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 the researcher intends to be able to determine the 

influence and significant relationship between each of the 

variables that have been selected to be analyzed including 

Radical Product Innovation as the dependent variable, 

Entrepreneurial Orientations, Marketing Capabilities, 

Electronic Integration as independent variables, and Proactive 

Market Orientation as mediating. The author prepared 250 

questionnaires which were distributed widely. Proactive 

Market Orientation is not significant. Meanwhile, the 

relationship between Marketing Capabilities and Proactive 

Market Orientation is positive and significant. The 

relationship between Electronic Integration and Proactive 

Market Orientation is significant. Apart from that, it is known 

that Electronic Integration has an influence on Radical Product 

Innovation. Sedamglam Marketing Capabilities is not 

significant. towards Radical Product Innovation through 

Proactive Market Orientation. It is known that the relationship 

between Proactive Market Orientation and Radical Product 

Innovation is significant. Also the relationship between 

Entrepreneurial Orientation and Radical Product Innovation is 

positive and significant. 

This work is licensed under a Creative Commons Attribution-Non-Commercial 4.0 International License.  

 
 

INTRODUCTION 
According to Law No. 18 of 2002 concerning the National System for Research, Development and 

Application of Science and Technology, Innovation is research, development or engineering activities 

aimed at developing practical applications of new scientific values and contexts, or ways to apply science. 

new ones, or production processes. Innovation is a company mechanism for adapting to a dynamic 

environment. Therefore, companies are required to be able to create new thoughts, new ideas by offering 

innovative products and improving services that can satisfy customers (Riandi, M, 2020). 

Companies that implement Radical Product Innovation generally have a strong innovation capacity. 

A creative, innovation-friendly climate, Management paved the way for the birth of Radical Product 

Innovation. Employees must learn to change their previous patterns of thinking and actions. New employees 

with different professional backgrounds bring fresh drive and interesting perspectives (Team, I, 2020). 

https://doi.org/10.54099/ijmdb.v3i1.578
https://journal.adpebi.com/index.php/ijmdb
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Radical Product Innovation depends on the collaboration and creativity of your staff and the willingness to 

work towards a common goal (Robbins, T, 2020). 

Strategic orientation in RPI research is being built, there are still many gaps regarding the impact of 

various orientations (Kocak et al., 2017), Radical Innovation cannot be applied like a template to 

organizations in the same way, therefore in order to remain competitive it is important to be able to 

determine first first, how far the change will reach and what kind of product, service or business model 

innovation is the company's target (Stefan Mitzkus, 2022). Most focus on responsive market orientation, 

with only a few adopting a Proactive Market Orientation perspective to explore relationships with 

Entrepreneurial (Jean et al., 2018). Information technology capabilities between organizations, such as 

Electronic Integration with customers, can also have an impact on suppliers' Radical Product Innovation 

(Jean et al., 2018). 

Radical Product Innovation in the context of inter-company relationships is still unknown (Jean et al., 

2018). From previous research it was created to address the identified research gaps, by presenting the 

conceptual foundation that led to the hypothesized model and then analyzing survey data, original 

equipment manufacturer suppliers to search for evidence that supports the hypothesis.Figure 1.1 shows 

thatThe country with the most innovation in 2021 in human capital, institutions, technology, creative output, 

markets and also business sophistication. The innovation states that Switzerland (65.5), Sweden (63.1), US 

(61.3), UK (59.8), South Korea (59.3), Netherlands (58.6), Finland (58.4) and the last one is Singapore with 

an achievement of (57.8). The 2022 Global Index Organization (WIPO) states that there is a level of 

innovation in the criteria, one of which is technology. 

Switzerland occupies the top ranking and this is the 12th time it has been named the leading 

country with the most innovation. One of the rankings that was long ago was South Korea's 6th position, 

where the country previously occupied 10th position in 2020. China is a country that has innovated 11th, 

previously occupying 14th position in 2020, and in 2019 it was ranked 17th in 2018. 

