

Product development
Creation theory argues that entrepreneurship demonstrates the ability to create
opportunities by developing a competitive strategy to deal with the uncertainty of possible
outcomes (Alvarez and Barney, 2020). Innovation indicates how product development meets
the market by adopting the innovative process in production or service operation to generate
rapid product development (Zou et al., 2018). Creative destruction comes from new product
development in a new plant and spring from incumbent plants (Aghion et al., 2019).
Allocating valuable resources to support product development is the most challenging issue
among firms during environmental turbulence (Pratono and Han, 2021).

The strategy focusses on capitalising on business opportunities through exploiting
information technologies by allying with other companies to generate frugal innovation
(Zahra, 2021). The invention requires the dynamic entrepreneurial capability of seizing
business opportunities that spring from knowledge spill-over in which regional
socioeconomic or cultural clusters provide support (Audretsch et al., 2021). This process
requires firms to involve key partners from the early stages of product design, enactments
for product safety and copyrights, and review sections through solicited feedback (Barrane
et al., 2021).

The innovation demonstrates how firms explore business opportunities and exploit their
valuable resources to develop a new product, posing various consequences in different time
horizons (Kim et al., 2015). The exploration entails some unforeseen discoveries through
experimentation, while exploitation is associated with product refinement by increasing the
utilisation of resources (Sinha, 2015). In addition, the exploitation may adopt less-enabling
technologies, which requires an intersection between intellectual property and
complementary assets to support competitive innovation (Gambardella et al., 2021):

H1. Product development has a positive impact on competitive advantage.
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Organisational resilience
Organisational resilience shows firms adopt a positive manner to deal with the pandemic,
natural risk and other catastrophic. In contrast, others are alert to minor accidents with
creeping changes (Bell, 2019). Resilience literature springs from multi-disciplinary and
multi-faceted presents, which involve some elements, such as readiness, adaptation and
recovery (Bhamra, 2016). This approach calls for transformation and agility at an individual
and the team level with varying demands of market turbulence to meet competitive
advantage (Sharma and Sharma, 2020).

Organisational resilience shows the ability to recover from the crisis by increasing
environmental awareness to deal with turbulence and discontinuities (Goncalves et al.,
2019). Risk-taking behaviour is the most prominent effort for resilience strategy (Pratono,
2021). Organisation resilience also reflects the capability to continuously manage
equilibrium in a dynamic business environment by controlling the resources and absorbing
an economic impact without changing the ecological structure (Meli�an-Alzola et al., 2020).
However, traditional organisations with the well-established bureaucratic procedure,
hierarchic organisational structure, economies of scale and fixed employees experience an
unsuccessful attempt to adopt digital products for their competitive advantage (Siachou
et al., 2021):

H2. Organisation resilience has a positive impact on competitive advantage.

The concept of organisational resilience emerged alongside studies on socio-ecological
systems, supply chains and communities (Burnard and Bhamra, 2011). The organisational
agility and resilience elements emerged from the organisational theory, which involves both
an internal organisation system and external dynamic competition. Most empirical studies
concerns establishing a stable organisation structure by addressing goal complexity,
interpersonal approach and communication (Shafritz et al., 2015). The new types of
resilience shows the flexible team-based structures to enable sharing learning process across
the organisation (Holbeche, 2018).

The organisation with the ability to develop strategic resilience will attain a competitive
advantage in the future (Burnard and Bhamra, 2011). The competitive strategy concerns
long-term survival by enhancing the normative control system to promote risk awareness
(Andersson et al., 2019). Furthermore, the proactive approach allows the firms to become
more agile by adopting the dynamic markets through enhancing the capability to optimise
the information technology support. At the same time, reactive organisations tend to be
passive to anticipate the changing business environment (Granig and Hilgarter, 2020):

H3. Organisational resilience has a positive impact on product development.

Marketing communication
Traditional marketing communication focusses on delivering information through various
hierarchical sequence approaches (Finne and Grönroos, 2009). The classical literature
considers marketing communication from the corporate context instead of promoting
stakeholder participation (Johnston et al., 2020). Conventional marketing communication
relies on word of mouth communication, which provides valuable resources to the
competitive strategy through social media networks and youth engagement (Englund et al.,
2020).

