Northumbria Research Link

Citation: Blommerde, Tadhg (2022) Service Innovation and Performance in Micro, Small,
and Medium-Sized Organizations. European Journal of Business and Management
Research, 7 (4). pp. 46-54. ISSN 2507-1076

Published by: European Open Science Publishing

URL: https://doi.org/10.24018/ejbmr.2022.7.4.1510
<https://doi.org/10.24018/ejbmr.2022.7.4.1510>

This version was downloaded from Northumbria Research Link:
http://nrl.northumbria.ac.uk/id/eprint/49868/

Northumbria University has developed Northumbria Research Link (NRL) to enable users
to access the University’s research output. Copyright © and moral rights for items on
NRL are retained by the individual author(s) and/or other copyright owners. Single copies
of full items can be reproduced, displayed or performed, and given to third parties in any
format or medium for personal research or study, educational, or not-for-profit purposes
without prior permission or charge, provided the authors, title and full bibliographic
details are given, as well as a hyperlink and/or URL to the original metadata page. The
content must not be changed in any way. Full items must not be sold commercially in any
format or medium without formal permission of the copyright holder. The full policy is

available online: http://nrl.northumbria.ac.uk/policies.html

This document may differ from the final, published version of the research and has been
made available online in accordance with publisher policies. To read and/or cite from the
published version of the research, please visit the publisher's website (a subscription
may be required.)

ok Northumbria 5

University
NEWCASTLE w

O]

8 UniversityLibrary


http://nrl.northumbria.ac.uk/policies.html

European Journal of Business and Management Research
www.ejbmr.org

RESEARCH ARTICLE

Service Innovation and Performance in Micro,
Small, and Medium-Sized Organizations

Tadhg Blommerde

ABSTRACT

While service innovations, new or significantly improved services, are
essential to the continued prosperity of micro, small, and medium-sized
enterprises (MSMESs), the magnitude of the relationship between service
innovation performance (SIP) and organizational performance (OP) for
these distinct groups is unknown. This is because they are commonly
assumed to be homogeneous and studied together as a single group,
obscuring any meaningful or significant differences between them. In
addition to providing clarity regarding the SIP-OP relationship for MSMEs,
this study also examines how firm size, firm age, and customer profile impact
its strength for these organizations. Hypotheses are tested with data collected
from 802 Irish service MSMEs using Partial Least Squares Structural
Equation Modelling (PLS-SEM) and multigroup analysis.
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. INTRODUCTION

In order to remain competitive and achieve growth and
profitability, organizations in the service sector must
continuously innovate and adapt in response to changes in
customer demands (Yang, 2007; Thakur & Hale, 2013). This
is particularly true for micro, small, and medium-sized
enterprises (MSMEs), those with fewer than 250 employees,
who due to their size and resource constraints, face
continuous pressure from larger rivals (McDermott and
Prajogo, 2012; Sok et al., 2013; Kolagar et al., 2021). It is for
this reason, that service innovation is understood as essential
to the very survival of these organizations (Tsai & Wang,
2017; Witell et al., 2017).

Surprisingly then, because service innovation is
recognized by both scholars and practitioners as a topic that
merits attention, in the context of MSMEs, it remains
relatively unexplored (McAdam et al., 2004). In fact, a
shocking contrast can be observed when comparing the
sparse literature in this area to the extensive body of empirical
research examining service innovation by manufacturers or
investigations of innovations of this type in the context of
larger organizations (Grawe et al., 2009; Feng et al., 2020).
The consequence of this disparity is that there is confusion
about the impact of service innovation on organizational
performance (Prajogo & Oke, 2016) for micro, small, and
medium-sized enterprises (McAdam et al., 2004; Tajeddini et
al., 2020) and the potential impact of firm age (Baregheh et
al., 2016) or the profile of customers (Gék & Peker, 2016;
Biemans & Griffin, 2018) on this relationship remains
unknown for these groups. Not only does this hinder theory
development, but it increases the difficulty of decisions by
managers when evaluating how investments of time and
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effort into service innovation-related activities will contribute
to performance (Lin, 2013; Feng et al., 2020).

In this study, we respond to these gaps in the research and,
for the first time, offer empirical insights into these
relationships. The research provides greater detail and
granularity than any study has done to date by discriminating
between micro, small, and medium-sized enterprises and
reporting the results of multigroup analyses that compare and
contrast results.

Our hypotheses are tested with data from 802 MSMEs
based in the Republic of Ireland (491 micro, 233 small, and
78 medium). Micro organizations have 1-9 employees, small
have 10-49, and medium-sized enterprises have between 50-
249 (European Commission, 2005) and, based on the
literature, it is anticipated that there will be differences
between each of these size groupings in their characteristics
and approaches to service innovation (Cagliano et al., 2001;
McAdam et al., 2004). Partial Least Squares structural
equation modelling (PLS-SEM) was used to analyze
collected data and test the hypotheses, with MICOM
(Measurement Invariance of Composite Models) and
multigroup analyses applied to investigate whether
differences in the hypothesized relationships between the size
groupings could be identified.

The results of the study are of interest to managers and
make a novel and meaningful contribution to service
innovation research. They emphasize the importance of
service innovation performance to the overall performance of
examined organizations and provide some clarification
regarding the magnitude of examined relationships in the
context of MSMEs. Additionally, they suggest that there is no
significant difference in the strength of the SIP-OP
relationship between smaller organizations and that it is
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neither affected by the age of organizations or their customer
profile.

The paper is organized as follows. In the next section, we
overview the literature on the relationship between SIP and
OP and discuss organizational characteristics that could
impact this relationship, prior to presenting our research
hypotheses. The research methodology is then outlined, while
the following section tests the research hypotheses and
presents the results. The final section discusses these results
and suggests implications and limitations of this research,
before potentially fruitful research directions are proposed,
and the article concludes.

A. Theoretical Background and Hypotheses

Our study builds upon a growing body of empirical
research that examines the relationship between service
innovation performance and organizational performance
(Feng et al., 2020).

Previously, this relationship has been examined in the
context of Chinese tourism firms (Lin, 2013), the Chinese
electronics industry (Grawe et al., 2009), large organizations
in Taiwan (Cheng & Krumwiede, 2012), and small and
medium-sized enterprises in Australia (McDermott and
Prajogo, 2012). Though the consensus view suggests that
there is a strong, positive relationship between these variables
(Marosi, 2013; Sok et al.,, 2013; Thakur & Hale, 2013;
Ogunnaike et al., 2014; Khan and Naeem, 2018), to our best
knowledge, its distinct magnitude has not yet been separately
reported for micro, small, and medium-sized organizations.
This is despite the view of Pett et al. (2012) and others
(Cagliano et al., 2001; McAdam et al., 2004), which suggests
that there are meaningful and significant differences between
the subgroups of organizations typically classified as sm.

Service  innovation  performance  describes an
organization’s ability to introduce new or significantly
improved services (Lin, 2013). It is generally regarded as
providing them with various benefits, including attracting
new customers, increasing satisfaction and loyalty, reducing
operational costs, entering new markets, and, ultimately,
increasing profitability, enhancing competitiveness, and
improving overall performance (Oke, 2007; Grawe et al.,
2009; Ordanini & Parasuraman, 2011; Grawe et al., 2015;
Tajeddini et al., 2020). Consequently, service innovation
performance is a central concern for the management of
service organizations that must develop new services in
response to changes in customer demands and the actions of
competitors (Toivonen & Tuominen, 2009).

