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Abstract

Despite Multinational Enterprises’ growing interasNew Product Development (NPD), research inko th
use of social media in the NPD process in Small sliedium-sized Enterprises (SMES) is lacking. In
response, we propose and test an integrated médbee dNPD process using social media. Data was
collected from SMEs across industry sectors indmliiring the COVID-19 pandemic. This research agpli
structural equation modeling (SEM) to achieve aitkd understanding of the issue. The findings akve
that Integrated Social Media Interaction (ISMI) de@ds on Customer-Centric Focus (CCF), Customer
Engagement Focus (CEF), and Customer Empathy F@CH:F). Based on the literature and our
analytical research, it is revealed that the ussoofal media networks as a source of knowledgé&RD
ventures is a systematic component of the NPD peof SMEs during the COVOD-19 pandemic. To
support their NPD initiatives, SMEs may depend lis thiypothesized integrated model. The analysis
concludes with SME managers' realistic and manalgguidance. This study provides useful insights fo
managers who wish to enhance NPD activities for SkhEough social media, anffers useful guidance

to SMEs and innovation scholars, encouraging fumbsearch in this area.

Keywords —Social media; New product development; Customegaghy; Structural Equation Modeling;

Small and medium-sized enterprises (SMES)



Introduction

New Product Development (NPD) is an important tiaska company to keep it competitive (Ledwith &
Dwyer, 2009; Tyagi & Sawhney, 2010; Violante & Ve#tz, 2017) NPD can be characterized as a
procedure that begins with an idea generation add @ith commercialization of new end produ@isere

is a strong linkage between NPD and performanca fifm, be it a large- or medium-size enterprise
(Drechsler et al., 2013; Liu & Kop, 2015; Zhangkt 2020). A firm’s NPD activities help it develogw
methods, tools, and techniques to reduce costgeshiiie product development process, and imptoze t
quality of its existing items (Sanayei, 2016). Gonbus engagement in NPD is the key to the suafess
company in this competitive world (Bhuiyan, 20Chwastyk & Kotosowski, 2014; Drechsler et al., 2013
Ledwith & Dwyer, 2009; Lin et al., 2012; Shin et,&017; Wang et al., 2020) . As a result, develgpi
new products has become a priority in any succefisfu(Bhuiyan, 2011).

NPD is complex and unstructured compared to theufaaturing process, since it has iterative,
evolutionary, cooperative, and uncertain charasties (Ledwith & Dwyer, 2009). A systematic NPD
framework can empower quick enhancements in fundtahmnovations that enable firms to develop new
products with better performance. Administratorechto address what they are attempting to accomplis
One key driver of the performance of the new prodsigts successful launch, which is also one ef th

costliest steps.

The advancement of innovative products requireardrgtions to solicit feedback from their stakeleotd
Recent trends show that clients increasingly wargive their assessments of products via socialianed
instead of rounding out reviews. The use of onfineial media does not automatically prompt improved
execution in NPD. To accomplish that, organizatimst build up a committed framework that joinsiabc

media to NPD and their corporate targets.

Most recently, the use of social media tools caemttally enhance new NPD outcomes (Liu & Kop, 2015
Social media has quickly become the most powerfdleffective channel for product or service consisme
to voice and exchange their opinions, owing tadsessibility and ease of use (Carr et al., 20&fdndes,
Belo, & Castela, 2016; Lund et al., 2017; Rathara.e2016; Sandor et al., 2018; Zhan et al., 2@PAng

& Chen, 2012). For example, Bashir et al., (201s)ggest a novel social media approach to provide
possible leads for product development. A few striatand tactical decision models attempt to dNRD

by identifying cutting-edge options and by analgzthe issues associated with NPD, in contrastéo th
traditional models. During the COVID-19 period, tkey decision is to identify the various constructs

related to NPD. This is then used to assess thefgiredictive models in NPD during the pandemic.



NPD activity is evident in firms of all sizes —dg@ras well as small and medium enterprises. Howéusr
somewhat paradoxical that most NPD literature isaavily focused on the related activities of large
multinational corporations or within developed emmies. Bashir et al. (2017) examine the use ofasoci
media in new product development (NPD) processésdrfast-moving consumer goods (FMCG) sector
of multinational corporations (MNCs) around the idoiThe literature within Small and Medium-sized
Enterprises (SMEs) based in emerging and developmmtries is limited (Abubakar et al., 2019).
However, SMEs represent a major component of naltieconomies all over the world. They are a major

driver of employment and economic growth.

Moreover, innovation in SMEs exceeds the rateti@flarge multinational corporations (Abubakar et al
2019). SMEs are often acknowledged to be an impbsaurce of growth and innovation in society (Arif
Anjum, 2018; Juergensen et al., 2020).A limited banof studies have investigated social mediamise i

logistics importation in a social context in SMEsa¢oste, 2016).

A significant part of the literature on NPD spatiig on enormous global companies. SMEs in recent
decades are also progressively utilizing socialienénl improve the NPD process, which motivates the
topic of our research in an emerging country cantée further justify the importance of this resgar
topic in the following two ways. First, SMEs haveeln strongly influenced by the economic and firanci
emergency during the recent COVID-19 lockdown, ipgttheir survival in doubt. Conceivably, social
media could speak for SMEs as a significant asse¢-orient their Technology-Centric focus, Product
Feature-Centric Focus, and Customer-Centric F@rusidentify Customer Empathy Focus to improve the
NPD. In this way, the examination of how social med seen and presented by SMEs in their business
and market procedures could reveal insight intemtzl methodologies and practices for NPD. Secasd,
noted, SMEs' trend toward social media to buildhgir business is yet constrained and fragmenteds,T

we propose to develop a framework of NPD for SME®uWgh social media during COVID-19. In
particular, the study contends that the social magpropriation process in SMEs for NPD is an iskae
can be analyzed from top to bottom.

This article proposes an integrated framework oDNBr SMEs through social media usage during
COVID-19 that is responsive to the explicitness tawitness of knowledge exchanged throughout tHe NP
process. The study also introduces a third, quiaktaaxis: "Customer Empathy Focus" in the NPD
framework. Empathy is more than mere sympathy amdammpassionately or sensitively consider and
help others. When top management raises awarendssngpathy (especially in the COVID-19 context),
they can identify situations where empathy can nekédference for NPD, during COVID-19. Customer
Empathy is the primary driving force for Integrat&bcial Media Interaction (ISMI) and today's



competitive world marketplace. Most specificallyisi affirmed to be crucial for the favorable outw of
NPD for SMEs. Therefore, there is a need to disisty and better comprehend the developing limits of
NPD for SMEs through social media research, andn@asure patterns inside its subfields. These
perceptions lead us to look at the ongoing pattertfdPD research. In particular, to fill the reséagap,
this paper aims to contextualize NPD for SMEs thtosocial media to address the qualities of new
measurements, "Customer Empathy Focus", and anéigzeelationship betweenfflirent constructs
toward NPD.