Marketing communication is essential for a firm competitive advantage. However, not all
firms allocate their resource to their marketing communication capability and prefer other
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capabilities (Falahat et al., 2020). For example, a creative communication strategy is helpful
to small producers and retailers to promote their products. In contrast, social marketing
communication strategies help them change their consumers’ behaviour to favour more
sustainable production (Mkhize and Ellis, 2020).

Adopting digital marketing research through a company website or social media is not
effective in seizing opportunities from millennial consumers unless the firm can develop
personalised communication with the salesperson (Hänninen and Karjaluoto, 2017). The
competitive strategy requires more alignment from the marketing communication strategy
by gaining support from customers (Valos et al., 2016). Developing regular and continuous
communication is critical to avoid the failure of cross-culture collaboration that supports
competitive advantage (Pratono, 2020):

H4. Marketing communication has a positive impact on competitive advantage.

The market information is essential to support marketing-manufacturing integration,
especially during the early stages of new product development (Feng et al., 2018). The
traditional marketing approach is mainly concerned with increasing sales that marketers
convince the consumers by delivering information. In contrast, modern marketers focus on a
demand-pull process, in which products are designed to meet consumers’ needs and wants.
The contemporary approach requires a capability to deliver information to customers by
changing the philosophy of communication with customers (Blakeman, 2018). The process
demonstrates a firm’s capability to gain benefit from efficiency in delivering customer
values relative to the competitor (Jing et al., 2018).

New product development needs integration between marketing communication
strategies and product development, which incorporate assessment of life cycle products in
internal and external communication (Lockrey, 2015). For example, in a demand-pull
situation, marketing staffs enquire about the latest consumer preferences. They then
collaborate with the product development division to translate the information for designing
the productive process, and finally, purchasing will find the necessary raw materials
(Gonzalez-Zapatero et al., 2017):

H5. Marketing communication has a positive impact on product development.

Innovation under information technological turbulence
The pandemic phenomena make the conventional approach used during the stable periods
is irrelevant, which is similar to entrepreneurship at the early stage with high uncertainty to
generate outcomes (Alvarez and Barney, 2020). New product development requires
leveraging data and technology through a marketing ecosystem that can extract massive
amounts of diverse consumer data (Zhang and Watson, 2020). Thus, technological
turbulence becomes the most challenging issue in a business environment in which firms
must develop a specific capability to generate incremental and radical product innovations
(Vrontis and Christofi, 2019).

For firms at the early stage, allocating resources for marketing communication and
product development poses a high risk. However, many of them experience survival odds
(Patel et al., 2021). On the other hand, firms with the dynamic capability to explore
information through information technology will be able to generate high product
development capabilities by revolving product cycle selling to extract consumers’ high
willingness to pay (Banerjee and Soberman, 2013). In addition, the interaction through social
media provides valuable resources, which help firms facilitate collaboration in the
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production process to improve and develop products based on the needs of consumers,
which implies increasing consumer loyalty (Hidayati et al., 2018).

In contrast, some firms may fail to benefit from information technology, implying low
product development capacity. Hence, they may focus on market inversion using old
technology (Banerjee and Soberman, 2013). Moreover, the strategy to benefit from
information technologies faces other barriers such as conflicting reward systems, which
implies difficulty in coordination when calls for collaboration to share resources (Gonzalez-
Zapatero et al., 2017). Product development under an uncertain environment demonstrates
that firms struggle with dynamic capabilities, drawing from the economic theory of product
imitability and competition and the study of innovation and organisation (Teece, 2019):

H6. The impact of product development on competitive advantage is less effective
during the high information technological turbulence than during the low
turbulence.

Research method
This study aims to understand the competitive strategy by investigating the impact of
organisational resilience and marketing communication on product development, affecting
competitive advantage. We also examine how information technological turbulence affects
the effectiveness of product development on competitive advantage. This study conducts a
survey with a designed questionnaire drawing from the previous literature to test the
proposed hypothesis.

The measure
This study uses five constructs (organisational resilience, marketing communication,
product development, competitive advantage and information technological turbulence)
with a set of items that serve as proxy variables. Each measured item represents a single
aspect of the abstract concept. Following the measurement theory explaining a behaviour
phenomenon through possessing a quantitative structure (Trendler, 2009), this study adopts
measures from the previous studies. Firstly, this study adopts the measures from the
previous studies that involve combining variables to measure the overall concept. Then, we
carefully translate the measure to avoid the risk of poorly worded questions. This measure
uses ordinal Likert scales with five-point levels, from strongly disagree for the value of 1 to
strongly disagree for 5.