Den Hertog et al. (2010, p. 494) define service innovations
as a “new service experience or service solution that consists
of one or several of the following dimensions: new service
concept, new customer interaction, new value
system/business partners, new revenue model, new
organizational or technological service delivery system”.
Accordingly, service innovation performance represents the
frequency and quality with which organizations create value
for their customers through these experiences or solutions
(Thakur & Hale, 2013). It is commonly regarded as a
multidimensional phenomenon that captures new service
concepts, technologies, customer interfaces, or service
delivery systems (Chen et al., 2011; Lin, 2013). Though
similar to a related term, new service development
performance, it is distinct from it by ignoring the architectural
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elements through which new services are developed (Storey
& Kelly, 2001) and is often assessed with measures similar to
those used for product innovation performance (Avlonitis et
al., 2001; Cheng & Krumwiede, 2012). As services are
intangible and technological know-how is not necessarily
generated or acquired, this means patents, R&D expenditure,
or similar traditional measures of innovation performance,
are not appropriate (Hipp & Grupp, 2005; Liao & Rice,
2010).

Organizational performance is a broad phenomenon that
encompasses achievements by a firm in terms of market
operations, growth, and profitability over a period of time
(Feng et al., 2020). While there has been no unified definition
or understanding of this concept to date, often it is divided by
scholars into categories of financial and non-financial
performance (Glaister & Buckley, 1998). However, to ensure
this phenomenon is sufficiently captured, some authors
recommend measures that assess both financial and market
performance (Li & Atuahene-Gima, 2001; Hooley et al.,
2005).

As both theoretical and empirical studies suggest that SIP
has a positive influence on OP (Avlonitis et al., 2001; Nijssen
et al., 2006; Grawe et al., 2009; Cheng and Krumwiede,
2012; Khan & Naeem, 2018), our first hypothesis is that:

Hypothesis 1. Service innovation performance positively
affects the performance of MSMEs.

It is also reasonable to assume that various contextual
factors affect the strength of the relationship between service
innovation performance and OP (Chen et al., 2016; Feng et
al., 2020).

Therefore, though the relationship between SIP and OP
may be strong for micro, small, and medium-sized
enterprises, it is unclear whether the magnitude or strength of
this relationship is equal across various firm sizes (Oke et al.,
2007). Indeed, McDermott and Prajogo (2012) question why
SMEs of all sizes are regarded as identical when small firms
of 20 employees will operate in a less formal way, and have
greater financial constraints, than organizations of 200.

Though this controversial topic has some received
attention in the literature, results have been mixed (Stock et
al., 2002; Avermaete et al., 2003; Gok & Peker, 2016). On
one side of this debate is the view that larger organizations,
with their more abundant resources and staff, are better able
to generate and accumulate knowledge and capabilities to
enhance their innovation and overall performance (Tsai &
Huang, 2020). However, they are regarded as more
bureaucratic and less flexible than their smaller rivals (Wolff
and Pett, 2006). The opposite position maintains that, because
fewer organizational layers are involved in the innovative
activities of smaller organizations (Pett et al., 2012), they are
more flexible and nimble, and able to quickly adapt and affect
change through innovations (McDermott & Prajogo, 2012).
Nevertheless, they are regarded as lacking important business
or managerial skills, financial resources, or access to markets
(Edwards et al., 2005; Rippa et al., 2016; Sharma, 2018).

Though a clear-cut finding has not emerged in this debate,
the general view is inclined towards a positive relationship
between size and innovation (Damanpour, 1992; Camisén-
Zornoza et al., 2004; Tether, 2005; McDermott & Prajogo,
2012).
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Therefore, it appears that the SIP-OP relationship will be
stronger for larger organizations that have a greater number
of slack resources to dedicate to innovation projects and are
more likely to be able to exploit economies of scale or scope
(Oke et al., 2007; Tsai & Huang, 2020). We hypothesize that:

Hypothesis 2. There is a stronger positive relationship
between service innovation performance and organizational
performance for medium-sized organizations than there is for
those that are micro or small.

As the literature suggests that older organizations enjoy
greater success at service innovation than their younger rivals
(Cefis, 2005; Sapprasert, 2007), it can be reasoned that the
effect of SIP on OP may be contingent upon the age of service
firms. Calantone et al. (2002) describe the importance of
market information to the generation of innovative ideas and
believe that older organizations have an advantage over
younger firms due to their experience in selecting and
employing useful information from customers, suppliers, or
other stakeholders. Additionally, older organizations tend to
have a greater abundance of resources (Galende and de la
Fuente, 2003) and more established processes, routines, and
structures to support innovation (Sapprasert, 2007; Laforet,
2013).

Drawing on the above and following the same logic, we
argue that firm age moderates the influence of SIP on OP for
MSMEs. That is, that SIP has a direct effect on OP, but its
strength is dependent on the age of an organization. We
hypothesize that:

Hypothesis 3. Firm age strengthens the positive effect of
service innovation performance on  organizational
performance.

The question of whether customer profile affects the
service innovation  performance or  organizational
performance of businesses is one that is relatively unexplored
and studies to date have offered mixed findings (Gok &
Peker, 2016; Foltean et al., 2019; Asipi & Durakovi¢, 2020;
Feng et al., 2020).

Regarding the SIP-OP relationship in the Business-to-
Business (B2B) context, Martinez-Caro et al. (2020) describe
highly complex buying processes, that often involve multiple
stakeholders, from a small number of customer firms. B2B
organizations form close ties and long-term relationships with
these customers and coproduce services with them (Chuang,
2020), allowing for extensive customization and high
margins to be generated through value pricing and low
development costs (Bozic & Ozretic-Dosen, 2015; Dotzel &
Shankar, 2019; Carmona-Lavado et al., 2020). By contrast,
Business-to-Consumer (B2C) services are standardized and
offer organizations greater scale (Silverang, 2015). They are
characterized by large numbers of potential customers, with
whom organizations have a weak relationship, and the
average lifetime value of customers is lower than for B2B
firms (Dotzel & Shankar, 2019; Groza et al., 2021).

As the literature regards B2B organizations as having
fewer and more important customers who are closely
involved in innovative activities (Trif et al., 2019), allowing
organizations to achieve higher sales performance and market
success (Dotzel & Shankar, 2019), it can be reasoned that the
effect of SIP on OP will be higher for them compared to
competitors with other customer profiles. We argue that the
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relationship between SIP and OP will be stronger for B2B
organizations than other customer profiles and posit that:

Hypothesis 4. There is a stronger positive relationship
between service innovation performance and organizational
performance for B2B organizations than there is for those
classified as either B2C or Other.

Fig. 1 presents the structure of the research model and
outlines the examined relationships.

| Firm Size | | Customer Profile |

H2 H4

Service Innovation ¥ v
Performance Hi

_ | Organizational
| Performance

[N —
jani
[¥'S)

Fig. 1. Conceptual Model.