This article attempts to shed some light on thetjiral issues and acceptability of an integratachiwork
of NPD for the SME sector. It provides a theordljchased classification of NPD metric integration
methods and tools and selection criteria for SME®tate those most appropriate for their innovatio
purposes through social media. Overall, this stightores a prior research gap by clarifying whytooeer
empathy focus and functional diversity (COVID-1%taxt) contribute to NPD by integrating social needi

interactions with SMEs.

The paper employs an illustrative construct-basgabthesized analysis using data from SMEs based in
the Maharashtra region in India. Effectively ussagial media-based constructs creates client ctionsc
and enables new deals. The empirical analysis ewerthe role of various NPD constructs and the

interdependency of constructs inside dyadic anthkowedia-based product development connections.

The contributions of this study are threefold. fitisis study adds to a better comprehension ofdheeof
social media in the NPD process. Second, the gajpgoses an integrated framework that explains the
impact of social media on NPD success during th¥/IDAL9 period. Third, the study illustrates the wal

of Customer Empathy for SME groups focused on soo@ia users for supporting NPD practices during
the COVID-19 period.

The rest of this article is structured as follo@ection 2 provides the foundation for the roleanfial media

in NPD during COVID-19. After investigating the fdmmentals and applications of social media, thaystu
develops the constructs of NPD, and a detaile@vewif existing investigations on SMEs and sociaflime

is introduced. Then the hypothesized model is dsed, and an essential framework is developed for
analysis. Section 3 elaborates on the researchoniathgy. Section 4 builds up the constructs anitlatds

the derived hypothesis. Section 5 presents the nesinlts and analysis. The last section discusses t

study’s significant managerial ramifications, liatibns, and future research directions.



Literature Review and Hypothesis Development

The study proposes and tests an integrated frankawsimg social media for supporting NPD practices i
SMEs. Few NPD studies (Bashir et al., 2017; Dul.et2@16; Deborah et al., 2017) have examined the
usage of social media in operational contexts, agttonsumer insights and governance framework,
effective deployment and related problems, theuerfte of organizational media use on the success of
client relationships of companies and, most impulyathe use of social media in SMEs social contex
such as the importance of SMEs in Socio-economieldpment (Abbasi et al., 2021). In this section,
general definitions of social media and NPD arsg@néed, the major topics of this promising resefietth

are investigated, and the limitations of prior #gdased on social media for NPD are discussed.

Scholars argue that social media is an excelleminsér organizations to communicate with customers
to facilitate social communities, to foster strong®ationships with customers, and to identify maarket
opportunities. (Dawley, 2009; Eid et al., 2019; faardes et al., 2016) define social media as a gobup
Internet-based applications built on technologicaindations of Web 2.0 that enable the creation and

exchange of User Generated Content.

The use of social media platforms will theoretigdlbost NPD results (Choi et al., 2020). In redangs,
the use of social media apps has been generallsaesth The process of embedding different socidiane
in corporate sectors has greatly intensified in SNIEhen & Lin, 2019). The literature, however, pdes
minimal studies on the role of the usage of scuiatlia to encourage the practice of NPD in SMEsdfGlo
et al., 2020). Therefore, the goal of this rese&ch resolve the gap and examine the use of lsoedia
to encourage NPD activities in SMEs. Our emphasthis study is to investigate how social medialoan

used to gain information and expertise to help NREzhanisms in SMEs (Wang et al., 2020).

The theoretical framework suggested in this studyvd on Technology Centric Focus, Product Feature
Centric Focus, Product Usage Focus, Product CastriCd-ocus, Customer Empathy Focus, Customer
Engagement Focus, Integrated Social Media Intenacéind New Product Development. Figure 1 presents
the conceptual framework of NPD for SMEs througbiglomedia developed in this research. Drawing on
the relevant literature, the expected connectiomsng the constructs are discussed, and hypothelatiag

to these variables are developed. As shown in Eiguithis study tests eight hypotheses regardiegeth

concepts, which are developed below.



New Product Development (NPD)

Social media assumes a significant role in a firPD process (Liu & Kop, 2015). Managers ought to
oversee social-media-based open innovation cayatufllly benefit the firm during the front enddhack
end of NPD (Du et al., 2016). Roberts and Pill&1@ found that under half of the organizationtiagti
social media during the NPD process. For some drgtons, utilizing social media for new item
improvement does not help them achieve their aifosproduce upgrades, organizations ought to create
methodologies that interface social media to thenporate targets. Carr et al. (2014) claim thaiado
media data is helpful for advertisers as they adlovi shoppers’ reactions to promotion effortsjrite
execution, and adjustments in buyer sentimentsribavdorand. Numerous organizations have additignall
evolved consumer commitment programs through sase@ldia. In any case, the utility of social media
learning in NPD appears indirect, or maybe elusigs study presents a better approach to diretiiag
inquiry to create customer and product developrdatd. Hauser and Dahan (2017) explore the keyrfacto
in effectively dealing with NPD complexities in amgssociation. For the NPD procedure, four
components—clients, innovation, competitors, an@piaers—can be depicted to be progressively
significant. NPD activities should be sensitivéhte necessities of clients, and competitors, infioraand

suppliers.

Previous literature has examined various aspetaseteto NPD. For example, studies on NPDs have
investigated Customer-Centric Focus, Customer Eemgagt Focus, etc. NPD includes many group-based
errands that are of essential significance (Basthad, 2017). Past social media researchers haxeete
significant attention to better understand NPDtsgw (e.g., Bhuiyan, 2011; Hauser & Dahan, 2017;
Goulding, 1983; Thrassou et al., 2012). NPD is mmgaated and information-concentrated procedure
where tasks are decayed into interweaved subtaskgieculated across specialists with heterogeneous
skills (Bhuiyan, 2011). However, the presentatiffieas of utilizing social media in NPD exercises a

ambiguous (Addas and Pinsonneault, 2016).

Despite the existing research, current literatur&®D for SMEs through social media during COVID-19
lacks several unexplored dimensions that have tigcattracted research attention. Our extensivéerev
of the extant literature has revealed various fadieat have a positivefect on NPD during COVID-19.
The proposed framework for NPD for SMESs throughiaounedia requires more validation for its adoption
among social media marketers. Therefore, we hgyareled our work into an empirical study to deteamin

the effect of the social media model on NPD, caaten different identified constructs.

