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Abstract- This paper will explore the factors that affect corporate performance. Three aspects of corporate performance will be 
discussed: new product development capabilities, product quality, and development speed. With competitive intensity as the 
moderating factor, explore its relationship with corporate performance. The research data were gathered through a survey of 
200 employees at small and medium enterprises (SMEs) in Taipei, Taiwan, all of whom have experience with new product 
development. A total of 164 valid questionnaires were returned. Structural equation modeling was used to test the hypothesis. 
The significance of this study and the generated practical suggestions are listed in the end of this paper. 
 
Index Terms- new product proficiency, product quality, development speed, new product performance.  
 
I. INTRODUCTION 
 
In an ever-changing and highly competitive market, it 
is difficult to maintain a high level of corporate 
performance. The goal of measuring a corporation's 
performance is to discover and evaluate the final 
results of the organization's operational activities [1] 
and it helps companies adjust their strategies and 
goals, and helps business continuity. Therefore, 
companies with the capability to develop new 
products have a competitive advantage. Product 
quality is also an important part of consumer opinions, 
and therefore seems to be a key factor behind 
corporate performance. Meanwhile, product life 
cycles are growing shorter, and companies must 
introduce products at a faster pace than their 
competitors in order to gain market advantage. 
Besides, many studies show that competition intensity 
is one of the most common research variables in 
business research [2]. Companies facing different 
levels of competitive intensity will adopt different 
strategies. This environmental factor often accelerates 
or slows the relationship between performance and the 
variables mentioned above. The importance of the 
aforementioned variables in different environments 
will be highlighted to test the hypotheses in the paper.  
 
II. LITERATURE REVIEW 
 
A. Corporate Performance 
Szilagyi [1] argued that corporate performance reflects 
the final result of the organization's operational 
activities. The point of management activities is to 
improve performance [3]. Corporate performance can 
be measured from many different perspectives, 
including market growth, financial performance, and 
company reputation [4]. Wen Yang [5] argued that 
public information is often unreliable because most 
SMEs are privately owned and are under no legal 

obligations to release financial information. Therefore, 
this paper will consider both financial performance 
metrics as well as the corporate reputation, which is a 
non-financial reputation, as the basis for evaluating 
corporate performance. The study will focus on how 
new product development capabilities, product quality, 
and product development speed affects the metrics. 
 
B. New Product Development Capabilities 
There are many factors that affect corporate 
performance. Of the four growth opportunities for a 
company identified by Tauber [6], new product 
development was one of them. It demonstrated that in 
order to stay relevant in the market, a company must 
proactively develop new products and new markets in 
order to meet market demand. Li and Huang [7] also 
believed that product development capabilities can be 
expanded to include marketing proficiency and 
technological proficiency capabilities, which can be 
seen as valuable resources for a company capable of 
providing a competitive edge. So, we propose: 
H1-1: market proficiency is positively associated with 
financial performance. 
H1-2: market proficiency is positively associated with 
corporate reputation.  
H2-1: technology proficiency is positively associated 
with financial performance. 
H2-2: technology familiarity is positively associated 
with corporate reputation. 
 
C.  Product Quality 
In a highly competitive market, countless companies 
fight for market share to ensure their own continued 
survival. The work of Parasuraman et al. [8] showed 
that, in a highly competitive environment, quality 
service was a key factor for the competitiveness and 
survival of a company. Companies must improve their 
product quality in order to attract consumer interests 
for their new products. So, we propose:     
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H3-1: product quality is positively associated with 
financial performance. 
H3-2: product quality is positively associated with 
corporate reputation. 
D. Development Speed 
Brown and Karagozoglu [9] pointed out in their study, 
many organizations believed that in an industry with 
short product life cycles, it was crucial to gain a 
competitive advantage through rapid product 
development. The research of Datar et al. [10] showed 
that faster development can lead to significant 
economic rewards and higher market shares. 
Particularly in the age of an ever-changing market and 
rapid technology advancement, companies must work 
hard to discover undeveloped markets and obtain 
leadership positions in those markets. So, we propose: 
H4-1: development speed is positively associated with 
financial performance. 
H4-2: development speed is positively associated with 
corporate reputation. 
 