We use the measure of competitive advantage from Porter and van der Linde (1995),
which Singh et al. (2019) improved. For the exogenous variables, we adopt the measure of
marketing communication from Morgan (2009). Three items of marketing communication
involve “[. . .] the advertising program”, “[. . .] enhances advertising management and
creative skills [. . .]” and “promotes public relations skills”. For organisational resilience,
this study uses the measure that was adapted from the benchmark resilience tools
(Gonzalez-Zapatero et al., 2017), which involves crisis mindfulness, shifting rapidly to
respond to the crisis, and “building a relationship”. Finally, information technological
turbulence, we adapt themeasures from Zhang and Duan (2010).

Data collection
This study conducted an online survey between January and August 2020 by sending the
online questionnaires with Google form to social media groups in Indonesia. The target
population was Indonesian entrepreneurs who run a business. This study uses a non-
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probability approach for the sampling selection method by allowing the respondents to
select by themselves. The sample in the online survey incorporates the representative biases
in comparison to the general population. This study uses a balanced scale and item-specific
questions to reduce response bias (Kuru and Pasek, 2016).

The survey also informed the respondent that the data analysis would be anonymous to
ensure that the respondents expressed profound truths in responding questionnaire. Hence,
we received 582 usable responses after we removed data with more than 5%missing values.
The online questionnaire involves 22 questions, consisting of 8 questions for family
business orientation, 6 questions of organisational citizenship behaviour, 5 questions of
prosocial behaviour and 3 questions of moral obligation. Responses are automatically
entered into a database, which becomes the analysis.

The final sample of 582 respondents stated that 60.2% of them are female and 39.8% are
male, with age varies from 25 to 45 years. Many of the respondents (n = 244, 42%) explain
that they manage their own business, while 203 respondents work as senior managers for
their family business. The other respondents (n = 135) said they only work part-time as they
are still young students. The education level of respondents also varies from high school
(n = 105, 18%), undergraduate programme (n = 378, 64.9%), while 99 respondents have a
post-graduate education background.

Among those respondents, 378 respondents (65%) work for companies in Surabaya,
while the rest work in various cities, such as Jakarta (116 respondents, 19%), Makassar
(69 respondents, 11%) and Bali (19 respondent, 4%). The sample reported that 60% of the
family businesses are home-based, and the first generation hired seven non-family workers
on average. The respondents also stated that 38% of the observed firms meet medium
enterprises’ criteria, with sales ranging from IDR 2.5bn to 50bn per annum. Other 62% of
respondents mention the level of sales ranges from IDR 300m to IDR 2.5bn, which meet the
criteria of a small enterprise.

The analysis
This study uses the partial least square - structural equation model (PLS-SEM) method to
estimate complex models with five constructs and six hypotheses. A structured model
involves two primary issues: the sequences of the construct and the relationship between
them, which are critical to represent the hypothesis. We adopt this approach, which is
relevant for exploratory research and high statistical power to examine developing theory
(Hair et al., 2019). This method consists of two elements: a structural model and
measurement models. The structural model exposes the constructs related to each other,
attempting to explain the competitive advantage as a dependent variable.

The measurement models present the relationship between the constructs and the
indicator variables. The measurement approach specifies how each construct is measured.
In addition, there are two exogenous variables: organisational resilience and marketing
communication, which attempt to explain other constructs in the inner model. This model
also involves product development as a mediating variable and information technological
turbulence as a moderating variable. When the assessment of the measurement model meets
the expected results, then we analyse the structural model by examining the R-squared
values of the endogenous constructs, the statistical significance of structural model
relationships and the theoretical relevance of the estimated coefficients.

From the theoretical perspective, the role of the mediating variable is to explain the
complicated relationship between exogenous and endogenous constructs. Specifically, this
study aims to observe the relationship between organisational resilience and competitive
advantage. The role of product development as a mediating variable is to clarify the
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questioned relationship between the two original constructs. Related to the concept of
moderating effect, the construct of information technological turbulence affects the
relationship between product development as exogenous variables and competitive
advantage as a dependent variable. Moderating construct changes the relationship between
product development and competitive advantage. The construct of information
technological turbulence is a continuous moderating effect, which is metrically measured.