Il. METHODOLOGY

A. Sample and Data Collection

Data were collected from micro, small, and medium-sized
for-profit Irish service organizations in order to test the
foregoing hypotheses. Their classification was according to
current guidelines from the European Union (European
Commission, 2005) which regards micro organizations as
those with fewer than 10 employees; small enterprises as
organizations with 11-49 employees; and medium-sized as
those with between 50-249 and an annual turnover below €50
million. Consequently, the criteria for an organization to
participate in this study was that: (i) the organization is a
service business (ii) that has between 1-249 employees and
an annual turnover that is not in excess of €50 million.
Informants were any representative of an organization with
knowledge of their service innovation activities and
performance.

The questionnaire used in this study was pretested prior to
large-scale data collection to ensure its quality and the clarity
and comprehensibility of all questions and instructions by
respondents. To achieve this, it was first reviewed by 11
academic researchers with expertise in both services research
and survey design, prior to feedback being sought from a
convenience sample of 11 practitioners, similar to the
intended respondents. Based on the comments and
suggestions received through this exercise, minor
modifications were made to the wording of some instructions.

Because there was no sampling frame, or complete list of
Irish micro, small, and medium-sized enterprises that
included contact information, in order to collect data, the
email addresses of 19,892 organizations were drawn from the
database of a research group situated at Waterford Institute of
Technology, Ireland. Though this database was not ideal; as
it did not contain information about the size of organizations,
their principal activities, or whether they were in business at
the time of the study; it was deemed a useful and cost-
effective resource that allowed for the collection of data from
a variety of different service industries. All data were
collected using SurveyMonkey. This is an online tool for
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survey development and administration that enables
personalized email messages to be sent to contacts which
contain a unique and single-use link to a survey questionnaire.
All data were collected over a 24-day period, during which
five waves of personalized emails were sent to non-
respondents and partial respondents, including a link
permitting a single response from each recipient. All emails
assured recipients of the anonymity and confidentiality of
their responses to the survey and, to attenuate social
desirability, that no answer was either correct or incorrect. Of
the initial 19,892 emails that were sent to recruit respondents,
2,143 could not be delivered. This may have been due to
messages from SurveyMonkey being blocked or that the
email account was closed. Following this, a total of four
reminders were sent, resulting in 1,962 responses, a rate of
9.86%, and comparable to other quantitative service industry
research (Neghina et al., 2017; Su & Kunkel, 2019).

Of the responses obtained, all were excluded where
informants had indicated that their business was not a service
organization, had in excess of 249 employees, or turnover of
more than €50 million. As a result, the final sample was
reduced to 802 organizations, for an actual response rate of
4.03%. Missing data were not a concern as SurveyMonkey
was configured so as to prevent any questionnaires with
unanswered questions from being submitted. An examination
of the data revealed no evidence of suspicious response
patterns, or ‘straight lining’, or of any of the questionnaires
being completed at an implausible speed (Hair et al., 2016;
Vandenplas et al., 2018). Of the usable responses, 61.2%
were from micro-organizations, 29.1% from small
organizations, and 9.7% from those that were medium-sized,
across 30 industries.

To confirm that the sample sizes were sufficiently large for
the micro, small, and medium groups, the inverse square root
and gamma-exponential methods recommended by Kock and
Hadaya (2018) were utilized. This is because the ten-times
rule, typically used when evaluating sample size, is
increasingly becoming regarded as inappropriate for studies
that utilize PLS-SEM (Kock & Hadaya, 2018). The minimum
absolute significant path coefficients were 0.380, 0.384, and
0.449 for the micro, small, and medium-sized groups,
respectively. A significance level of 0.05 and an 80% power
level were tested for each of the groups. The results of the
sample size estimation were 45, 44, and 34 for the inverse
square root method and 32, 31, and 20 for the gamma-
exponential method for the micro, small, and medium groups,
respectively. Hence, the actual size of the samples for each of
the groups, 491, 233, and 78, could be deemed sufficient. In
addition, post hoc power tests of the three samples were
conducted using G*Power 3.1 software. The power index for
the micro, small, and medium groups was 0.9999999,
0.9991594, and 0.8660140, respectively, exceeding the
recommended threshold of .80 advanced by Cohen (1988;
1992).

As cross-sectional, single respondent data was used for this
study, it was necessary to be aware of the potential impact of
common method bias (CMB) and to minimize it to the
greatest extent possible. Both ex ante and ex post control
procedures were applied to account for its influence where,
ex ante, the questionnaire opened with the statement that there
were no correct or incorrect answers, meaning that
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respondents should answer honestly, and an assurance that
their response would remain anonymous and confidential
(Podsakoff et al., 2003). Ex post, CMB was accounted for
using Harman’s one-factor or single-factor test (MacKenzie
& Podsakoff, 2012) which showed that the first factor in the
unrotated solution accounted for 34.522% of the variance in
the micro sample, 38.058% in the small sample, and 40.209%
in the medium sample. Together, these measures suggested
that common method bias did not represent a concern with
these data and was not a threat to this study (Podsakoff and
Organ, 1986).

B. Measures

We adopted existing, validated multi-item scales for all
latent variables in our research. The responses to the items
relied on five-point scales ranging from 1 (strongly disagree)
to 5 (strongly agree) for the service innovation performance
scale and 1 (considerably worse) to 5 (considerably better) for
the organizational performance scale. Firm age (FA) and
customer profile (CP) were measured using categorical
variables. The FA question asked respondents how long their
organization had been in operation. Response options were
‘1-2 years’; ‘3-5 years’; ‘6-10 years’; ‘11-20 years’; and
‘More than 20 years’. The question for CP asked respondents
which of the following options best described their
organization: ‘B2B. Our services are predominantly sold to
other businesses’; ‘B2C. Our services are predominantly sold
to consumers’; or ‘Our services are predominantly sold to
government agencies or others neither classified as a business
or consumer’.

Service innovation performance. Six items measuring
service innovation performance were adopted from Chen et
al. (2011). These items attempted to capture various aspects
of service innovation, including services that are new to the
market or an organization, new delivery processes, service
modifications, or service line extensions (Chen et al., 2011).
Unfortunately, for the medium group, two of the items had
weak loadings (0.386, 0.574), and the construct’s Average
Variance Extracted (AVE) value (0.438) was below the
recommended threshold of 0.5. Following the sequential
deletion of both items, all loadings and reliability indices
were above the advised threshold levels. The modified four-
item scale was deemed to have retained sufficient construct
validity and was, therefore, usable for structural analysis. It
was used for analyses across each of the groups to ensure
comparability.

Organizational performance. The 9-item scale used to
measure organizational performance was adopted from Li
and Atuahene-Gima (2001). It has five financial and four
market performance measures.

