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Abstract The rapidly changing business environment requires small and medium-sized suppliers
to develop creative new products. Therefore, many previous studies have attempted to identify
important factors for successful new product development. However, despite the importance of firm
learning has generated considerable interest in new product development, the central issue of firm
learning remains unanswered. Therefore, this study investigated the effect of adaptive learning of
small and medium suppliers on creativity and new product performance in new product
development. As a result, it was confirmed that adaptive learning positively affects both novelty
creativity and meaningfulness creativity. On the other hand, meaningfulness creativity has a
positive effect on new product performance, but novelty creativity has no effect on new product
performance.

Keywords: New product development, Adaptive learning, Novelty, Meaningfulness, New product
development performance.
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Table 1 Sample Composition

Category Frequency (%) Category Frequency (%)
Groceries 60 R&D -
(29.9) Department (27.4)
Household 43 Marketing 146
Item (21.4) (72.6)
Fashion 34 Executive 46
Type of (16.9) (22.9)
Business Home 26 Department 19
Appliances (12.9) . Head (19.5)
§§orting 11 Position Section 45
Goods (5.5) Head (22.4)
The others 21 Manager o1
(13.4) (45.3)
AA, 2 AFdAE A8H FdES 719l 2, 82 d4= AAF AGAEHE Song and
&Koz WMIse FAAdAdHS A sk, & Parry (1997), Im and Workman (2004)2] <

Aol Ajte 7w/ 2 AAEFS st A s Ed=E 53 gib vEF @44, 5 gy

L2 Aosta, ‘g8 79> AN AH 7= AGATES] G4 E, 51 div] o9 AL

AEE g5317] fste] Ay gy €58 & T A M g em SAHEA

UHEE o7 92 79 AHEE 7o

gk gFol ASAeln”, ‘g8 719e AEHA 43 A2 d3 EtEN 24

S 7 YAl AAE FHATI7] S A 2ALE

A ARG, -] 719 Al el A e A 2 AT AEAY 5SS gRskdh AA,

2S5 g5 24 & 5 JEF R&D FAd ¢ RE FANEES AEAAS A8k fEkd

ety 5 v E3o =z =Astth (Kitchell, Cronbach’s aE 83l BEA3YGe. 443

1995; Baker and Sinkula, 1999; Zuo et al., BE NEL 7E Aslete o=z gietH

2019). tho 2 Al Folde 7199 AlAE mep FAANEREe] A LA EAlStE sleR

o] AAAL By w53 A== Hsta, “9-g A=At (Nunnally, 1978). =4, JFEFSAE=

A FEL AUl dabAQl shx e hA A gQlstr] a4 2214 (Confirmatory

ol7F v}, “g-g AlAEFL FH Aol “9-g factor analysis)S AASIATE EAAR, ¢

A A FL EANAS 93k v ZE A geto|t}”, 259=96.857, p<.05, CFI=973, TLI=.965, IFI=.974,

5 A MK Bgez ZAs9t (Im and  RMSEA=057 2 elgozyn S4ud HgAae

Workman, 2004). 3+ X AFor= F84 453 Aoz FHAHJL EI EE F4 &

FA S AlAFe] AAAEFE Bok 2= 59 aJdAAFE AR Fogk e A

frejmeta sk s AT AEE A o= oty it o9 tEo], Table 29 o] &

olstal, “¢8 AAFS 1 S gE F A9 TANEES A E = (Composite

A7) = AAsit”, g A A ES A AR reliability; CR) A2l 75 3o, A

Al &3, ‘g8 AAELS 1 S FF FZ R 2 (Averaged variance extracted; AVE) @

A0 5 A A Bgow =AU (Sethi 1z 5 sk RE 23stE Aow iyt

et al., 2001; Sethi and Sethi, 2009). =} ] g} © (Bagozzi and Yi, 1988).
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Table 2 Results of Confirmatory Factor Analysis

Constuct Item Std. Coeff. Cronbach’a CR AVE
AL_01 825%
Adaptive AL_02 749%
Learning AL_03 802+ 866 819 620
AL_04 A74%
Nov_01 1805
Novelty Nov_02 197 .820 832 605
Nov_03 1565
Meaning— Me_1 790%
Me_2 825% 845 .866 647
fulness Me. 3 709+
Perform. Per_1 7125
Per_2 B73* 843 .865 649
ance Per_3 824
2 dae BEeEAEs G@dekrl s o] 25.08%Rts AWstint oo wet 2 A
Fornell and Larcker (1981)7} #|¢tat wksi el E YA g3 e HFE EA%A &=
TEATFE Awo] FuAT @S A3lst=A Ao stk
& FA s 4439, Table. 300 AAlE A
A 2 Ao e FANEY BaEHiaE 44 JI8AHS
A e 08 NI AaAF #E =
ke Aoz FRlEo] AHEdAdS grHE 2 dA7e MEASE A R By
Aoz et ATt S @&ttt A4 A7Rd A== x
npxjeto 2 K A= gk 289=200.378, p<.05, CFI=.932, TLI=917,

IF1=.932, RMSEA=.082 & 3oty )t}
Table 40| AAZ 7} 75 ZAxpel 7ho], #

2 4 9l o] ¥ d4tE Harman9 @ A s FHAA oA (B=798, t=9.140,
o128 A A5 tH(Podsakoff et al., 2012). p<.05)Z F&4 oA (B=.786, t=9.416, p<.05)
N4, e 48908 duz SgeA gk mFA 44 4FE vAE oz ey
ou, b AWl & 2Hee @A B Ak old s 1-13 A4 1-2% AAHA
Table 3 Results of Discriminant Analysis
1 2 3 4

1. Adaptive Learning it

2. Novelty 635 amt

3. Meaningfulness 637" 715" ut

4. Performance A10° 21 322 05T

Note: TAVE Root, *correlation coefficient, All correlation are significant at the .05 level.
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Table 4 Structural Model Results

Path

Adaptive Learning — Novelty

Results

t-value

Std. Coeff.

9.140 Accept

9.416

798

HI1-1

7186 Accept

Adaptive Learning—Meaningfulness

H1-2

Reject

1.062
2.883

A17
324

Novelty — Performance

H2-1

Accept

Meaningfulness — Performance

H2-2

Note: * p<.05
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