Results
The first approach focusses on the assessment of the reflective measurement model by
examining the indicator loadings. Table 1 presents that all outer loadings are above 0.70.
The construct of marketing communication has the highest value of 0.88 for outer loadings.
The results show that the variance of the measure variable explains more than 70% of the
constructs, which indicate acceptable item reliability. Furthermore, the high loading values

Table 1.
Constructs, outer
loading and VIF

Items Measures VIF Outer loading

CA01 Sales growth performance during the past two years 2.527 0.770
CA02 Sales growth relative to direct competitors 2.827 0.834
CA04 Gross profit in the past three years 2.213 0.781
CA05 Return on asset 2.262 0.770
CA06 Return on investment 2.763 0.826
CA07 Return on sales 2.609 0.828
CA08 Overall performance 2.716 0.849
IT01 Information technology in our industry is changing

rapidly
2.226 0.802

IT02 Information technology changes in our industry
provide big opportunities in our business

2.219 0.811

IT03 A large number of new products have been made
possible through the information technological
breakthrough

2.903 0.881

IT04 Technological changes in our industry generate new
ideas for product supply

2.173 0.785

IT05 Technological changes generate new ideas 2.406 0.848
MC01 Our firm promotes public relation skills 1.516 0.812
MC02 Our firm skilfully uses marketing communication 1.631 0.881
MC03 Our firm effectively manages marketing

communication programme
1.602 0.779

OS01 We are mindful of how a crisis could affect us 1.468 0.764
OS03 We are able to shift rapidly from business-as-usual

to respond to crises
1.373 0.834

OS04 We build relationships with organisations we might
have to work with in a crisis

1.563 0.816

PD01 Our firms manages new products well 2.203 0.847
PD02 Our firm exploits R&D investment to develop new

products
1.738 0.780

PD03 Our firm speedily develops and launches new
products

1.884 0.785

PD04 Our firms carries out marketing test of new products
or services

1.892 0.763

PD05 Our firm makes sure that product development
efforts are responsive to customer needs

1.998 0.792

Note: R&D = Research&Development
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of the analysis do not reach 0.95 or above, which suggests that the inflated correlations
among the error terms of the measurement indicators are avoidable.

The second step of assessment for outer model assessment concerns composite
reliability. Table 2 shows that values of construct reliability are in the range of 0.60 to 0.70,
which indicate acceptability for exploratory study, as the value between 0.7 and 0.9 is a
signal for satisfactory to good. Another measure of reliability is Cronbach’s alpha that
assumes the threshold. Table 2 also provides alpha values that vary from 0.77 to 0.99, which
indicates reliable constructs. However, the measured value of reliability from Cronbach’s
alpha is unweighted, implying less precise than composite reliability that has weighted
items. Hence, the true values may lay between both measures.

The following assessment step for the reflective measurement model involves the
convergent validity through average variance extracted (AVE), which examines how
the tendency level of the selected items explain their construct. Table 2 shows the acceptable
values of AVE, which are in the range of 0.63–0.8, demonstrating that the variances of
the measure variable explain around 63%–0.8% of their construct. Thus, the results indicate
that the measurement models meet the required standard prior to path analysis. In
addition, the values of variance inflation factors (VIF) are less than 3.0, which indicate that
collinearity is not an issue for the outer model (Table 1) and inner model (Table 3).

Table 4 shows the goodness-of-fit tests, which help the researchers to avoid model
misspecification. The value of standardised root means squared residual (SRMR) is 0.076, which
is less than the threshold value of 0.080, indicating an acceptable fit. The value of SRMR shows
how well the observed variables is interpretable by examining the average absolute value of
residual correlations. For the estimated model with normal data, the SRMR outperforms the
current standard (Pavlov et al., 2020). The values of normed fit index (NFI) are 0.74 or lower than
acceptable criteria for the factor model, which is indeterminate for the compositemodel.