Technology Centric Focus (TCF)



There is a recognition that technology-centric SMfitaulate economic growth, and this has brougtthfo

a scope of exploration on subjects related to iation, including NPD and business performance @one
et al., 2013). Du et al., (2016) proposed the gresisor of item advantage for a situation where Shve
significant power, followed by technology vulner#tigiand asset vulnerability, and market vulneri&pil
Bhuiyan et al., (2004) proposed incorporating highiwal capacity territories that impact new item’s
advancement in the NPD process. Bhuiyan (2011)Siiwl et al., (2017) draw attention to the focahpoi
of new item improvement on item design and exeaoutitudy along these dimensions will focus on
previously established SMEs-level technology-centeterminants and move beyond them by defining
relevant customer-centric focus constructs thatfeeetast NPD. Such research will assist SMEs itebe
predicting NPD performance and creating an ecosyskat would promote a customer-centric focus in
new product development processes. TCF construgtgest that as tools are used to match a missiew, t
positively affect consumer-centric attention outesmWhen we analyzed marketers' expectations, we
identified occasions where their use of a technofegture was helpful or not supportive in helpihgm

achieve their NPD target.

The key four important characteristics of TCF aehnological advancement (Healy et al., 2018), umiq
technology features (Aleixo & Tenera, 2009), betitehnology attributes (Sanayei, 2016), and automat
(Cooper & Edgett, 2010). Customer-Centric FocusRLfor SMEs' NPD is greatly influenced by TCF
features and organizational influences (customericge and corporate image). Technological advances
thus influence customers' lives as markets aresfmtaming and new consumers increasingly refer to
emerging digital technology. As a result, the T@Rstruct contributes to the match between a tadkaan
technology. TCF constructs could be used in varieays to understand the relationship between
advancement, feature, attribute, and automatiareghreir inception. Technology improvement andteela

issues are typically overlooked. Based on thesenaegts, we hypothesize that:

H1: Technology Centric Focus (TCF) has a positiffea on Customer-Centric Focus (CCF) for SMES’
NPD

Product Feature-Centric Focus (PFF)

An optimal new product commercialization strategyances from a synchronized guide that presents the
right product features at the right time, and atright cost in the appropriate market segments; preduct
features related to quantitative attributes arepkimto determine than features purely driven by th
perception and valence of consumers (Goswami & fijvizD15). Rathore et al. (2016) show another
methodology in getting valuable data about prodaats their highlights by utilizing social media.i§h



investigation contended that client-created conitesbcial media is an additional and significamtiree
of knowledge about the products. Owens and Da2i@é®Q) argue that it is hard to settle on normakbdes
leading to new product success, yet it is concdévebdraw two key foci from the different investigpns
attempted: (1) new product success is profountiagonal and (2) no factor can be characterizediéov

product success.

Liu and KOP (2015) claim that social media offexanpelling and productive strategy for gatheriatpd
and information about clients’ desires and encasntalthough it does not consistently prompt NPD
achievement. The examination shows that concediedt meeds, a propelled assessment device, the
gigantic measure of data, and an association’srptd#® ability all challenge the use of social needi
Drechsler et al. (2013) find that during the neenitadvancement process, advertising research teads
diminishing vulnerability and dangers by acquirgx@ct data on client needs and their thoughts deggr
new products, information that can be used to sttapeew product’s features.

Companies must control their NPD project portfaticorder to deliver multiple product feature-cemntri
focus effectively. The PFF definition describesompilation of scoped product features and requirgme
that are formed as innovation progresses. If the @¥scription has been narrowed down to the exgecte
target, the technical departments become moreveddh specifying the system layout. Furthermaneg i
multi-product organization, product features andigle components are interdependent, allowing scope
changes in one model to be perpetuated to othestlatogress, causing change events to occur across
several ventures. The complexity of controlling $eale of an SME NPD portfolio increases exponéintia

in this setting, making it crucial for marketershave the resources to rapidly achieve awareneiseof
Customer-Centric Focus (CCF) for SMEs. This coms$tsuggests a product feature-oriented approach to
creating CCF models. The function denotes the quncearchitecture, implementation, and
commercialization of a customer-centric focus modible method formalizes the process of composing

product functionality into descriptive CCF modélbis leads to the following hypothesis:

H2. Social media Product Feature Centric Focus ([PREs a positive effect on Customer-Centric Focus
(CCF) for SMEs’ NPD

Product Usage Focus (PUF)

Over the last few decades, user-centered desig)d@d user experience (UX) has been viewed as
critical to the process of new product and serdieeclopment. To achieve new product innovation,tmos

organizations have concentrated heavily on a prafaomprehension of product usage focus (Shin et al



2017). Social networking sites, microblogs, confenims and community ventures, wikis, e-pages, and
photo sharing sites are included in the social medbduct usage group. There is a lack of undedistgn

of social media product use and potential beneiigka and Ahammad (2020) looked at how social anedi
product use impacts workers' ability to be brandbassadors with stakeholders. Employee brand
ambassadorship is also affected by social medidugtouse (personal or work-related) in stakeholder
networking and customer-centricity.

Despite being a critical aspect of customer belapimduct usage focus has received little attanito
NPD studies. Both the conceptualization of prodisatge focus and the calculation of the construce we
insufficient. In this construct, we hope to accoisiplthree goals. First, we will define core aspexdts
product usage focus that are applicable through .N&#gond, using two different methods: self-report
guestionnaire survey and discussion, we can eskabticurate and valid measurements of product usage
focus. Finally, we will explore our conceptualinatiand evaluation of product usage focus. Thus, the
proposed conceptualization of product usage fodligpmvide not only informative use trends butals
insights into the complexities of use changes admption level (Hajli, 2015), knowledge level asita
use (Bhuiyan, 2011), perceived ease of use (BhuB@tl), perceived usability (Hajli, 2015), and gibky
product-market growth. In conclusion, the proposexceptualization of product usage focus expands on
established theoretical constructs and leads @itartunderstanding of NPD use, especially in émss of
Customer-Centric Focus (CCF) for SMEs' NPD. Thavatarguments lead to the following hypothesis:

H3. Social media Product Usage Focus (PUF) hassitpre effect on Customer-Centric Focus (CCF) for
SMEs’ NPD.

Product Cost-centric Focus (PCF)

Empirical research has investigated the intervemimgacts of improvement cost and item quality om th
connection between advancement speed and taskectgat for NPD. Managers are keen on speeding
NPD with minimal cost and maximum product qualityn(et al., 2012). Goulding (2004) investigates all
types of business improvement that are not woatemlit providing existing items to existing markdtse
basis for such activity may emerge out of unavdelalbanges to the promoting condition, yet différen
factors frequently consolidate to give the impet&uters et al. (2016) give an outline of research
distributed in the advancement and activities o #ixecutives writing on 15 techniques for cost

management in NPD, and it correlates with a prevsurvey of management accounting.



Chwastyk and Kotosowskia (2013) propose stratefiiesevaluating the expense of the arranging,
advancement, and operational exercises during NI makes it conceivable to evaluate the cost-
adequacy of the procedure to accomplish the prapbadeantages and settle on successful choicesidu a
Xie (2010) investigate a Web-based cost estimatiwh streamlining framework, a subsystem of the Fast
Item Advancement framework for stand-out creatiidris study's product development cost variablbés t
sum of the expenses of item plan, creation, anddagation, which is the actual expense of an itSome
other potential expenses related to a product dpuant cycle, such as overhead expenses, typically
correspond to this primary product development:dbgly are evaluated by increasing a steady rateeto

product development cost.