C. Data Analysis

PLS-SEM was used to analyze the data and test
hypotheses. All analyses were performed using SmartPLS
version 3.3.2 (Ringle et al., 2021). The partial least squares
(PLS) approach was chosen in favor of covariance-based
SEM, as PLS is well suited to causal-predictive analyses
(Evermann & Tate, 2016; Chin et al., 2020; Hair and Sarstedt,
2021), is robust when data are nonnormally distributed (Hair
et al., 2016), and has been widely applied in several recent
services-related studies (Bartsch et al., 2021; Odekerken-
Schroder et al., 2021).
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Il. RESULTS

A best practice two-phase procedure (Henseler et al., 2009;
Gotz et al., 2010; Blommerde-Winters, 2022) was utilized to
test the measurement and structural models for the micro,
small, and medium groups prior to evaluating hypothesized
relationships.

A. Measurement Model Evaluation

For each of the groups, all factor loadings were greater than
0.7 (Hair et al., 2009), minimum composite reliability scores
exceeded the recommended threshold (0.7) (Fornell and
Larcker, 1981) as did those for Cronbach’s a (0.7) (Cronbach
and Meehl, 1955), AVE (0.5) (Gétz et al.,, 2010), and
Dijkstra-Henseler's rho (pA) (0.7) (Dijkstra and Henseler,
2015). Together these analyses provide evidence for all
groups of satisfactory reliability and convergent validity at
the construct level.

The heterotrait-monotrait (HTMT) approach was then used
to test the discriminant validity of latent variables. Construct
correlations for each of the groups were below the
conservative threshold of 0.85 (Henseler et al., 2015).
Further, in accordance with guidance from Henseler et al.
(2015), the HTMT confidence intervals were tested using the
bootstrapping procedure with 5,000 samples. As none of the
confidence intervals contained a 1 (see Table I), this
supported the discriminant validity of all latent variables.

TABLE I: HTMT RATIO OF CORRELATIONS

Original Sample (O) 2.50% 97.50%
Micro
SIP - OP 0.462 0.359 0.565
Small
SIP - OP 0.438 0.300 0.581
Medium
SIP - OP 0.534 0.292 0.762

B. Structural Model Evaluation

Evaluations of a PLS structural model’s quality should
account for the following criteria: the variance inflation factor
(VIF), the R? of the endogenous latent variable, PLSpredict
Q? criterion, and the direction and significance of path
coefficients (Gotz et al., 2010; Hair et al., 2019).

VIF values were below 2 for each of the groups, indicating
that there are no collinearity issues among the model’s
constructs. R? results were determined using the 5,000-
resample bootstrapping procedure and are reported in Table
Il (Hair et al., 2016).

TABLE II: R?
Construct R?
Micro
OoP 0.144
Small
OoP 0.148
Medium
OP 0.202

To examine the model’s out-of-sample predictive power,
the PLSpredict procedure with 10 folds and 10 repetitions
was used. Shmueli et al. (2019) advise that when errors are
distributed symmetrically, the predictive power assessment
should be based on the root mean squared error (RMSE). For
all of the indicators, the PLS-SEM analysis yielded identical
or lower prediction errors in terms of RMSE when compared
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to the linear model (LM) generated by the PLSpredict
algorithm, indicating that the model has high predictive
power (Hair et al., 2019; Shmueli et al., 2019).

Table 11l shows the results of model relationships,
including standardized coefficients, effect sizes, standard
deviation, t-values, and significance.

TABLE Ill: TEST OF STRUCTURAL RELATIONSHIPS FOR MAIN MODEL

Path Effect Standard . -
Path Coefficient Size Deviation value  value
®) ()
Micro
SIP - OP 0.380 0.169 0.039 9.731  0.000
Small
SIP - OP 0.384 0.173 0.056 6.824  0.000
Medium
SIP - OP 0.449 0.253 0.092 4.863  0.000

C. Hypothesis Tests

The bootstrapping results, presented in Table 111, show that
SIP has a positive effect on OP (Micro: = 0.380, p = 0.000;
Small: p = 0.384, p = 0.000; Medium: = 0.449, p = 0.000)
for each of the groups, supporting hypothesis H;. The effect
sizes (f?) of these results, represent the strength of the
influence of predictor variables. Cohen (1988) designates f2
effect sizes of 0.02, 0.15, or 0.35 as small, medium, and large,
respectively.

Next, the expected moderating effect of firm age on the
relationship between SIP and organizational performance
was tested for each of the groups. This required an extension
to the basic structural model and, interaction models,
including this variable, were generated and tested for each of
the size groups using the recommended two-stage approach
(Fassott et al., 2016; Becker et al., 2018). The results of this
analysis are reported in Table IV. These reveal that the
interaction term is not significant for any of the groups and
that our hypothesis, that the age of an organization impacts
the SIP-OP relationship, is not supported.

TABLE IV: TEST OF STRUCTURAL RELATIONSHIPS FOR INTERACTION

MODEL
Path Effect
- . Standard t- p-
Path Coef('g;: ent S(]'é)e Deviation  value value
Micro
Interaction —» OP 0.017 0.000 0.041 0.407 0.684
FA - OP 0.028 0.001 0.042 0.656 0.512
SIP -» OP 0.379 0.168 0.040 9.558  0.000
Small
Interaction —» OP -0.127 0.018 0.066 1917 0.055
FA - OP 0.098 0.011 0.059 1.648 0.099
SIP - OP 0.387 0.181 0.055 7.010 0.000
Medium
Interaction - OP -0.148 0.034 0.085 1.740 0.082
FA - OP -0.264 0.098 0.102 2583 0.010
SIP - OP 0.414 0.240 0.088 4.684 0.000

To test Hp, this study used a permutation test for a
multigroup analysis to detect the differences in the effect of
SIP on OP for micro, small, and medium-sized organizations.
A two-category approach was applied which resulted in three
comparisons: micro-small, micro-medium, and small-
medium. However, prior to evaluating differences in the
magnitude of this effect between the size groupings, it was
necessary to confirm measurement invariance (Sarstedt et al.,
2011b). In order to achieve this, the three-stage MICOM
procedure advanced by Henseler et al. (2016) was used.
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Initially, this procedure requires the establishment of
configural invariance through confirmation that identical
indicators were used across groups and that data were treated
and analyzed in the same way across groups (Henseler et al.,
2016). As an identical questionnaire was used for all groups
and uniform methods were used to prepare and analyze data,
we could proceed to the next step and evaluate compositional
invariance. For this, the results of permutation analysis in
SmartPLS with 5,000 permutations were used. It is accepted
that ¢ values that are close to 1 provide evidence of
compositional invariance between groups (Henseler et al.,
2016). As the permutation test results confirmed that none of
the ¢ values were significantly different from 1, this allowed
us to conclude that there was compositional invariance for all
measured constructs in our model. The final step of testing
for measurement invariance across groups requires an
examination of both the equality of mean values and
variances across groups.

Though configural invariance and compositional
invariance were confirmed in steps 1 and 2, respectively,
because the third step revealed that not all means and
variances for measures were equal, only partial measurement
invariance was established (Henseler et al., 2016).
Nevertheless, partial measurement invariance permits the
comparison of standardized path coefficients across groups,
using multigroup analysis, to examine differences in their
magnitude or signs.

While Table 111 illustrates that there is some contrast in the
strength of corresponding path coefficients for the SIP-OP
relationship between the micro, small, and medium groups,
whether these differences are significant was calculated using
SmartPLS Multi-Group Analysis (PLS-MGA), a non-
parametric test that builds on bootstrapping results (Sarstedt
et al., 2011a). While H; predicted that there would be a
significant difference in the effect of SIP on OP between the
size groupings, where it would be stronger for medium-sized
organizations than for those that are small or micro, this
hypothesis was not supported.

