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The Role of New Product Development Strategy on

Market Competitiveness of Furniture Business in Thailand
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Abstract
The objective of the research was to verify the role of new product development strategy on marketing
advantage, effective response of customer need, and market competitiveness. The data were collected from the
marketing managers of furniture business in Thailand. As a research tool, the questionnaires were mailed to the

sample groups and the completed 186 of them were returned. The statistics used was the multiple regression
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analysis. The results showed that the new product development strategy had a positive significant effect on

marketing advantage, effective response of customer need, and market competitiveness. Also, the marketing

advantage had a positive direct effect on the competitiveness and a positive indirect through the effective response

of customer need. In addition, the effective response of customer need also had a positive significant effect on the

market competitiveness. Therefore, the firm with greater new product development strategy implementation

generated on marketing advantage, effective response of customer need, and market competitiveness was

increased.

Keywords : New product development strategy, Marketing Advantage, Effective response of customer need,

Market competitiveness
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Table 1 Correlation analysis of new product development strategy, marketing advantage, effective

response of customer need, and market competitiveness

Variables NPDS MA ERCN MC FA FS
NPDS
MA 0.56**
ERCN 0.54** 0.62**
MC 0.39* 0.52* 0.66**
FA 0.14 -0.04 -0.05 0.02
FS 0.09 -0.05 -0.04 0.09 0.26**

** Correlation is significant at the 0.01 level (2-tailed)
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Table 2 Multiple regression analysis of role of new product development strategy on marketing

advantage, effective response of customer need, and market competitiveness

Independent variables

Dependent variables

MA ERCN MC
New product development strategy (NPDS) 0.59* 0.56*** 0.39***
(0.06) (0.06) (0.07)
Firm age” (FA) -0.22 -0.24 -0.12
(0.13) (0.13) (0.14)
Firm size” (FS) -0.14 -0.12 0.15
(0.13) (0.13) (0.14)
Adjust R® 0.33 0.30 0.15

®Control variables **p<0.001, *p<0.01, *p<0.05
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Table 3 Multiple regression analysis of role of marketing advantage and effective response of

customer need on market competitiveness

Dependent variables

Independent variables

ERCN ERCN
Marketing advantage (MA) 0.62*** 0.18**
(0.06) (0.07)
Effective response of customer need (ERCN) 0.55***
(0.70)
Firm age” (FA) -0.05 0.04
(0.12) (0.11)
Firm size” (FS) -0.01 0.23*
(0.06) (0.11)
Adjust R’ 0.38 0.27

“Control variables **p<0.001, **p<0.01, *p<0.05
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