The Product Cost-centric Focus (PCF) of an NPDaitive and the future benefit from a new product is
typically used to pick innovative social media protlideas. Product cost-centric methods can also be
divided into intuitive, analogical, parametric, agmipirical. We consider the following parameterxial
media strategy cost (Goulding, 1983), social mediaketing cost (Wouters et al., 2016), social nekwo
advertisement cost (Chwastyk & Koosowski, 2014) aacial media operating cost (Tu & Xie, 2003).
How firms manage NPD costs when task uncertainhygh is a critical and largely unexplored problem.
Previous literature indicates that target costm@n important cost control method used by companie
during the NPD process. Setting and achieving &aarsric focus (CCF) goal will result in considele
cost savings in sequential NPD processes. Releeshisavings targets in the new NPD process waaild b
less efficient in lowering component costs underccorent NPD than sequential NPD. That is, consiste

with the previous literature, the following hyposiiis proposed:

H4. Social media Product Cost Centric Focus (PU&3 h positive effect on Customer-Centric Focus
(CCF) for SMEs’ NPD

Customer-Centric Focus (CCF)

New products are still generally dependent on exjshdvancements, and the appearance of the current
generation has not changed the linearity of the WRizess. Customer needs and knowledge have been
portrayed as a new procedure because novelty ematgach stage of NPD, based on responsiveness to
customer feedback (zZhan, Tan, & Huo, 2019). Hidéyanal. (2018) identify that establishing private
associations with clients all together for an oigation to get familiar with them is not a simpsgnment.
Building a positive interaction with clients neciéest®s a proper path for the company to understhed
clients to support better. Chwastyka and Kotoso\&814) observe that enterprises fundamentallywgrec

gradual character developments, which are inconspi& product changes. This technique for



advancement activities takes into account implemgractions with shorter periods and which are less

budget-consuming. The innovation processes ardeirtgpdesign and execute.

Du et. al. (2016) clarify how customer-centricigncbe estimated using seven measures of how rggular
a firm attempts to identify client needs. Specificab catch the multifaceted idea of customer &abe
measures incorporate things that emphasize bottutinent and potential clients of a firm, and lobkhe
firm's endeavors to comprehend these clients' exgdaiimplied, and future needs. Lee et al. (2021) a
Zhan et al. (2020) develop a framework for a coresuoentric focus on social media. Their cross-caltu
study shows how culture influences consumers’ comanit levels and activities on brand pages of social
network sites, which extends the underlying motoreg and engagement mechanisms in two different

countries, China and the USA.

While social media interaction has helped shingla bn the importance of customer-centric fQdMBD

can be characterized as an interdisciplinary pooédnovation that places the needs and desfré®o
customer at the center of the NPD process. Froms@mer perspective, performance interoperabifity o
NPD is very important. Researchers say there imkatetween the CCF of social media and NPD.
Depending on the CCF attributes customer is the forcus (Hidayanti et al., 2018), seeing the world
through the customer's eyes (Du et al., 2016). &ebing and identifying customers need (Chwastyk &
Kotosowski, 2014), brand building relationship (Byénti et al., 2018) and customer retention (Javis

al., 2017) could be related to strategy, new prodevelopment and new markets, or Integrated Social
Media Interaction (ISMI) for SMEs' NPD customer-trancreativity could be focused on the demands of
consumers to create a new product or service tlgtsrthese needs and desires. Therefore, we have

formulated the following hypothesis:

H5: Social Media Customer-Centric Focus (CCF) hamaitive effect on Integrated Social Media
Interaction (ISMI) for SMEs’ NPD

Customer Engagement Focus (CEF)

Customer engagement is crucial in the NPD pro@essi,contributes to an organization's effort teedep
customer-based products and services. Communic#fimugh social media can increase customer
engagement, encouraging coordinated effort in eatwn, and permitting the organization to imprane
develop new products based on clients' needs asickdéHidayanti et al., 2018). Bolton (2011) exaesi
a co-creation point of view of customer engagenteattlikewise offers new vital conversation stastir

organizations regarding their associations witlerts. Since customer engagement happens inside a



particular arrangement of situational conditiohg fitting parity of client and organization cobtites to

co-creation.

Gummerus et al. (2012) investigate customer engageas a tool for capturing customers’ comprehensiv
set of behavioral exercises toward a firm. The eratiin clarifies the impact of client commitment
practices on perceived relationship benefits aratiogiship results. Customer engagement is descabed

a process that produces a relational value resatitshould be evaluated from both the buyer's atier's
perspectives. In today's corporate world, cust@mgagement focus is a new buzzword. It is a majeed

of NPD by social media interaction. Over the lastatle, customer engagement focus has emerged as a
critical concern for NPD among corporate leaderddvade. For the sense of NPD, customer engagement
focus is perspective and multifaceted. We use Hebé& et al. (2016)'s concept to define the spectium
customer engagement focus and demonstrate how beaised in the sense of Integrated Social Media
Interaction (ISMI) for SMEs' NPD. The theoreticatusture depicted in Fig. 1 broadens our view of
customer engagement by describing enthusiasm (Bdk@11), insertion of attention (Candi & Hughes,
2017), absorption (Bolton, 2011), interaction ( Bxtb et al., 2017), perceived oneness (Gummerais, et
2012). As a result, we hypothesize that an emplmsconsumer experience influences related outsome
Via ISMI, the customer experience emphasis becomesre competency for marketers to develop an
effective NPD construct. This study thus expanded tonceptual connection between customer
engagement and social media usage for SMEs' NPEeggso Based on these arguments, the following

hypothesis can be proposed:

H6: Social Media Customer Engagement focus (CEB)ehpositive effect on Integrated Social Media
Interaction (ISMI) for SMES’ NPD

Customer Empathy Focus (CEmF)

In the sales, marketing, and promotional literatarsocial emotion, namely empathy, has been seen a
critical to comprehend the idea of worker-clientrrounications inside the business context. Furtloek w
can consolidate customer empathy and study itséhgraadministration collaborations, client relasbip
improvement, or co-production of administrationalf@8dur et al, 2018). During the COVID-19 pandemic,
empathy, described as the desire to appreciatesbdmaotions or perspectives, was considered otfeeof
essential traits of the NPD mechanism (Ngo eR@R). Despite the virtuous principle of empathgduct
analysis has mixed results regarding the impactemmfployee empathy on business performance.
Furthermore, as consumers are empathetic, the tropamployee empathy on customer-oriented action

is greater. As a result, the current study focume€mpathy and the roles consumers play in shaping



customer loyalty, and the effects of Integratedi®ddedia Engagement (ISMI) on SMEs' new product

development.