Finally, a similar procedure was utilized to examine H4 and
whether there were differences in the effect of SIP on OP
between organizations with the three categories of customer
profile, B2B, B2C, and Other. A two-category approach was
again applied with three comparisons: B2B-B2C, B2B-Other,
and B2C-Other. Similarly, it was necessary to confirm
measurement invariance using the three-stage MICOM
(Henseler et al., 2016). Configural invariance was confirmed
and the results of a permutation analysis with 5,000
permutations ascertained compositional invariance. An
examination of the equality of mean values and variances
across groups indicated that partial measurement invariance
could be established and that it was possible to compare
standardized path coefficients across groups using
multigroup analysis. Though Table Il shows that there are
differences in the magnitude of the SIP-OP relationship
between groups, results of the PLS-MGA show that these
differences are not significant between organizations with
different customer profiles. Accordingly, Hs was not
supported.
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IV. DISCUSSION

A. Theoretical Contributions

This work makes several theoretical contributions to
service innovation and small business literature by examining
the effect of service innovation performance on
organizational performance for MSMEs and how it is
impacted by firm size, firm age, and customer profile.

First, it shows that there is no significant difference in the
magnitude of the SIP-OP relationship for MSMEs of different
sizes. Though it was expected that this relationship would be
stronger for larger organizations with more abundant
resources than their smaller rivals (Laforet, 2008), no
significant differences between any of the groups were
identified. Though this finding is somewhat contrary to Pett
etal. (2012), it answers a call that they make for research that
draws distinctions between MSMEs. They describe the
assumption of homogeneity by researchers of the population
of SMEs as insidious and believe that there are meaningful
and significant differences within the subgroups (Pett et al.,
2012).

The study also makes a novel exploration of the
moderating effect of firm age on the SIP-OP relationship for
SMEs. To our best knowledge, this was the first time
interaction of this type had been explored. Examining this
relationship provided an interesting and unexpected result.
While we anticipated that there would be a relation between
the age of organizations and the strength of the SIP-OP
relationship, this hypothesis was not supported. Our findings
agree with Laforet and Tann (2006) who do not find any
relationship between the age of organizations and their
innovativeness.

Another theoretical contribution made by this research is
its examination of the impact of customer profile on the SIP-
OP relationship across the three categories of MSMEs
examined (Carmona-Lavado et al., 2020). Our results
indicate that customer profile does not significantly impact
the strength of this relationship. Though they appear to
disagree somewhat with Dotzel and Shankar (2019), who find
that B2B service innovations have a greater impact on firm
value than B2C innovations, our study does not explicitly
measure firm value and their results may be a consequence of
the natural language processing methodology used, instead of
a more traditional survey methodology.

Our examination of the SIP-OP relationship for micro,
small, and medium-sized enterprises was generally consistent
with previous research. Accordingly, our results suggest that
SIP positively influences OP for each of the size groups and
extends the literature base by providing the magnitude of this
relationship for each of them (Feng et al., 2020). In this way,
it responds to calls for service innovation research in the
context of MSMEs that discriminates between organizations
of different sizes (McAdam et al., 2004). Research of this
type is novel as the majority of studies of this nature have
been based on large organizations (Oke, 2007) and micro-
enterprises are often excluded (Avermaete et al., 2003).
Though differences in the magnitude of the SIP-OP
relationship were not significant across the three distinct
groups of organizations, neither were they homogeneous.
This finding is comparable to Cagliano et al. (2001) and Khan
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et al. (2011), illustrating that links between key variables are
not identical between smaller organizations.

B. Managerial Implications

Significant implications for managers emerge from the
present study. It empirically demonstrates the extent to which
service innovation efforts truly affect the overall performance
of MSMEs of different sizes, informing decisions relating to
the formation or implementation of competitive strategies
focused on innovation. It also challenges the myth that
organizations with certain characteristics will exhibit a
stronger  relationship ~ between  service innovation
performance and their overall performance (Baregheh et al.,
2016).

C. Limitations and Future Research

This study has several limitations
opportunities for future research.

First, because cross-sectional, multisectoral data from Irish
MSMEs were used, results are limited. Though they provide
an interesting snapshot of examined variables at a single
moment in time, potentially interesting directions for future
research would be to collect richer longitudinal data or
examine the same relationships and explore differences
across groups with similar characteristics in other national
contexts.

Though the sample of organizations used for this research
was a cross-section of Irish SMEs, it was not drawn
randomly. Therefore, because it was drawn from the
databases of an academic research group, caution must be
exercised in the generalization of results.

Finally, while this research offers an interesting
examination of the relationship between service innovation
performance and organizational performance between
MSMEs, it does not account for different types of service
innovations. Though outside the scope of this paper, future
research could examine whether there are differences in the
SIP-OP relationship across the size groups for organizations
that introduce more radical service innovations, compared to
those that focus on incremental innovations.

It is our hope that this study will stimulate new ideas and
motivate research that can expand upon it.

that provide

REFERENCES

Asipi, V., & Durakovi¢, B. (2020). Performance Analysis of B2B and B2C
companies in Northern Macedonia and Serbia. Heritage and
Sustainable Development, 2(2), 89-99.

Avermaete, T., Viaene, J.,, Morgan, E. J.,, & Crawford, N. (2003).
Determinants of innovation in small food firms. European Journal of
Innovation Management, 6(1), 8-17.
doi:10.1108/14601060310459163.

Avlonitis, G. J., Papastathopoulou, P. G., & Gounaris, S. P. (2001). An
Empirically-Based Typology of Product Innovativeness for New
Financial Services: Success and Failure Scenarios. Journal of Product
Innovation Management, 18(5), 324-342. d0i:10.1111/1540-
5885.1850324.

Baregheh, A., Rowley, J., & Hemsworth, D. (2016). The Effect of
Organisational Size and Age on Position and Paradigm Innovation.
Journal of Small Business and Enterprise Development, 23(3), 768-
789. doi:doi:10.1108/JSBED-06-2015-0065.

Bartsch, S., Weber, E., Biittgen, M., & Huber, A. (2021). Leadership matters
in crisis-induced digital transformation: how to lead service employees
effectively during the COVID-19 pandemic. Journal of Service
Management, 32(1), 71-85. doi:10.1108/JOSM-05-2020-0160.

DOI: http://dx.doi.org/10.24018/ ejbmr.2022.7.4.1510

RESEARCH ARTICLE

Becker, J.-M., Ringle, C. M., & Sarstedt, M. (2018). Estimating Moderating
Effects in PLS-SEM and PLSc-SEM: Interaction Term
Generation*Data Treatment. Journal of Applied Structural Equation
Modeling, 2(2), 1-21.

Biemans, W., & Griffin, A. (2018). Innovation practices of B2B
manufacturers and service providers: Are they really different?
Industrial Marketing Management, 75, 112-124.
doi:10.1016/j.indmarman.2018.04.008.