Since 2018, Indonesia has been in 85th position until 2020 and remains in 85th place even though 

Indonesia has better performance in innovation outputs than innovation inputs.(Kompas.com, 2020). Based 

on the Innovation Index by the World Intellectual Property Organization (WIPO), Indonesia's ranking is 

below Singapore, Malaysia, Thailand, Vietnam and the Philippines. In 2021, Singapore is ranked 8th, 

Malaysia is ranked 36th, Thailand is ranked 43rd, Vietnam is ranked 44th, the Philippines is ranked 51st, 

while Indonesia is ranked 87th. namely Indonesia experienced a decline of 2 rankings in the previous year. 

Innovation is also expensive and has a high level of risk and therefore companies tend to carry 

out business activities with lower risk. When market failure occurs, the Government will implement policies 

to address the problems faced.As Entrepreneurial Orientation (EO), an important element of a company's 

entrepreneurial strategy because it captures how entrepreneurship can be manifested as a generally stable 

organizational attribute or characteristic through strengthening patterns of management style, organizational 

configuration, and new entry initiatives(Wales, WJ, Covin, JG, & Monsen, 2020).Manufacturing companies strive to 

achieve higher performance inRadical Product Innovation(RPI) through Entrepreneurial Orientations (EO), it should 

also be noted that realized potential and absorptive capacity have a significant role in this relationship(Chih-Wei Lin, 

Li Keng Cheng, 2020). Confirms thatProactive Market Orientation (PMO)It is very important that Entrepreneurial 

Orientation (EO) and Long-Term can influence Radical Product Innovation (RPI). Additionally, this study finds that 

supplier-customer Electronic Integration (EI) has a moderate effect on Proactive Market Orientations (PMO) and 

Radical Product Innovation (RPI))(Sampson Ato Sarsah, Hongyun Tian, Courage Simon Kofi Dogbe, Bylon Abeeku 

Bamfo & Management, 2020). That supplier-customer Electronic Integration (EI) has a moderate effect on 

Proactive Market Orientations (PMO) and Radical Product Innovation (RPI). The originality of the value 

of Radical Product Innovation (RPI) is a topic of great interest to academia and industry, but a 

comprehensive conceptual framework for its antecedents is still lacking(Sampson Ato Sarsah, Hongyun 

Tian, Courage Simon Kofi Dogbe, Bylon Abeeku Bamfo & Management, 2020). 

 

LITERATURE REVIEW 

The relationship between Entrepreneurial Orientation and Proactive Market Orientation 
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EO refers to behavior that shows innovation, proactiveness, and a supplier's willingness to pursue 

opportunities for new business growth despite uncertainty regarding the results of its business.(James L. 

Anderson, 2015). Suppliers with high levels of EO are accustomed to seeking new opportunities to gain an 

advantage over their rivals. EO allows suppliers to be more involved in the creation of new markets, which 

in turn allows them to predict market demand and implement a variety of innovative and proactive 

marketing tactics for greater profits(Man Yang, 2017)Suppliers with EO show greater proactivity and are 

more aware of market trends. Consequently, in collaboration with customers, suppliers with high EO focus 

on technology research and initial prototyping and development(Silvia L. Martin, 2016). 

The relationship between Marketing Capabilities and Proactive Market Orientation 

A consumer-oriented company that expands its resources allows for Radical's development

 Product Innovationwho understand customers who need customer thinking outside the box. 

Marketing Capabilities depend on the company's strategic Proactive Market Orientations and the 

availability of resources to implement R&D and market diffusion(S. Davcik & Sharma, 2015).In 

research(Mateja Bodlaj & Barbara Cater, 2022)shows that market orientation has different effects on 

product development capabilities, which have a positive relationship with differentiation advantages and 

with business performance to increase market orientation and marketing capabilities to improve business 

performance. In research(Mohammad Faisal Ahammad c, 2022)influence on a company's emerging market 

orientation, a latent construct consisting of four marketing capabilities: proactive market orientation, brand 

management capabilities, capabilities in new product development, and capabilities for customer 

relationship management. 

The relationship between Electronic Integration and Proactive Market Orientation 

Electronic Integration determines the performance of a supplier organization and also represents 

a means by which it can gain a competitive advantage(Bruce McKeown & Dan B. Thomas, 2014). 