Empathy is a necessary component of normal sogiadtioning, but there are few tools for evaluating
human differences in this domain (Baron-Cohen & @iveight, 2004). Consumer empathy, or the ability
to appreciate a customer's viewpoint and emotioas traditionally been a cornerstone of NPD sihee t
practice has stressed the importance of recognainigplacing oneself in the position of consumarses

its inception(Pedersen, 2021). However, with a tgreamphasis on reason, impartiality, and evidence,
NPD may have become more empathy-deprived. Thieagic because the increasing obijectification,
differentiation, and subsequent distancing and rialiion of the NPD sector emphasize a customer-
empathetic approach to NPD proportionally neces&yrygoncentrating on a customer empathetic essence
and fostering cross-fertilization, consumer empdthged NPD tackles the increasing customer digtgnci
and classification of the domain of NPD. The abdigeussion leads to the following hypothesis:

H7: Social Media Customer Empathy Focus (CEmF)ahpesitive effect on Integrated Social Media
Interaction (ISMI) for SMEs’ NPD

Integrated Social Media Interaction (ISMI)

The rise of social networking communications isede@ting, and it is anticipated that it will havejor
impacts on organizations. Consumers are rapidlyptup social media interactions in their day-to-day
lives (Pan et al, 2019). Bashir et al. (2017) aralhe use of web-based social media in NPD fofine.
study depends on a top-to-bottom investigation aftimational companies (MNCs) in the fast-moving
consumer goods (FMCG) segment. To obtain a detailederstanding, the study uses a subjective
methodology to collect and analyze the informatibme authors recommend that social media be seen as
a casual hotspot to increase comprehension ofroessd inclinations, competitors’ exercises, adwsimty

patterns, and product feedback.

Social media interactions are described as conswomiact between businesses and consumers and
between customers through company-managed sociidmetworks. Recent literature has argued for the
importance of social media experiences for NPDppsing methodological mechanisms for managing
NPD, developing indicators, and assessing the NBiaaity in the social media context. Even so, tiwere

a need for a more in-depth understanding of thesexquences of Integrated Social Media Interactions,
especially one based on empirical evidence. We meathe relationship between social media inteoasti

with CCF, CEF, and CEmF and NPD in three MIDCs esqtbry studies involving data from 217



SMEs. The findings suggest that social media ioteras aid NPD's upselling strategies. As a resust,

eventually discover that consumers' ISMI with tHe[Non social media are more beneficial.

Marketing, economics, corporate behavior, sociolqegychology, computer technology, and political
science have all studied social media interactromfvarious disciplinary backgrounds (Ledbetter &
Meisner, 2021). Through social media, NPD has wveckimuch interest in the last few years from both
professionals and scholars, among other reasopaude of its possible effect on consumer behavior.
However, comprehension of the construct is aldtsimfang/ (Gomez et al., 2019Y he above discussion

leads to the following hypothesis:

H8: Integrated Social Media Interaction (ISMI) hapositive effect on NPD for SMEs

In summary, the classification from the literatsteows that NPD for SMES’ integration methods offers
promising new tools for filling information gapstime most acute stages of design and testing amdh®
classification framework can be applied in pracfidemetsberger and Godula, 2007). The purposerof ou
study is to build up a comprehensive framework pirmghositions showing the integration of Technology-
Centric Focus (TCF), Product Feature-Centric F¢P&$), Product Usage Focus (PUF), and Product Cost-
Centric Focus (PCF) as a Customer-Centric Focug-JG€Bategy and the integration of CCF with both
Customer Engagement Focus (CEF) and Customer Eynpatius (CEmF) as an Integrated Social Media
Interaction (ISMI) strategy (Figure 1). The litareg review on the nine constructs of TCF, PFF, FREF;,
CCF, CEF, CEmF, and ISMI facilitates the developnwdnhe framework and our research propositions.
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Figure 1: A conceptual framework of social mediaein NPD for SMEs

An integrated conceptual framework for NPD for SMBsough social media is constructed (Figure 1)
based on the prior conceptualization of CCF, CHENE, and ISM. In total, nine (9) propositions wa®
variables are developed for the integrated cone¢ptamework. An experimental assessment of theaiod
will explain further the relations among the fastcand afterward validate the created model and
recommendations. The examination gives professomalkystemic framework with suggestions for
dynamics regarding NPD for SMEs, enhancing bottSkis’ and customers’ value by offering valuable

implications for the NPD of SMESs through social naed

The examination starts with an itemized audit efdPD framework, based on which constructs ard¢edea
from the detailed survey and discussion with SMBelal media experts. Next, we get the hypothesis f
the constructs and represent it through a grapluleatt. Then, we investigate the outcome with the
assistance of CFA and SEM strategy through SPS®@AMOS programming. The exploration sums up
the ramifications of all-out NPD for SMEs througbci&l networking by considering the COVID-19
situation. Specifically, this paper differentiaesm prior literature with the objectives (i) tofef new
experiences in NPD for SMEs through social medigndguCOVID-19; (ii) to increase a more profound



comprehension of Integrated Social Media Interacti®MI) and NPD during COVID-19, and (iii) to
decide the effect of customer empathy and anahgie telationship with the help of SEM during COVID
19 for SMEs NPD.

Research Method

In order to understand the use of social mediapssaible source of information and knowledge f&ON

in SMEs, this research uses a quantitative reseathodology for collecting and interpreting data,
yielding meaningful insights into the NPD field. &fe are many reasons for selecting these SMEs to
perform this experiment. First, the researchersdtadss to a data sample of the SMEs and theseaocisp
were huge in number. Second, NPD initiatives weseiaed to include these companies extensivelydThir
social media platforms are used extensively byehmsmpanies. The process and methods adopted to

collect and analyse the data are discussed, inletaw.

This research adopted qualitative & quantitativehmes to consider the effect of social media on NPD

during COVID-19. The research process is arrangdidé phases, as seen in Figure 2.



Data search and sample selection

Literature Review from secondary sources

N

Data collected from three largest MIDC
(Talegaon MIDC, Pimpri Chinchwad MIDC
and Chakan MIDC of Maharashtra, India)

Developing survey estimates

Selection of SME
marketer/experts

Implementation of the
quantitative analysis

AN N\
a) Academic & practitioner literature Step-1: Factor evaluation
b) Conducted small-scale survey on 23 Step-2: Projection pre-testing &
SMEs CEO; collected >= 5 factors per adjustment
experts Step-3: Final questionnaire
N N

Selected organization across sectorsin
Engineering, IT, Automobile, Agro-based,
and Others

Selected 427 potential experts from the
selected SMEs

427 questionnaires were distributed
online to the selected SME
marketer/experts

217 valid responses were considered: 65
from Engineering SMEs, 80 from IT related
SMEs, 55 from Automobile related SMEs,
8 from Agro based SMEs and 9 from other

SMEs

Analysis:
SEM Model

Selected tools: IBM SPSSv.23 and AMOS CFA and paths analysis using

Analysis of results

Figure 2: An outline of the research process

Screening of significant factors related to Sobieldia and NPD during COVID-19 was carried out. A
small-scale survey was performed between SME expartd academics to identify additional
considerations and review the evaluation procesaake sure that all-important issues were addressed
Experts were approached via email and invited toesfat least) four keys that came to their atbenés
they considered the future of Social Media and NlebBng COVID-19. Finally, the questionnaire was-pre
tested by four scholars and six SME experts withsmerable conceptual and/or subject-specific
experience in this area, who checked it for preaistonsistency, rationality, and theoretical ity to
confirm that the results would be reliable.