Blommerde-Winters, T. (2022). The roles of NSD performance and
standardized service development processes in the performance of
micro, small, and medium-sized enterprises. Journal of Business
Research, 139, 56-68.

Bozic, L., & Ozretic-Dosen, D. (2015). Enabling innovation and creativity in
market-oriented firms. Baltic Journal of Management, 10(2), 144-165.
doi:10.1108/BJM-11-2013-0170.

Cagliano, R., Blackmon, K., & Voss, C. (2001). Small Firms Under
MICROSCOPE: International Differences in Production Operations
Management Practices and Performance. Integrated Manufacturing
Systems, 12(7), 469-482. doi:10.1108/EUM0000000006229

Calantone, R. J., Cavusgil, S. T., & Zhao, Y. (2002). Learning Orientation,
Firm Innovation Capability, and Firm Performance. Industrial
Marketing Management, 31(6), 515-524. doi:10.1016/S0019-
8501(01)00203-6.

Camison-Zornoza, C., Lapiedra-Alcami, R., Segarra-Ciprés, M., & Boronat-
Navarro, M. (2004). A Meta-Analysis of Innovation and Organizational
Size. Organization Studies, 25(3), 331-361.

Carmona-Lavado, A., Gopalakrishnan, S., & Zhang, H. (2020). Product
radicalness and firm performance in B2B marketing: A moderated
mediation model. Industrial Marketing Management, 85, 58-68.
doi:10.1016/j.indmarman.2019.08.013.

Cefis, E. (2005). A matter of life and death: innovation and firm survival.
ICC, 14(6), 1167-1192. doi:10.1093/icc/dth081

Chen, J.-S., Tsou, H.-T., & Ching, R., K. H. (2011). Co-Production and its
Effects on Service Innovation. Industrial Marketing Management,
40(8), 1331-1346. doi:10.1016/j.indmarman.2011.03.001.

Chen, K.-H., Wang, C.-H., Huang, S.-Z., & Shen, G. C. (2016). Service
Innovation and New Product Performance: The Influence of Market-
Linking Capabilities and Market Turbulence. International Journal of
Production Economics, 172, 54-64.

Cheng, C. C., & Krumwiede, D. (2012). The role of service innovation in the
market orientation—new service performance linkage. Technovation,
32(7-8), 487-497. doi:10.1016/j.technovation.2012.03.006.

Chin, W., Cheah, J.-H., Liu, Y., Ting, H., Lim, X.-J., & Cham, T. H. (2020).
Demystifying the Role of Causal-Predictive Modeling Using Partial
Least Squares Structural Equation Modeling in Information Systems
Research. Industrial Management & Data Systems, 120(12), 2161-
2209.

Chuang, S.-H. (2020). Co-creating social media agility to build strong
customer-firm relationships. Industrial Marketing Management, 84,
202-211. doi:10.1016/j.indmarman.2019.06.012.

Cohen, J. (1988). Statistical Power Analysis for the Behavioral Sciences (2nd
ed.). Hillsdale, NJ: Lawrence Erlbaum Associates.

Cohen, J. (1992). A Power Primer. Psychological Bulletin, 112(1), 155-159.
doi:10.1037/0033-2909.112.1.155.

Cronbach, L. J., & Meehl, P. E. (1955). Construct Validity in Psychological
Tests. Psychological Bulletin, 52(4), 281-302. doi:10.1037/h0040957.

Damanpour, F. (1992). Organizational Size and Innovation. Organization
Studies, 13(3), 375-402.

Den Hertog, P., van der Aa, W., & de Jong, M. W. (2010). Capabilities for
Managing Service Innovation: Towards a Conceptual Framework.
Journal of Service Management, 21(4), 490-514.
doi:10.1108/09564231011066123.

Dijkstra, T. K., & Henseler, J. (2015). Consistent Partial Least Squares Path
Modeling. MIS Quarterly, 39(2), 297-316.
doi:10.25300/M1SQ/2015/39.2.02.

Dotzel, T., & Shankar, V. (2019). The Relative Effects of Business-to-
Business (vs. Business-to-Consumer) Service Innovations on Firm
Value and Firm Risk: An Empirical Analysis. Journal of Marketing,
83(5), 133-152. d0i:10.1177/0022242919847221.

Edwards, T., Delbridge, R., & Munday, M. (2005). Understanding
innovation in small and medium-sized enterprises: a process manifest.
Technovation, 25(10), 1119-1127.
doi:10.1016/j.technovation.2004.04.005.

European Commission. (2005). The New SME Definition: User Guide and
Model Declaration: Enterprise and Industry Publications.

Evermann, J., & Tate, M. (2016). Assessing the Predictive Performance of
Structural Equation Model Estimators. Journal of Business Research,
69(10), 4565-4582.

Vol 7 | Issue 4 | July 2022



European Journal of Business and Management Research
www.ejbmr.org

Fassott, G., Henseler, J., & Coelho, P. S. (2016). Testing Moderating Effects
in PLS Path Models with Composite Variables. Industrial Management
& Data Systems, 116(9), 1887-1900.

Feng, C., Ma, R., & Jiang, L. (2020). The Impact of Service Innovation on
Firm Performance: A Meta-Analysis. Journal of Service Management,
32(3), 289-314. doi:10.1108/JOSM-03-2019-0089.

Foltean, F. S., Trif, S. M., & Tuleu, D. L. (2019). Customer relationship
management capabilities and social media technology use:
Consequences on firm performance. Journal of Business Research,
104, 563-575. d0i:10.1016/j.jbusres.2018.10.047.

Fornell, C., & Larcker, D. F. (1981). Evaluating Structural Equation Models
With Unobservable Variables and Measurement Error. Journal of
Marketing Research, 18(1), 39-50. doi:10.2307/3151312.

Galende, J., & de la Fuente, J. M. (2003). Internal factors determining a
firm’s innovative behaviour. Research Policy, 32(5), 715-736.
doi:10.1016/S0048-7333(02)00082-3.

Glaister, K. W., & Buckley, P. J. (1998). Measures of Performance in UK
International ~ Alliances. Organization Studies, 19(1), 89-118.
doi:10.1177/017084069801900105.

Gok, O., & Peker, S. (2016). Understanding the links among innovation
performance, market performance and financial performance. Review
of managerial science, 11(3), 605-631. doi:10.1007/s11846-016-0198-
8.

Goétz, O., Liehr-Gobbers, K., & Krafft, M. (2010). Evaluation of Structural
Equation Models Using the Partial Least Squares (PLS) Approach
Handbook of Partial Least Squares (pp. 691-711): Springer.

Grawe, S. J., Chen, H., & Daugherty, P. J. (2009). The Relationship Between
Strategic  Orientation, Service Innovation, and Performance.
International Journal of Physical Distribution & Logistics
Management, 39(4), 282-300. doi:10.1108/09600030910962249.

Grawe, S. J., Daugherty, P. J., & Ralston, P. M. (2015). Enhancing Dyadic
Performance Through Boundary Spanners and Innovation: An
Assessment of Service Provider-Customer Relationships. J Bus Logist,
36(1), 88-101. doi:10.1111/jb1.12077.