Electronics improve the quality of communication, thereby increasing mutual trust between buyers and 

sellers(Samuel Spralls, 2011). Additionally, it allows suppliers to gain greater insight into customer 

preferences and even their market conditions through data analysis increasing their sensitivity to customer 

needs.(Andres Castellanos-Gomez1, 2014) 

As collaboration between suppliers and buyers is strengthened through Electronic Integration, 

both parties engage in a wide range of knowledge and strategic information(Roriguez-Escobar & González 

Benito, 2015)on product design, product planning and market forecasting, all of which help suppliers to 

think outside the box and adopt innovative operational thinking(Nguyen Van Du & Peter Boyce, 2019). 

Once suppliers can communicate via an integrated information system, space and time are no longer a 

limitation. Consequently, miscommunication between organizations becomes rare(Roriguez-Escobar & 

González Benito, 2015) 

(Andres Castellanos-Gomez1, 2014)observed that extranets and Internet Electronic Integration enable 

suppliers to proactively and attentively serve customers by providing them directly with product 

information and promotions without the constraints of regional restrictions. Electronic strengthens supplier-

customer collaboration and provides suppliers with greater insight into their customers' market trends and 

market environment. 

 

The relationship between Electronic Integration and Radical Product Innovation 

Radical Product Innovationis a topic of great interest to academia and industry, but a 

comprehensive conceptual framework. Research finds that Electronic Integration has a moderating effect 
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on Radical Product Innovation(Chih-Wei Lin, Li Keng Cheng, 2020). In research(Wendan Yang ab, 

2021)that brings dramatic progress from existing technology, this research uses the integration of QFD 

(Quality Function Deployment) and TRIZ (Theory of Innovation Problem Solving) by providing this 

framework innovation activities effectively for radical innovation, QFD is expanded into two phases 

including Product House of Quality (HoQ) and HoQ design in this research to support design decisions for 

product innovation. Serves to analyze the TRIZ-based performance developed in Hoq products to identify 

product innovation performance features, the feasibility and effectiveness of this method is proven. 

Research on(Kang Wang a, 2021)Innovation activities are necessary for industry to develop 

competitive products in response to rapid market changes, radical innovation enables long-term product 

technical superiority and market competitiveness, this method is proposed for systematic effect solving 

(ESM) for radical product design innovation. ESM includes problem identification, function analysis, main 

problem determination, effect selection, structure mapping and scheme evaluation, this method is proposed 

not only to increase the possibility of developing radical innovation products, the feasibility and 

effectiveness of this method are proven. In research(C. Anthony Di Benedetto, 2008)that applying analysis 

of variance and negative binomial distribution (NBD) regression techniques to test and technological 

capabilities is significantly and positively related to radical product innovation. 

 

The relationship between Marketing Capabilities and Radical Product Innovation through Proactive 

Market Orientation 

Marketing Capabilitiesneeded for dynamic environmental needs, including potential market 

developments with different targets, different products and communication strategies with different value 

propositions(Cake et al., 2020).In research(C. Anthony Di Benedetto, 2008)that marketing capabilities are 

more significantly and positively related to radical innovation in the United States, Japan and China are the 

only capabilities that are significantly and positively related to radical innovation. Study(Shu–Pei Tsai, 

2015)that market capability is an integral part of the general capability to facilitate radical innovation, it is 

still necessary to prove specific market capability for radical innovation in international technology-

intensive sectors. 

 

The relationship between Proactive Market Orientation and Radical Product Innovation 

Market Orientationwho are used to being responsive listening to customers focuses on needs 

which can encourage adjustments based on customer suggestions so that this increases innovation for these 

customers(Chih-Wei Lin, Li Keng Cheng, 2020).On research(Ci-Rong Li, 2008), shows that proactive 

market orientation has a more radical impact on innovation that can achieve product improvements and 

extensions more effectively. In research(Liisa-Maija Sainio, 2012)with the title "Constituents of Radical 

Innovation-Exploring the role of strategic orientations and market uncertainty" that a proactive market 

orientation allows companies to find a better balance between the types of "customer-led" and "customer-

led" innovation activities, and facilitates the emergence will be radical innovation. 