The efficacy of the survey results relies heavitytbe right choice of interviewees. To maintainighh
degree of variability and reduce the cognitive lmashe various participants, the SME marketer/eixpe
panel was systematically selected based on thisrleeHeterogeneity was accomplished by experta fro
different SME fields such as Engineering, IT, Autibite, Agro-based and other categories; and through
the addition of trained experts from academia & Sididrketers /experts. As a result, 217 possibleréxpe
from 172 SMEs with expertise in the research fiIGMESs were required to participate in the fordio.



ensure that only experts are represented in tlihdegury, participants with legitimate expert kvledge

of SMEs were selected. Participants were adequbtiefed about the research context before theviiete

and were ensured of the confidentiality of thefoimation. The Mann—-Whitney U-Test was also used to
screen for possible non-response bias. No substamatiiations (p<0.05) and no non-response biatdcou
be detected when comparing the differences in respto all 23 predictions.

The questionnaire survey method was used in tlsigareh, allowing panelists to provide quantitative
evaluations quickly. Prior appointments have beaderto maximize the response time. 427 questicemair
were distributed electronically to selected expeBssides, respondents were granted the right do ad
gualitative justifications for their quantitativegfires. Quantitative and qualitative assessmentitéw
justifications by other professionals) soon afteitt initial assessment, summarizing the expesdf$irates

involved. After discarding unfinished answers, 2&ld responses were accepted.

This study employstructural Equation ModelingSEM) using AMOS version 23 software to examine the
research model and hypotheses. It is capable aflihgnsimultaneity, where the conceptual network of
relationships provides meaning to embedded measlihesSEM helps to test the relationships between
the constructs (e.g. Customer-Centric Focus , @ust&Engagement Focus, Customer Empathy Focus, and
Integrated Social Media Interaction strategy), daetérmines the predictive power of the model, foitg

a two-stage process as prescribed by Anderson arurg (1988). Moreover, the SEM combines a dual
focus on prediction concerning the structural refethips among constructs with the measurement of
latent, observed indicators (Venaik, Midgley, angviDney 2005). Our structural model assessment will
offer an analysis of the path coefficients (diretl indirect effects between latent variables) ginedness

of the fit of the entire model, and the boot-steghpcores (Tubadji and Nijkamp 2015). The unitr@figsis

in this study was a SME.

Research Setting

The objective of the article is to measure the abmentioned constructs of SMEs based in India. &her
are three reasons for researching such a settirgl, the Indian economy is characterized by adarg
proportion of SMEs. Second, Indian SMEs are chari&etd by a high proportion of original innovators.
Third, Indian SMEs account for around 70% of th&ltemployment. The methodology applied in this
study is descriptive, intending to implement in fieéd of NPD. The study is considered as actioested

research, in terms of intention. The questionnaideterministic or regular and was configured adicg

to a 5-point Likert scale. It was crafted aftendsting relevant NPD references and consulting with

academicians and SMEs’ social media marketers.



Data Collection Process

A random sample of 334 firms was drawn out of 4@8lécted SMES, based in Maharashtra, India from
three MIDCs (Maharashtra Industrial Developmentp@eation) locations in Maharashtra from March
2020 to June 2020. The product development manageeters of SME were surveyed and 229 firms
responded, giving a response rate of 68.56%. O@8fquestionnaires collected, 217 were found valid
and used for data analysis. Initial contacts wesdeno welcome them to participate in the meetiwbigh
focused on respondents of the organizations takem fone online SME group comprised of 427
individuals. We reached the product developmentagars/marketers by e-mail/Whatsapp with a survey
hyperlink requesting their participation in ourdyguand followed them up as needed via telephoris. cal
The questionnaire was published via the group pama they were requested to use a survey hyjadin
complete the survey. Besides, data on the thematilysis was collected using interviews with thénen
focus group via Zoom software, with samples cuttimpugh users, technicians, and experts from Pune,
the Industrial Hub of India. This study undertoothamatic analysis by using the NVivo Pro 11 sofeva
for deductive coding. The key finding from the s is that there was a functional relationshigvben
customer empathy and NPD of SMEs via Integratedabddedia Interaction. The exploration study
utilized a descriptive and inferential design. Wert utilized multiple/multivariate regression arsidyto

determine the connections between the independeiatoles and the dependent variable.

The research is designed based on a standardiestiannaire form, which is used via an online syree
develop a framework for NPD for SMEs through soci@dia during COVID-19. The online survey
collected data from 334 accessible responses @ot&iom active SME marketer networks in Maharashtra
India. The research guided the analyses over fauntims in 2020 to gain multiple perspectives on NPD.
Table 2 provides descriptive statistics of the gidemographics. The SME people's segment profiles
were evaluated utilizing six review variables: agender/sexual orientation, education, designatigre

of SMEs, and type of operations. Utilizing a bleshdechnique approach, this research mainly focases
creating a new construct during COVID-19, which heeen named the "Customer Empathy Focus"
construct. In conclusion, the investigation contelzes the conventional obstructions of SMEs’ aloci
media marketers to accommodate the COVID-19 cofitetter. The study also points the way for future
research on multinational corporations’ (MNC) NPD.

In-depth interviewing is a powerful methodology &mquiring insight into the phenomena of intersisice
respondents offer intensive relevant data not gdllyea structured questionnaire. The study ledffereént
guery searches by utilizing the pursuit highlighiNeVivo (QSR International). The query searcheseve
principally used to discover interesting patteassociations, and abnormal data from the subjelitiévary



substance. The study used word clouds given by W-Mil to understand some key topics in the
information. Word clouds are an apparatus to vigutdpict and decipher the discoveries: the mogele

the word use, the bolder the color and the bigberdize. Investigation of word-cloud-utilized crude
information through N-Vivo 11 (Figure 3) outlinehat SMEs marketers and other executive members
referenced cNPDerning the the NPDNPD frameworkSwEs through social media COVID-19. After
content examination, we utilized QSR's N-Vivo 1fware to explore composed meeting transcripts. At

the later stage, these words were utilized to agvile constructs for model framing and quantieatiata
analysis.