Figure 1 provides the standardised values of the estimated coefficients that range
from �1 (which indicates a strong negative relationship) toþ1, which indicates a strong
positive relationship. The PLS-SEM algorithm with estimated path coefficients from the
structural model relationship represents the hypothesis relationship between constructs.
The standard errors obtained from bootstrapping determine the level of significance for

Table 2.
Construct reliability

and validity

The constructs Cronbach’s alpha Composite reliability AVE

Competitive advantage (CA) 0.901 0.903 0.654
Information technological turbulence (IT) 0.883 0.915 0.683
Organisational resilience (OS) 0.734 0.847 0.649
Product development (PD) 0.854 0.895 0.630
Marketing communication capability (MCC) 0.771 0.864 0.680

Table 3.
Inner VIF values

The constructs Competitive advantage Product development

Information technological turbulence 1.870
Moderating effect 1.250
Organisational resilience 1.749 1.233
Product development 1.547
Marketing communication 1.691 1.233
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each construct. The results indicate that organisational resilience and marketing
communication significantly impact product development with a standard error of 0.052
and 0.044. However, marketing communication has a more substantial impact on product
development (0.382) than organisational resilience (0.294). That means both H3 and H4
are acceptable.

The structural model results show that the standard error of organisational resilience on
competitive advantage is 0.053, which poses a high value of t-statistics (5.201) and nearly
zero of the p-value that indicates accepted H1 (Table 5). The results also show that
marketing communication significantly impacts competitive advantage with a standard
error of 0.044 and a t-statistic value of 8.720, implying thatH2 is acceptable. Similarly,H3 is
acceptable as product development significantly impacts competitive advantage with a
standard deviation of 0.47 and a t-statistic value of 5.019. Hence, organisational resilience
has the most substantial effect on competitive advantage (0.275), followed by product
development (0.234) andmarketing communication (0.160).

Table 4.
Model fit

Fit measure Saturated model Estimated model

SRMR 0.076 0.079
d_ULS 1.606 1.708
d_G1 0.900 0.910
d_G2 0.681 0.690
Chi-square 1,457.88 1,455.35
NFI 0.747 0.747

Figure 1.
Algorithm path
analysis
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Table 5 shows that both moderating effect and information technological turbulence
have significant effects on competitive advantage. The standard deviation of the mediating
effect is 0.034, while the t-statistics value is 3.491 that indicating the significant impact of the
mediating effect on competitive advantage. On the other hand, information technological
turbulence has a standard deviation value of 0.047 and t-statistics value of 3.491. The results
indicate that information technological turbulence significantly impacts the relationship
between product development and competitive advantage.

Figure 2 shows that product development has a significant impact on competitive
advantage. However, product development on competitive advantage is different at various
levels of information technological turbulence. The impact of product development is less
effective during the high information technological turbulence than during the low
turbulence. The results indicate that firms that participate in information technological
turbulence experience a less competitive advantage than firms with the capability to handle
information technological turbulence.

Discussion
The increasingly environmental turbulence has caused widespread competitive strategy
uncertainty, which significantly influences product development. This article attempts to
understand competitive strategy under information technological turbulence by applying
scenario planning and strategic forecasting (Table 6).

Table 5.
Bootstrapping path

Path Original S. (O)
S. Mean
(M) SD (STDEV) T-statistics (jO/SDj) P-values

MC -> PD* 0.382 0.379 0.044 8.720 0.000
OS -> PD* 0.294 0.297 0.052 5.659 0.000
OS -> CA* 0.275 0.272 0.053 5.201 0.000
PD -> CA* 0.234 0.236 0.047 5.019 0.000
MC -> CA* 0.160 0.157 0.041 3.908 0.000
ITT -> CA* 0.166 0.171 0.047 3.491 0.001
ME -> CA* �0.099 �0.101 0.034 2.893 0.004

Figure 2.
Moderating effect2
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Theoretical implication
First of all, this study extends the literature of resource-based view by proposing a model
that concerns product development as the primary determinant of competitive advantage.
We argue that organisational resilience and marketing communication are resources
necessary to enhance the capability to develop a new product. This study highlights the
intersection between the concept of dynamic capability and the contingency theory by
arguing that dynamic capabilities demonstrate how firms deal with information
technological turbulence. The results also confirm the concept of creation theory, which
argues that entrepreneurship reflects the ability to create opportunities by developing a
competitive strategy to deal with the uncertainty of possible outcomes (Alvarez and Barney,
2020).

The competitive strategy has developed a different theory of how firms generate value
by assembling resources from various stakeholders. Many economists pay too much
attention to the role of the market structure supporting innovation, called a
Schumpeterian debate (Teece, 2019). Hence, this article extends the concept of innovation,
demonstrating how product development meets the market (Zou et al., 2018) by
highlighting the role of marketing communication in enhancing the product development
process. This article confirms the argument, which presents that creative destruction
comes from a new plant and springs from various organisation functions (Aghion et al.,
2019).