E. Competitive Intensity 
Competitive intensity drives companies to engage in 
different methods of promotion, and affects corporate 
decision-making. Generally, in a highly competitive 
environment, improving new product development 
capabilities and development speed allows a company 
to seize business opportunities and obtain market 
leadership positions, improving performance. On the 
other hand, under moderate or low competition 
conditions, new product development capabilities, 
development speed, and product quality may not be 
the company's main focus, and their direct 
relationships with performance may be insignificant. 
Base on the hypothesis that competitive intensity may 
affect new product development capabilities, product 
quality, development speed, and corporate 
performance. So, we propose: 
H5-1~H5-2: competitive intensity plays a moderating 
role between market proficiency and financial 
performance (corporate reputation).  
H5-3~H5-4: competitive intensity plays a moderating 
role between technology proficiency and financial 
performance (corporate reputation).  
H5-5~H5-6: competitive intensity plays a moderating 
role between product quality and financial 
performance (corporate reputation).  
H5-7~H5-8: competitive intensity plays a moderating 
role between development speed and financial 
performance (corporate reputation). 
 
III.  RESEARCH METHOD 
 
A. Sample  
Respondents to the questionnaires were restricted to 
consumers who had NPD experience in the most 
recent six-month. Convenient sampling was 
undertaken as a fast and easy way to collect data. A 
two-wave emailing method, supplemented by an email 
reminder, was adopted in data collection. A total of 

200 survey questionnaires were sent out, of which 164 
were completed and returned, representing a 82% 
return rate. 
B. Questionnaire development and measures 
The authors employed questionnaires developed by 
previous studies with proper modifications to suit the 
environment of Taiwan’s NPD and their research 
objectives. All multi-item variables in this study were 
measured using a five-point Likert scale. The 
questionnaire centered around the 12 core measures of 
“market proficiency” and “technology proficiency” 
identified by Li and Huang [7]. Product quality is 
measured by three single-items measurement derived 
from Lukas and Menon [11]. Development speed is 
also measured by three single-items measurement 
tools developed by Rodríguez-Pinto et al. [12]. We 
measured Financial performance and corporate 
reputation based on Cao et al. [2] work. Competitive 
intensity is measured by three single-items 
measurement tools derived from Molina-Castillo et al. 
[13]. 
 
IV. RESULTS 
 
A. Sample description 
The characteristics of the sample are presented in 
Table 1. Table 1 showed that most respondents were 
male (male 65.2%; female 34.8%), in the age of 26 to 
25 (37.2%), with NPD experience is more than two 
years (52.4%), Corporate Average develop a new 
products in five months or more (51.8%), and 
company established more than two years (46.3%), 
and NPD frequency under five times in a year 
(46.3%). 

Table 1. Characteristics of the sample 

 
 
B. Adequacy of measures 
The authors conducted the reliability analysis by way 
of Cronbach’s alpha coefficient to measure the 
internal consistency reliability of the constructs. Alpha 
reliabilities of these scales range from 0.686~0.834, 
demonstrating acceptable consistency. To assess 
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discriminant vadility, the square root of the average 
variance extracted (AVE) by a construct should be at 
least 0.687 (i.e. AVE > 0.5) and should exceed that 
contruct’s correlation with other constructs. The 
results demonstrate that all items and constructs have 
accepted reliability and validity. See Table 2. 

Table 2. Reliability and valditiy 

 
 

C. The Standardized Regression Weights 
Table 3 shows that nearly all significant relationship 
between variables and latent constructs are in the 
hypothesized directions, which provides the initial 
evidence for the model. And the correlation matrix is 
shown in table 3. 
 

Table 3. The correlation matrix 

 
 

We evluate the models with a structural equation 
analysis. Confirmatory factor analysis was used to test 
goodness of fit of Model 1 – (4) (χ2 = 542.466, p = 

0.000, χ2 / DF=1.572, CFI (compartive fit index) = 
0.893, IFI (incremental fit index) = 0.900), 
non-normed fit index(NNFI)= 0.915, 
root-mean-square error approxmination(RMSEA)= 
0.059. This model produced acceptable indices, 
providing an cceptable model fit. 

Table 4. Standardized regression weights  

 
 