Groza, M. D., Zmich, L. J, & Rajabi, R. (2021). Organizational
innovativeness and firm performance: Does sales management matter?
Industrial Marketing Management, 97, 10-20.
doi:10.1016/j.indmarman.2021.06.007.

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2009). Multivariate
Data Analysis (7th ed.). New Jersey: Pearson.

Hair, J. F., Hult, G. T. M., Ringle, C., & Sarstedt, M. (2016). A Primer on
Partial Least Squares Structural Equation Modeling (PLS-SEM).
Thousand Oaks: SAGE Publications.

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When To Use
and How To Report The Results of PLS-SEM. European Business
Review, 31(1), 2-24.

Hair, J. F., & Sarstedt, M. (2021). Explanation Plus Prediction — The
Logical Focus of Project Management Research. Project Management
Journal, 8756972821999945.

Henseler, J., Ringle, C., & Sarstedt, M. (2015). A New Criterion for
Assessing Discriminant  Validity in Variance-Based Structural
Equation Modeling. Journal of the Academy of Marketing Science,
43(1), 115-135. doi:10.1007/s11747-014-0403-8.

Henseler, J., Ringle, C. M., & Sarstedt, M. (2016). Testing Measurement
Invariance of Composites Using Partial Least Squares. International
Marketing Review, 33(3), 405-431. doi:10.1108/imr-09-2014-0304.

Henseler, J., Ringle, C. M., & Sinkovics, R. R. (2009). The Use of Partial
Least Squares Path Modeling in International Marketing New
Challenges to International Marketing (pp. 277-319): Emerald Group
Publishing Limited.

Hipp, C., & Grupp, H. (2005). Innovation in the Service Sector: The Demand
for Service-Specific Innovation Measurement Concepts and
Typologies. Research Policy, 34(4), 517-535.
doi:10.1016/j.respol.2005.03.002.

Hooley, G. J., Greenley, G. E., Cadogan, J. W., & Fahy, J. (2005). The
Performance Impact of Marketing Resources. Journal of Business
Research, 58(1), 18-27.

Khan, B. A., & Naeem, H. (2018). Measuring the impact of soft and hard
quality practices on service innovation and organisational performance.
Total Quality Management & Business Excellence, 29(11-12), 1402-
1426. doi:10.1080/14783363.2016.1263543.

Khan, I., Lieb, M., & Meiren, T. (2011). Formalization and Performance in
New Service Development: Empirical Findings from German and
Swiss Companies. In W. Ganz, F. Kicherer, & A. Schletz (Eds.),
Proceedings of RESER 2011: Productivity of Services NextGen -
Beyond Output/Input (pp. 1-20). Stuttgart: Fraunhofer Verlag.

Kock, N., & Hadaya, P. (2018). Minimum Sample Size Estimation in PLS-
SEM: The Inverse Square Root and Gamma-Exponential Methods.
Information Systems Journal, 28(1), 227-261.

DOI: http://dx.doi.org/10.24018/ ejbmr.2022.7.4.1510

RESEARCH ARTICLE

Kolagar, M., Reim, W., Parida, V., & Sjodin, D. (2021). Digital servitization
strategies for SME internationalization: the interplay between digital
service maturity and ecosystem involvement. Journal of Service
Management, ahead-of-print(ahead-of-print). doi:10.1108/JOSM-11-
2020-0428.

Laforet, S. (2008). Size, Strategic, and Market Orientation Affects on
Innovation. Journal of Business Research, 61(7), 753-764.

Laforet, S. (2013). Organizational innovation outcomes in SMEs: Effects of
age, size, and sector. Journal of World Business, 48(4), 490-502.
doi:10.1016/j.jwb.2012.09.005.

Laforet, S., & Tann, J. (2006). Innovative characteristics of small
manufacturing firms. Journal of Small Business and Enterprise
Development, 13(3), 363-380. doi:10.1108/14626000610680253.

Li, H., & Atuahene-Gima, K. (2001). Product Innovation Strategy and the
Performance of New Technology Ventures in China. The Academy of
Management Journal, 44(6), 1123-1134. doi:10.2307/3069392.

Liao, T.-S., & Rice, J. (2010). Innovation investments, market engagement
and financial performance: A study among Australian manufacturing
SMEs. Research Policy, 39(1), 117-125.
doi:10.1016/j.respol.2009.11.002.

Lin, L. (2013). The Impact of Service Innovation on Firm Performance. The
Service Industries Journal, 33(15-16), 1599-1632.
doi:10.1080/02642069.2011.638712.

MacKenzie, S. B., & Podsakoff, P. M. (2012). Common Method Bias in
Marketing: Causes, Mechanisms, and Procedural Remedies. Journal of
Retailing, 88(4), 542-555.

Marosi, 1. (2013). Innovation Goals and Practices among Hungarian Small
and Medium Enterprises. Proceedings of FIKUSZ, 13, 7-18.

Martinez-Caro, E., Cepeda-Carrién, G., Cegarra-Navarro, J. G., & Garcia-
Perez, A. (2020). The effect of information technology assimilation on
firm performance in B2B scenarios. Industrial Management and Data
Systems, 120(12), 2269-2296. doi:10.1108/IMDS-10-2019-0554.

McAdam, R., Reid, R. S., & Gibson, D. A. (2004). Innovation and
Organisational Size in Irish SMEs: An Empirical Study. International
Journal of Innovation Management, 8(2), 147-165.

McDermott, C. M., & Prajogo, D. I. (2012). Service Innovation and
Performance in SMEs. International Journal of Operations &
Production Management, 32(2), 216-237.
doi:10.1108/01443571211208632.

Neghina, C., Bloemer, J., van Birgelen, M., & Caniéls, M. C. J. (2017).
Consumer motives and willingness to co-create in professional and
generic services. Journal of Service Management, 28(1), 157-181.
doi:10.1108/JOSM-12-2015-0404.

Nijssen, E. J., Hillebrand, B., Vermeulen, P. A. M., & Kemp, R. G. M.
(2006). Exploring Product and Service Innovation Similarities and
Differences. International Journal of Research in Marketing, 23(3),
241-251. doi:10.1016/j.ijresmar.2006.02.001.

Odekerken-Schroder, G., Mennens, K., Steins, M., & Mahr, D. (2021). The
service triad:: an empirical study of service robots, customers and
frontline employees. Journal of Service Management, ahead-of-
print(ahead-of-print). doi:10.1108/JOSM-10-2020-0372.

Ogunnaike, O., Ibidunni, A., & Adetowubo-King, S. (2014). Assessing the
link  between service innovation and performance in
telecommunication industry. Science Journal of Business and
Management, 2(1), 16-23.

Oke, A. (2007). Innovation Types and Innovation Management Practices in
Service Companies. International Journal of Operations & Production
Management, 27(6), 564-587. doi:10.1108/01443570710750268.

Oke, A., Burke, G., & Myers, A. (2007). Innovation Types and Performance
in Growing UK SMEs. International Journal of Operations &
Production Management, 27(7), 735-753.
doi:10.1108/01443570710756974.

Ordanini, A., & Parasuraman, A. (2011). Service Innovation Viewed
Through a Service-Dominant Logic Lens: A Conceptual Framework
and Empirical Analysis. Journal of Service Research, 14(1), 3-23.
doi:10.1177/1094670510385332.