 

The relationship between Entrepreneurial Orientation and Radical Product Innovation 

In research (Sampson Ato Sarsah, Hongyun Tian and Courage Simon Kofi Dogbe) show that the results 

presented support the relationship between Entrepreneurial and Radical Product Innovation by showing 

that Entrepreneurial has a significant positive effect on Radical Product Innovation in manufacturing 

SMEs. Activities that positively affect its ability to introduce new products to the market. In R&D and 

leadership in technology, which are key factors in improving RIP(Shih, 2018). Firms' ability to 

effectively combine external knowledge with internal knowledge capabilities gives them superior 

knowledge resources to engage in 
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METHOD 

 Classification is carried out in terms of expanding the theory. Research is used to obtain a reference 

in expanding knowledge insight. The dependent variables chosen were Radical Product Innovation, 

Proactive Market Orientation, Entrepreneurial Orientations, and Electronic Integration. This method is used 

to determine the value of one or more independent variables with the condition of the variable itself without 

any influence from other variables (Sugiyono, 2018: 86). Taken by researchers, namely the adoption of 

research that knows more about these problems in carrying out Radical Product Innovation. Where samples 

are taken from the respondents, the variables to be analyzed. This research comes from secondary data 

which is taken from various print or online media. The data collection technique is by giving a set of written 

questions or statements to respondents (Sugiyono, 2019:194). In variables, tests are carried out which 

contain various kinds of variables which consist of independent ones. Mediating and also Dependent. There 

is a dependent variable in the research, namely Radical Product Innovation, the mediating variable used is 

Proactive Market Orientations, and the independent variables are Marketing Capabilities, Electronic 

Integration and Entrepreneurial Orientations. The company has an Entrepreneurial Orientation that supports 

and is able to realize Entrepreneurial behavior into sufficient regularity in determining organizational 

characteristics (Covin & Wales, 2019). Companies carrying out Radical Product Innovation can change the 

industry for the better because they can respond to problems in new ways because it takes a lot of time to 

implement (Accept Mission, 2021). and the availability of resources to implement R&D and market 

diffusion (Davcik et al., 2021). 

This method states the number and percentage of questionnaires regarding the respondent's demographics. 

The analysis technique used is so that it can be better understood and consists of typesgender, age, 

occupation and education. Experiments were carried out in analyzing data measurements using the 

Common Method Biases (CMB) Test. Common Method Biases (CMB) is used to measure the independent 

and dependent variables obtained from using the same item context and similar item characteristics (INN 

Analysis, 2020). An evaluation was carried out using a measurement model through analysis. As an 

Entrepreneurial Orientation, an important element of a company's entrepreneurial strategy because it 

captures how entrepreneurship can be realized as a generally stable attribute or characteristic of an 

organization through a pattern of strengthening the management style of organizational configuration and 

new entry initiatives (Wales, W, J., Covin, JG, & Monsen, E , 2020) 

 Outer Loadings there are 2 methods for validation and reliability testing, namely Cronbach's Alpha 

and Composite Reliability (Ghozali & Latan, 2015). (Hair, Risher, Sarstedt & Ringle 2018) states that AVE 

(Average Variance Extracted) is tested to obtain valid and invalid test results with an AVE value > 0.050. 

A test of reliability is carried out by proving accuracy and consistency in construct measurement. 

Cronbach's Alpha has a reliable level and assumes an indicator for assessment above 0.708. Hair et al., 

(2019) and composite reliability. According to (Hair et al., 2018). The validity test obtains valid data and 

is said to be valid for the research with the abilities, knowledge, experience or background being tested 

(dosenpendidikan.com) 

 

RESULTS AND DISCUSSION 

 

 This research involved 234 respondents, where the data obtained from the respondents would first 

be analyzed based on gender, age, education, occupation, income and brands of gadgets that were widely 

used by the respondents. Collecting data for population studies in terms of size (number, structure or 

composition (Liputan6.com). 