Figure 3: A cloud-based thematic analysis of Carestrusing Nvivo

We conducted online group conversations and onfirgepth, open-ended personal written interviews
between March 27th and June 17th, 2020 with 27 Sié&sal media marketers in Maharashtra, India.
Interviews were variously recorded, audio-taped #madhscribed. To adopt a premeditated thematic
analysis, transcripts of interviews and significanmments have been coded to illustrate and describ
appropriate use of social media. To understanéhtpact of social media on NPD systems and challenge
related to the use of social media in SMEs, ficsinspect the related excerpts, we formulatedsarigive

coding procedure, and coded based on descripticari@nces. To get an overall impression of the
information, a Word Frequency Query was utilizedd@oognize the most frequently-used words overall
records. This methodology gave an indication ofclvhcodes ought to be used. The Coding Stripes

Investigation helped in the examination's appligbsmcement by contrasting hubs (empathy, engagément



and by outwardly delineating how they identifiedtweach other. This empowered a quest for crossing
codes to recognize content coded to more than @& proposing associations between COVID-19 ideas.
For instance, the most generally referenced nodagagement, which incorporated every positivecaoti

of NPD in all the records. The Coding Stripes Exsation empowered 'focus' node to be delineatea clos

by the node with which it most frequently co-oceatr

The study utilized covariance-based SEM with AM@SBsion 23 software package. In the first place, the
study tried for normal technique bias and afterwaayed out a CFA to assess the goodness of fitesdi
and validity and reliability measures. From thainpato test the research hypotheses, the studyzath
the structural model. The reasonableness of dataHEM was a significant consideration. To assdssila
model’'s appropriateness, Hair et al. (2016) pre@svo-advance procedure with CFA and SEM. As the
recommended methodological approach for estimatiegiating models (Hair et al., 2016), SEM can
examine the direct, indirect, and total effectprfposed relationships.

Measurements

No earlier approved scales were accessible to iyatifferent hindrances or protections toward NPDs
(Talwar et al, 2020). Therefore, we adjusted th®NPales used by earlier researchers to the NRiDget
by alluding to scale improvement’s psychometriccpidure. Subsequently, a multi-technique approach, a
suggested by (Lezhnina & Kismihok, 2020), was z&iti, which incorporated a literature review, open-
access articles, expert opinion, pilot study, arekssectional overview. A subjective assessmest wa
necessary, as the current examination is the figgtremental examination concerning NPD metrics for
SMEs through social media during COVID-19.

A rigorous review of the extant literature was umaleen to develop the observed items of all thenfiat
variables in order to address the relationship éetwT echnology Centric Focus, Product Feature {Centr
Focus, Product Usage Focus, Product Cost-centéasrdCustomer Empathy Focus, Customer-Centric
Focus, Customer Engagement Focus, New Product @mwveint, and the mediatindffect of Integrated
Social Media Interaction on this linkage. Measuretud the research constructs involved the emplagme
of multi-item reflective scales (Bollen & Lennox, 99. The use of multi-item measures enhances
confidence so that the measurement of the researdtract will be consistent (Churchill, 1979). Each
construct in the overview was estimated by a mimmai four factors drawn from the earlier studieseT
descriptions of the constructs are shown in TabEvéry factor in the poll was estimated by a fipant
Likert scale including strongly agree (5), agreke féutral (3), disagree (2), and strongly disagtée



Table 1: Development of Constructs

Centric Focus)

Better technology attribute

Constructs Variable Item sources & year

Technical advancement (Healy et al., 2018)
1.TCF Unique technology feature (Aleixo & Tenera, 2009)
(Technology

(Sanayei, 2016)

Automation

(Cooper & Edgett, 2010)

2 PFF (Product
Feature Centric

Focus)

Idea generation

(Rathore et al., 2016)

Product design

(Owens & Davies, 2001)

Product feature

(Rathore et al., 2016)

Commercialization of product

(Owens & Davis,20m01)

3. PUF (Product

Usage Focus)

Adoption level

(Hajli, 2015)

Knowledge level at specific usage

(Bhuiyan, 2011)

Perceived ease of use

(Bhuiyan, 2011)

Perceived usefulness

(Hajli, 2015)

4 PCF (Product
Cost Centric

Focus)

Social media strategy cost

(Goulding, 1983)

Social media marketing cost

(Wouters et al., 2016)

Advertisement cost on social networks

(Chwastyk é@dsowski, 2014)

Social media operational cost

(Tu & Xie, 2003)

5.CCF (Customer

Centric Focus)

Customer is the first focus

(Hidayanti et. al., 8p1

Seeing the world through the customer's eyes

(Dt £2016)

Researching and identifying customers need

(ChWkasstigotosowski, 2014)

Brand building relationship

(Hidayanti et al., 2018

Customer retention

(Jarvis et al., 2017)

6. CEF (Customer
Engagement
Focus)

Enthusiasm

(Bolton, 2011)

Insertion of attention

(Roberts et al., 2017)

Absorption

(Bolton, 2011)

Interaction

(Roberts et al., 2017)

Perceived oneness

(Gummerus et al., 2012)




) (Elavarasan & Pugazhendhi, 2020) and
Campaign )
Primary Source*
7.CEmMF
Touching language Vellingiri et al., 2020
(Customer uching languag (Vellingiri )
Empathy Focus) | Indiscreet message (Ali & Alharbi, 2020)
Sensitive message (Paital, Das, & Parida, 2020)
Identification of opportunity and idea (Bashir &t 2017)
8. 1SMI Product concept development (Martini et al., 2013)
(Integrated Social | Product concept testing (Bashir et al., 2017)
Media Interaction
) Product design and engineering (Martini et al.,301
Prototype development and testing (Part, 2010)
Customer insight (Roberts & Piller, 2016)
Roberts & Piller, 2016; Carr et al., 2015;
9-NPD (New Camp Explore — how organizations search for NPD ( )
Product Liu & Kop, 2015)
Development) Camp Concrete — how customers involve in NPD (Rsk&Riller, 2016; Du et al., 2016)
Customer expectations of launching new products ugeiet al., 2017)

Primary Source* refers an opinion from social madiarketers for NPD

Data Analysis and Results

Structural equation modeling (SEM) helps to evauhé reliability and validity of the measuremermtdel
(Ringle et al, 2005). It evaluates the measureraedt structural models concurrently, simultaneously
running factor analysis to assess the convergehtisariminant validity, and hypothesis testing {&eet

al, 2000). Data were analyzed and interpreted iwastage process, as prescribed by Anderson and
Gerbing (1998). The units of analysis in this stugyre SMEs based in India. The analysis was degdigne
as a structure equation model using survey dater@SMESs, covering information on various measures
on Customer-Centric Focus strategy, Customer EmgageFocus, Customer Empathy Focus, Integrated

Social Media Interaction strategy, and NPD.