Pett, T. L., Wolff, J. A., & Sié, L. (2012). SME identity and homogeneity—
are there meaningful differences between micro, small, and medium-
sized enterprises? Journal of Marketing Development and
Competitiveness, 6(2), 48-59.

Podsakoff, P. M., MacKenzie, S. B., Lee, J.-Y., & Podsakoff, N. P. (2003).
Common Method Biases in Behavioral Research: A Critical Review of
the Literature and Recommended Remedies. Journal of Applied
Psychology, 88(5), 879-903. doi:10.1037/0021-9010.88.5.879.

Podsakoff, P. M., & Organ, D. W. (1986). Self-Reports in Organizational
Research: Problems and Prospects. Journal of Management, 12(4),
531-544.

Prajogo, D. I, & Oke, A. (2016). Human capital, service innovation
advantage, and business performance: The moderating roles of
dynamic and competitive environments. International Journal of

Vol 7 | Issue 4 | July 2022



European Journal of Business and Management Research
www.ejbmr.org

Operations &  Production  Management, 974-994.
doi:10.1108/1JOPM-11-2014-0537.

Ringle, C. M., Wende, S., & Becker, J. M. (2021). SmartPLS 3. Retrieved
from https://www.smartpls.com/.

Rippa, P., Quinto, I., Lazzarotti, V., & Pellegrini, L. (2016). Role of
innovation intermediaries in open innovation practices: differences
between micro-small and medium-large firms. International Journal of
Business Innovation and Research, 11(3), 377-396.

Sapprasert, K. (2007). Acknowledging organisational innovation. In W.
Ostreng (Ed.), Confluence Interdisciplinary Communications (pp. 50-
54). Oslo: Centre for Advanced Study at the Norwegian Academy of
Science and Letters.

Sarstedt, M., Becker, J.-M., Ringle, C. M., & Schwaiger, M. (2011).
Uncovering and Treating Unobserved Heterogeneity with FIMIX-PLS:
Which Model Selection Criterion Provides an Appropriate Number of
Segments? Schmalenbach Business Review, 63(1), 34-62.

Sarstedt, M., Henseler, J., & Ringle, C. M. (2011). Multigroup Analysis in
Partial Least Squares (PLS) Path Modeling: Alternative Methods and
Empirical Results Measurement and Research Methods in
International Marketing (pp. 195-218). Enschede: Emerald Group
Publishing Limited.

Sharma, N. (2018). Management of Innovation in Micro, Small and Medium
Enterprises in the Middle East and North Africa (MENA)
Entrepreneurship Ecosystem in the Middle East and North Africa
(MENA) (pp. 611-626): Springer.

Shmueli, G., Sarstedt, M., Hair, J. F., Cheah, J.-H., Ting, H., Vaithilingam,
S., &Ringle, C. M. (2019). Predictive Model Assessment in PLS-SEM:
Guidelines for Using PLSpredict. European Journal of Marketing,
53(11), 2322-2347. doi:10.1108/EJM-02-2019-0189.

Silverang, T. (2015). The impacts of customer empowerment on new product
and firm performance: performance effects and contextual
considerations of involving customers in new product development.
(Masters), Aalto University.

Sok, P., O’Cass, A., & Sok, K. M. (2013). Achieving superior SME
performance: Overarching role of marketing, innovation, and learning
capabilities. Australasian Marketing Journal (AMJ), 21(3), 161-167.

Stock, G. N., Greis, N. P., & Fischer, W. A. (2002). Firm Size and Dynamic
Technological Innovation. Technovation, 22(9), 537-549.

Storey, C., & Kelly, D. (2001). Measuring the Performance of New Service
Development Activities. The Service Industries Journal, 21(2), 71-90.
doi:10.1080/714005018.

Su, Y., & Kunkel, T. (2019). Beyond brand fit: The influence of brand
contribution on the relationship between service brand alliances and
their parent brands. Journal of Service Management, 30(2), 252-275.
doi:10.1108/JOSM-02-2018-0052.

Tajeddini, K., Martin, E., & Altinay, L. (2020). The importance of human-
related factors on service innovation and performance. International
Journal of Hospitality Management, 85, 102431.
doi:10.1016/j.ijhm.2019.102431.

Tether, B. S. (2005). Do services innovate (differently)? Insights from the
European innobarometer survey. Industry & Innovation, 12(2), 153-
184.

Thakur, R., & Hale, D. (2013). Service Innovation: A Comparative Study of
US and Indian Service Firms. Journal of Business Research, 66(8),
1108-1123.

Toivonen, M., & Tuominen, T. (2009). Emergence of Innovations in
Services. The Service Industries Journal, 29(7), 887-902.
doi:10.1080/02642060902749492.

Trif, S.-M., Dutu, C., & Tuleu, D.-L. (2019). Linking CRM capabilities to
business performance: a comparison within markets and between
products.  Management &  Marketing, 14(3), 292-303.
doi:10.2478/mmcks-2019-0021.

Tsai, K.-H., & Huang, S. C.-T. (2020). Service creativity reinforcement and
firm performance: The roles of innovation intensity and contexts.
Journal of Service Management, 31(1), 1-23. doi:10.1108/JOSM-02-
2018-0041.

Tsai, M. C., & Wang, C. (2017). Linking service innovation to firm
performance: The roles of ambidextrous innovation and market
orientation capability. Chinese Management Studies, 11(4), 730-750.
doi:10.1108/CMS-03-2017-0045.

Vandenplas, C., Loosveldt, G., Beullens, K., & Denies, K. (2018). Are
Interviewer Effects on Interview Speed Related to Interviewer Effects
on Straight-Lining Tendency in the European Social Survey? An
Interviewer-Related Analysis. Journal of Survey Statistics and
Methodology, 6(4), 516-538. doi:10.1093/jssam/smx034.

Witell, L., Gebauer, H., Jaakkola, E., Hammedi, W., Patricio, L., & Perks,
H. (2017). A Bricolage Perspective on Service Innovation. Journal of
Business Research, 79, 290-298. doi:10.1016/j.jbusres.2017.03.021.

36(9),

DOI: http://dx.doi.org/10.24018/ ejbmr.2022.7.4.1510

RESEARCH ARTICLE

Wolff, J. A., & Pett, T. L. (2006). Small-Firm Performance: Modeling the
Role of Product and Process Improvements. Journal of Small Business
Management, 44(2), 268-284. doi:10.1111/j.1540-627X.2006.00167 .x.

Yang, C.-C. (2007). A Systems Approach to Service Development in a
Concurrent Engineering Environment. The Service Industries Journal,
27(5), 635-652. doi:10.1080/02642060701411807.

Tadhg Blommerde earned his PhD in innovation
management at South East Technological
University (formerly Waterford Institute of
Technology) in Ireland where he developed and
validated a service innovation capability maturity
model for SMEs. Presently, he holds dual roles and
is a Dissertation Supervisor at Oxford Brookes
University and a Postdoctoral Research Associate
at University of Sheffield, researching on the topic
of innovation in professional services firms.

His work has previously been published in the Journal of Business
Research.

Vol 7 | Issue 4 | July 2022