From Table 4, H1-1, which hypothesizes that the 
market proficiency is positively associated with 
financial performance, is not supported. H1-2, which 
hypothesizes that the market proficiency is positively 
associated with corporate reputation, is not supported. 
H2-1, which hypothesizes that the technology 
proficiency is positively associated with financial 
performance, is not supported. H2-2, which 
hypothesizes that the technology familiarity is 
positively associated with corporate reputation, is not 
supported. H3-1, which hypothesizes that the product 
quality is positively associated with financial 
performance, is supported. (β=0.736, p<0.01). 
Likewise, H3-2, which hypothesizes that the product 
quality is positively associated with corporate 
reputation, is supported (β=0.497, p<0.01). H4-1, 
which hypothesizes that the development speed is 
positively associated with corporate reputation, is 
supported (β=0.474, p<0.001). H4-2, which 
hypothesizes that the development speed is positively 
associated with corporate reputation, is supported 
(β=0.741, p<0.001). H5-1 which hypothesizes that the 
competitive intensity plays a moderating role between 
market proficiency and financial performance, is 
supported (β=-0.184, p<0.1). H5-2 which 
hypothesizes that the competitive intensity plays a 
moderating role between market proficiency and 
corporate reputation, is not supported. H5-3 which 
hypothesizes that the competitive intensity plays a 
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moderating role between technology proficiency and 
financial performance, is not supported. H5-4 which 
hypothesizes that the competitive intensity plays 
moderating a role between technology proficiency and 
corporate reputation, is not supported. H5-5 which 
hypothesizes that the competitive intensity plays a 
moderating role between product quality and financial 
performance, is not supported. H5-6 which 
hypothesizes that the competitive intensity plays a 
moderating role between product quality and 
corporate reputation, is not supported. H5-7 which 
hypothesizes that the competitive intensity plays a 
moderating role between development speed and 
financial performance, is not supported. H5-8 which 
hypothesizes that the competitive intensity plays a 
moderating role between development speed and 
corporate reputation, is supported (β=0.166, p<0.1). 
 
CONCLUSIONS AND DISCUSSION 
 
Research showed that market proficiency and 
technology proficiency have  significantly negative 
effects on both financial performance and 
non-financial performance (company reputation). 
Taking competitive intensity into consideration, it can 
be seen that market proficiency has an even greater 
negative impact on financial performance. This may 
indicate that proficiency with the market and 
technology required long-term capital investment, and 
that higher familiarity will lead to higher investments. 
In the short term, this leads to a relatively poor 
financial performance. However, competitive 
intensity does not moderate the relationship between 
two former variables and company reputation. A 
possible reason is that market proficiency is a factor 
that could help companies take advantage of market 
opportunities, which is not a negative factor for 
consumers or investors. Besides, competitive intensity 
does not moderate the relationship between 
technological proficiency and company performance 
(whether financial or non-financial). The reason may 
be that for SMEs, technological development and 
improvement does not usually occur in leaps and 
bounds, so that changes in the competitive 
environment do not greatly impact financial 
improvement in the short term. This study suggests 
that companies should adopt a more diverse evaluation 
of performance in terms of new product development 
capabilities, as well as gain a better understanding of 
the different effects created by different decisions, in 
order to avoid counter-productive decision-making. 
For product quality, the positive hypothesis was 
supported by both financial and non-financial 
performance. This showed that product performance is 
an important factor when consumers are choosing 
products. Product quality can therefore improve 
financial performance, and through sales, increase the 
consumers' trust in the company. However, 
competitive intensity does not play a moderating role 
between product quality and company performance 

(financial or non-financial), demonstrating that the 
relationship between quality and performance is 
unaffected by changes in the competitive 
environment. This shows that in the SME market, 
there is a stable relationship between quality and 
performance that is relatively insensitive to market 
changes. 
For development speed, the hypothesis was supported 
for both financial and non-financial performance 
metrics; this shows that improved development speed 
allows companies to take advantage of market 
opportunities, gaining a wider exposure for their 
products as well as consumer trust. Competitive 
intensity does not play a moderating role between 
development speed and financial performance. It 
could be because that in a highly competitive market, 
there is a set pace of development that does not change 
with time. Therefore lacking significant impact. 
However, competitive intensity does play a 
moderating role between development speed and 
company reputation. Announcing new products at a 
steady pace could perhaps improve a company's 
reputation among consumers, causing this significant 
effect. This study suggests that in a highly competitive 
market, focusing on improving development speed 
could have a positive effect on company reputation. 
As for suggestions for future research, we suggest that: 
1. This study only chose "company reputation" from 
all the non-financial metrics; and for new product 
development capabilities, only market proficiency and 
technological proficiency were analyzed. We suggest 
that future research incorporate more measures of 
performance to analyze the different results that may 
be obtained from the same variables.2. Market 
proficiency and technological proficiency may be 
related to development speed, impacting corporate 
performance; there may also be a relationship between 
product quality and development speed. Industry 
experience has pointed out that higher-quality 
products are slower to develop. However, these 
relationships were not analyzed in this study. We 
recommend future studies in this field verify these 
relationships, or extend their research in this 
direction.3. Finally, this study was conducted mainly 
among SMEs in Taipei City. We suggest future studies 
can involve a larger population from the industry, or 
conduct in-depth explorations of other company types 
or scales to expand our knowledge and understanding 
in this field.                               
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