Table 1. Characteristics of Respondents 
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Based on the research results abovethat the total number of males is 112 and females are 122, so 

that analysis can be carried out further. There were 4 people who purchased gadgets between the ages of 

<18 years, 209 people purchased gadgets aged 18 - 25 years, 21 purchased gadgets aged 26 - 35 years, and 

17 people purchased gadgets aged <36 years. , 0 have junior high school education, 157 have 

SMA/SMK/equivalent education, 3 have diploma education, 73 have bachelor degree education, 1 have 

master degree education while 0 have doctorate education. Purchasing gadgets has various types of work 

consisting of 67 students. people, 42 entrepreneurs/business people, 2 civil servants, 122 private employees, 

and 1 person who answered others. The results of the respondents' income stated that 73 people had an 

income <4,000,000, 140 people had an income of <4,000,000, 140 people had an income of <4,000,000, 

16 people had an income of >8,000,000, and 5 people had an income of >8,000,000. The results of the data 

obtained by the respondents stated that the Gadget Brands owned by the respondents were Apple with 99 

Gender Amount Percentage 

Man 112 47.9% 

Woman 122 52.1% 

Age   

<18 Years  4 1.7% 

18-25 Years 209 89.3% 

26-35 Years 21 9% 

>36 Years 17 9% 

Education   

elementary school 0 0% 

JUNIOR HIGH SCHOOL 0 0% 

SMA/SMK/Equivalent 157 67.1% 

Diploma 3 1.3% 

S1 73 31.2% 

S2 1 0.4% 

S3 0 0% 

Work   

Student / Students 67 28.6% 

Entrepreneur / Business 42 17.9% 

Government employees 2 0.9% 

Private employees 122 52.1% 

Other 1 0.4% 

Income   

< 4,000,000 73 31.2% 

4,000,000 - 6,000,000 140 59.8% 

6,000,000 - 8,000,000 16 6.8% 

>8,000,000 5 2.1% 

Brand   

Apple 99 42.3% 

Samsung 47 20.1% 

Xiaomi 53 22.6% 

ROG 5 2.1% 

Oppo 24 10.3% 

Vivo 4 1.8% 

Huawei 1 0.4% 

Realme 1 0.4% 
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people, Samsung 47 people, Xiao Mi 53 people, ROG 5 people, Oppo 24 people, Vivo 4 people, Huawei 1 

person and finally Realme 1 person . 

Data Analysis Results 

AVE (Average Variance Extracted) 

The results of the Validity Test are carried out in order to determine the validity of each indicator. 

A value of 0.50 is declared valid. This value describes adequate convergent validity and means that a latent 

variable is able to explain more than half of the variance of the indicators in the average (Ghozali, 2016). 

If the AVE value is tested to obtain valid and invalid values with an AVE value > 0.50 (Hair, Risher Sarstedt 

& Ringle, 2018). 

Table 2. AVE Test Results 

Variables Average Variance Extracted 

(AVE) 

Information 

Radical Product Innovation (RPI) 

Entrepreneurial Orientation (EO) 

Electronic Integration (EI) 

Proactive Market Orientation (PMO) 

Marketing Capabilities (MC) 

0.572 

0.343 

0.619 

0.726 

0.641 

Reliable 

Not Reliable 

Reliable 

Reliable 

Reliable 
    

Reliability Test 

A Reliability Test was carried out to determine whether respondents responded to the 

questionnaire and whether they were consistent or inconsistent. Composite reliability score > 0.6, based on 

table 4.10, RPI 0.916, EO score 0.046, EI 0.828, PMO 0.915 and MC 0.945.Where Cronbach's alpha is an 

assessment of internal consistency which assumes all indicators have the same level of reliability(Marko 

Sarstedt, 2014)and composite reliability. According to(Joe F Hair et al., 2018), the reliability test can be 

seen from the composite reliability score above 0.708.The conclusion is that there is one variable that is not 

reliable, namely Entrepreneurial Orientation. 

Table 3. Reliability Test Results 

Variable Composite Reliability Information 

Radical Product Innovation (RPI) 

Entrepreneurial Orientation (EO) 

Electronic Integration (EI) 

Proactive Market Orientation (PMO) 

Marketing Capabilities (MC) 

0.916 

0.046 

0.828 

0.915 

0.945 

Valid 

Invalid 

Valid 

Valid 

Valid 
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Figure 1. Structural Model of Research 

 

        H7 

     H1 

   H5/H6  

   H2 

 

 

      H3 

        H4 

 

 
Cronbach's Alpha 
 

 The technique used to determine the reliability of the questionnaire is by means of the Cronbach's 

Alpha statistical test. According to (Ghozali, 2018) states that if the value is more than 0.6 it is declared 

reliable. Carried out to be able to prove accuracy and consistency in construct measurements, Cronbach's 

alpha has a reliable level and assumes an indicator for assessment (Hair et al., 2019). 