Managerial implication
This article develops four scenarios for competitive strategy. We suggest that firms should
focus on scenarios where their relative strength. The first scenario occurs when a firm is
under high information technological turbulence and has an increased competitive
advantage. The company continues to struggle over the turbulence through achieving a
competitive strategy by generating product development, which is not adequate to increase
its competitive advantage. Hence, the managers should focus on improving organisational
resilience, which is more effective to help the firm foster a competitive advantage than
another construct, such as marketing communication.

Table 6.
Scenarios for
competitive strategy
under information
technological
turbulence reactive,
proactive and
anticipatory
innovators

Variables Low information technological turbulence High information technological turbulence

High competitive
advantage

Nurturing innovators
Promoting product development to
maintain competitive advantage
Strengthening marketing communication
to enhance product development
Enhancing resilience to support product
development

Anticipatory innovators: Allocation more
resource for both marketing
communication and organisational
resilience to maintain competitive
advantage, when product development is
not effective to maintain competitive
advantage

Low competitive
advantage

Proactive innovators
Allocating resources for product
development during the low information
technological turbulence to foster
competitive advantage
Promoting both marketing
communication and organisational
resilience to enhance competitive
advantage

Reactive innovators:
Deploying more resources for marketing
communication which has stronger
impact on competitive advantage than
organisational resilience
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The second scenario shows how a firm adopts nurturing approach when a firm has
capability to exploit information technology and pursue a high competitive advantage. This
firm demonstrates a competitive strategy with a high dynamic capability to deal with
information technological turbulence. The firm can foster a competitive advantage by
promoting product development. Both organisational resilience and marketing
communication help firms generate product development and foster a competitive
advantage.

The third scenario demonstrates a firm struggles to achieve a competitive advantage, but
there is an opportunity for the firm with a robust dynamic capability to deal with
information technological turbulence. Hence, the firm can advance product development to
gain a high competitive advantage. Firms can also achieve a higher competitive advantage
by enhancing organisational resilience andmarketing communication, which also help them
to improve the capability to generate product development.

The last scenario shows how a firm attempts to survive with a low competitive
advantage and poor capability to deal with information technological turbulence. The firm
cannot rely on product development to gain a more competitive advantage. The information
technological turbulence makes product development less effective to generate a competitive
advantage. Instead, the firm may rely on organisational resilience, which becomes essential
for achieving a competitive advantage during the pandemic.

Research limitation
This study develops a structural model, which adopts the parsimony principle. The model
involves five constructs and assumes that other constructs remain constant. Other
unidentified constructs may determine the competitive advantage, especially when the
variation of five constructs explains 50% of the variation of the competitive advantage
construct. However, an increasing number of constructs will pose the risk of a multi-
collinearity problem.

Secondly, the analysis springs from the empirical results, which involve a survey on
firms in Indonesia. Each respondent represents a firm where they work as owner-managers
of the family business, senior managers, or family members. Further investigation needs to
involve stakeholders, which may provide a different perspective. In addition, further study
may conduct in different contexts, such as multi-national companies or similar types of
companies in other countries.

Finally, this article uses the proposed model to develop four scenarios. The challenge is
how to make the managers aware of promoting resilience strategy towards competitive
advantage. Building awareness through scenarios may need a happy story about the future.
Hence, the firms would be already to do it. Future studies should develop scenarios to attract
attention from the decision makers and stakeholders.

Conclusion
This article seeks to understand how competitive strategy in a turbulent scenario helps
firms survive by exploring the role of product development in achieving competitive
advantage under the various levels of dynamic technological change during COVID-19. The
results indicate that product development is less effective to firm competitive advantage
during the high information technological turbulence than during low information
technological turbulence. This study shows that organisational resilience and marketing
communication help firms achieve a competitive advantage. We also identify four strategic
scenarios for competitive strategy, drawing from empirical results. The findings extend the
literature of resource-based views by proposing a model that concerns product development
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as the primary determinant of competitive advantage. This article also discusses the
intersection between the concept of dynamic capability and contingency theory by
examining how firms deal with information technological turbulence.
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