 
     Table 4. Cronbach's Alpha Test Results 

Variable  Composite Reliability  Information 

Radical Product Innovation (RPI) 

Entrepreneurial Orientation (EO) 

Electronic Integration (EI) 

Proactive Market Orientation (PMO) 

Marketing Capabilities (MC) 

0.752 

0.248 

0.702 

0.811 

0.721 

Reliable 

Not Reliable 

Reliable 

Reliable 

Reliable 

      

Test R2 

 
The R2 test was carried out to see several percentages of the variable relationships. The relationship 

between Entrepreneurial Orientation and Marketing Capabilities is equal to. The R2 value is used to 

measure how far the ability of the independent variable is towards the dependent variable (Ghozali, 2016: 

95). 
     Table 5. R2 Test Results 

Variable R2 R2R2 Percentage 

Radical Product Innovation 

Proactive Market Orientation 

0.005 

0.402 

 

 

0.05% 0.05% 

46.2% 

      

 

 

 

Marketing 

Capabilities 

 

Radical Product 

Innovation 

 

Proactive Market 

Orientation 

 

Electronics 

Integration 

 

Entrepreneurial 

Orientation 



 
Analysis of the Influence of Radical Product Innovation …  

 
 

© 2024 ADPEBI Publications. All Rights Reserved.                                          62 
 

Quality Index Test 

 

A test is carried out in order to find out the overall model value. Based on Table 5. 
    Table 6 Quality Index Test Results 

Communality R2 GoF Conclusion  Descriptionption 

0.483 0.407 0.308  Big  

      

VAF (Variance Average For) Test 

 

The VAF (Variance Average For) Test was carried out in order to determine the nature of Radical 

Product Innovation, Proactive Market Orientation, Entrepreneurial Orientation, Electronic Integration and 

Market Capabilities. 
Table 7 VAF Test Results 

 

 

DISCUSSION 
This research was carried out to conduct an analysis of Proactive Market Orientation, Marketing 

Capabilities, Entrepreneurial Orientation and Electronic Integration towards Radical Product Innovation. 

Research relates to variables that show significant results and the research hypothesis is accepted and 

supported. There are several conclusions that have been summarized by the author as follows: 

Hypothesis 1 is not accepted because the value is not significant for Entrepreneurial Orientation and 

Proactive Market Orientation. The test results are consistent with the research. Gordon Lui, Wai Wai Joyce 

Ko, Isaac Ngugi, Sachiko Takeda (2017). The research results show that Entrepreneurial Orientations has 

a significant and positive relationship with Proactive Market Orientations(Chih-Wei Lin, Li Keng Cheng, 

2020).According to(Narver et al, 2014)Proactive Market Orientation seeks to understand and satisfy latent 

customer needs. Meeting latent customer needs requires a focus on exploring market knowledge and 

generative learning styles(William E Baker & James M Sinkula, 2002). 

Hypothesis 2 is accepted because it is significant and meets the requirements for the Marketing Capabilities 

and Proactive Market Orientation variables. The test results from previously carried out by(Chih-Wei Lin, 

Li Keng Cheng, 2020). In research(Mateja Bodlaj & Barbara Cater, 2022)shows that market orientation has 

different effects on product development capabilities, which have a positive relationship with 

differentiation advantages and with business performance to increase market orientation and marketing 

capabilities to improve business performance. In research(Mohammad Faisal Ahammad c, 2022)influence 

Direct Effects VAF 

E.OPMO 0.924 

MCPMO 6,906 

EIPMO 2,743 

EIRPI  0.500 

MCPMORPI 7,218 

PMORPI 2,554 

Indirect Effects  

E.ORPI 2,327 

Track 

Y /Direct Effect 

VAF Conclusion 

MCPMORPI 32% Partial Mediation 
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on a company's emerging market orientation, a latent construct consisting of four marketing capabilities: 

proactive market orientation, brand management capabilities, capabilities in new product development, and 

capabilities for customer relationship management. 

Hypothesis 3 is accepted because it is significant in the Electronic Integration and Proactive Market 

Orientation variables.Electronic Integration determines the performance of a supplier organization and also 

represents a means by which it can gain a competitive advantage(Bruce McKeown & Dan B. Thomas, 

2014). Electronics improve the quality of communication, thereby increasing mutual trust between buyers 

and sellers(Samuel Spralls, 2011). Additionally, it allows suppliers to gain greater insight into customer 

preferences and even their market conditions through data analysis increasing their sensitivity to customer 

needs.(Andres Castellanos-Gomez1, 2014) 

Hypothesis 4 Cannot be accepted because this variable does not meet the requirements for the Electronic 

Integration and Radical Product Innovation variables previously stated by(Chih-Wei Lin, Li Keng Cheng, 

2020).In research(Wendan Yang ab, 2021)that brings dramatic progress from existing technology, this 

research uses the integration of QFD (Quality Function Deployment) and TRIZ (Theory of Innovation 

Problem Solving) by providing this framework innovation activities effectively for radical innovation. In 

research(C. Anthony Di Benedetto, 2008)that applying analysis of variance and negative binomial 

distribution (NBD) regression techniques to test and technological capabilities is significantly and 

positively related to radical product innovation. 

Hypothesis 5 is accepted because it is significant and meets the requirements for the Marketing Capabilities 

and Proactive Market Orientation variables through Radical Product Innovation. Marketing Capabilities are 

needed for dynamic environmental needs, including potential market developments with different targets, 

different products and communication strategies with different value propositions(Cake et al., 2020).In 

research(C. Anthony Di Benedetto, 2008)that marketing capabilities are more significantly and positively 

related to radical innovation in the United States, Japan and China are the only capabilities that are 

significantly and positively related to radical innovation. Study(Shu–Pei Tsai, 2015)that market capability 

is an integral part of the general capability to facilitate radical innovation, it is still necessary to prove 

specific market capability for radical innovation in international technology-intensive sectors. 

Hypothesis 6 is accepted because it is significant in the Proactive Market Orientation and Radical Product 

Innovation variables. The test results are consistent with previous research, namely stated by(Chih-Wei 

Lin, Li Keng Cheng, 2020).On research(Ci-Rong Li, 2008), shows that proactive market orientation has a 

more radical impact on innovation that can achieve product improvements and extensions more effectively. 

In research(Liisa-Maija Sainio, 2012)with the title "Constituents of Radical Innovation-Exploring the role 

of strategic orientations and market uncertainty" that a proactive market orientation allows companies to 

find a better balance between the types of "customer-led" and "customer-led" innovation activities, and 

facilitates the emergence will be radical innovation. 

Hypothesis 7 is accepted because it is significant in the Entrepreneurial Orientation and Radical Product 

Innovation variables.In research (Sampson Ato Sarsah, Hongyun Tian and Courage Simon Kofi Dogbe) 

show that the results presented support the relationship between Entrepreneurial and Radical Product 

Innovation by showing that Entrepreneurial has a significant positive effect on Radical Product Innovation 

in manufacturing SMEs. Activities that positively affect its ability to introduce new products to the market. 

In R&D and leadership in technology, which are key factors in improving RIP(Shih, 2018). Firms' ability 
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to effectively combine external knowledge with internal knowledge capabilities gives them superior 

knowledge resources to engage in radical innovation. Therefore, RAC helps SME manufacturers to take 

advantage of the EO effect on RIP(Sciascia, 2014) 

 

CONCLUSSION  

Proactive Market Orientation is not significant. Meanwhile, the relationship between Marketing 

Capabilities and Proactive Market Orientation is positive and significant. The relationship between 

Electronic Integration and Proactive Market Orientation is significant. Apart from that, it is known that 

Electronic Integration has an influence on Radical Product Innovation. Sedamglam Marketing Capabilities 

is not significant. towards Radical Product Innovation through Proactive Market Orientation. It is known 

that the relationship between Proactive Market Orientation and Radical Product Innovation is significant. 

Also the relationship between Entrepreneurial Orientation and Radical Product Innovation is positive and 

significant. 
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