Table 2 illustrates the demographic informatiorthaf respondents in the survey along the profiléHer
SMEs under study. Most respondents were univeesiticated (51%), male (78%) and in the 31+ age
group (59%). Operational executives and departrhengmagers accounted for 32% and 42% of the

responses respectively. The responses came freousamdustries, with the most responses colleftted



IT-related firms (37%) and the automobile composéndustry (25.4%). Among the SMEs, 65.5% were

involved in business-to-business operations, wthige remaining 34.5% were involved in business-to-

consumer operations.

Table 2: Demographic data analysis

Demographic ) Pimpri )
Industrial Areas ) Total with
Parameters Chinchwad Chakan MIDC Talegaon MID(
(MIDCs) Percentage
MIDC
Total Samples N1=56 N.=44 N3=117 N=217
S Male 49 32 87 168 (77.42%)
ex
Female 07 12 30 49 (22.58%)
20 or Under 00 01 02 03 (1.38%)
A 21-30 21 19 45 85 (39.17%)
ge
31-40 33 21 49 103(47.47%)
40-above 02 03 21 26 (11.98%)
School level 00 00 00 00 (0.00%)
) Graduate 25 20 65 110 (50.69%0)
Education i
Professional 27 23 50 100 (46.08%)
Others 04 01 02 07 (3.23%)
Executive 14 23 33 70 (32.26%)
_ ) Manager 24 13 55 92 (42.40%)
Designation
CEO 07 04 12 23(10.60%)
Owner 11 04 17 32(14.74%)
Engineering 10 08 47 65 (29.95%)
IT 25 21 34 80 (36.87%
Type of SMEs | Automobilé 15 10 30 55 (25.35%
Agro based 04 01 03 08 (03.69%)
Others 02 04 03 09 (4.14%)
Type of Bto B” 40 32 70 142 (65.44%)
operation Bto C” 16 12 47 75(34.56%

* automobile components industry; ** business-tsibess; *** business-to-consumer

Assessment of the Measurement Model

Using the two-pronged approach developed by Andeasal Gerbing (1998), an assessment model was

generated before the conceptual model was evalugitedprediction model was tested as a CFA method



using AMOS, with a maximum likelihood estimatiorpagximation for each corresponding latent variable.
Then, a structural equation analysis in AMOS 23u&atad the presumed ties in the measured analysis.
SEM is an observable method for the evaluation yofadhic theories with multiple linking variables.
Estimating SEM structures involves describing aigicant number of equations. The system provides a
equation for each 'reaction’ or 'endogenous' compiotit can be seen as a blend of analyses oftterf
regression, and analysis of the path. SEM is a auatibn of components and multiple-regression aialy
The SEM can be partitioned into two sections. Theleh of measurement is the part of the model which
relates measured variables to latent variables.rié@suring model is the model component that ilate
calculated variables to latent variables. The stinat model is the component of latent variabldecting

relationships.

SEM was chosen as the end objective of this exgatinas this technique opens up a large arrayssiipie
outcomes. The dataset's skewness and kurtosisaéistinoccurred separately within the stipulatedyesn
between £3 and +10 (R.B Kline, 2011), which indgsathat knowledge was normally disseminated. The
analysis revealed that the Kaiser-Meyer-Olkin SamgpAdequacy (KMO) estimate was 0.915, which
defined a high-shared shift and a relatively snd@parity in individuality (Kaiser and Cerny, 1979)
Bartlett's sphericity test (testing that the matfxcorrelation has an identity matrix) firmly apped the
sufficiency of the test size (Chi-square = 9913,981= 741), confirming the reasonableness of EBA f
this information (Cooper & Schindler, 1998). Crooba alphax>0.7 (Nunnally & Bernstein, 1994) was
satisfactory for all of the 9 constructs (TablesBdwing internal consistency.

Table 3: Reliability analysis of the Constructs

Constructs Cronbach’s Coefficienta
TCF (4 items) 0.910
PFF (4 items) 0.952
PUF (4 items) 0.957
PCF (4 items) 0.937
CEmMF (4 items) 0.920
CCF (5 items) 0.971
CEF (6 items) 0.951
ISMI (5 items) 0.970
NPD (4 items) 0.901




Measurement model Validity

The measurement model of this examination has aguade number of substantial indicators for each
construct. To demonstrate this, we first conductedrdirmatory factor analysis (CFA), in which varsou
tests of construct validity and reliability wererfoemed. In assessing CFA, the base number of ifems
each construct needs to be at least three, andadllated standard loadings must be higher than(Bl&ir,
Anderson, Black, & Barry, 2016). The factor loadofgvery item was exceptionally significant (p<@p0
and the estimations of loadings lay between 0.7Ga88. The reliability of each item was confirmed by
factor loadings, which were above 0.70 for all isefHair et al., 2010). As can be seen in TableRiwas
over the suggested limit of 0.70 (Nunnally, 19%8% utilized the average variance extracted (AVE} as
rule for convergent validity with cufbof 0.5, following the proposals of Fornell and tlkar (1981).

Moreover, the Composite Reliability (CR) of eacmsiouct was more than 0.70.

Table 4: Convergent Validity

ltems Factor Loading Constructs AVE CR
TCF1 0.840
TCF 2 0.869 Technology Centric
0.708 0.829
TCF 3 0.858 focus TCF)
TCF 4 0.824
PFF 1 0.886
PFF 2 0.949 Product Feature Centric
0.834 0.953
PFF 3 0.906 Focus PFF)
PFF 4 0.911
PUF 1 0.922
PUF 2 0.923 Product Usage Focus
0.846 0.957
PUF 3 0.909 (PUF)
PUF 4 0.926
PCF 1 0.872
PCF 2 0.888 Product Cost-centric
0.790 0.938
PCF 3 0.909 Focus PCF)
PCF 4 0.885
CEmF 1 0.799
Customer Empathy
CEmF 2 0.860 0.745 0.921
Focus(CEmF)

CEmF 3 0.892



CEmF 4 0.897

CCF1 0.907
CCF 2 0.95

Customer Centric Focus 0.871 0.971
CCF 3 0.934

(CCF)

CCF 4 0.943
CCF5 0.933
CEF1 0.857
CEF 2 0.856

Customer Engagement
CEF 3 0.919 0.793 0.950

Focus(CEF)

CEF 4 0.904
CEF5 0.915
ISMI1 0.899
ISMI 2 0.94

Integrated Social Media
ISMI 3 0.939 ) 0.865 0.970

Interaction [SMI )
ISMI 4 0.925
ISMI 5 0.947
NPD 1 0.763
NPD 2 0.845 New Product
0.698 0.902

NPD 3 0.878 DevelopmentIPD)
NPD 4 0.852

An Integrated NPD Model for SMEs

As depicted in Figure 4, the suggested integrat®d Nnodel for SMEs stresses the presence of an
Integrated Social Media Interaction (ISMI) wheref;CEF and CEmF play key roles. It is suggestet tha
the ISMI mechanism cannot be isolated from TCF,,FBJ and PCF. The framework places the role of
ISMI in such a way that it links the two main plaey@n the newly-formed framework of CCF, CEF, CEmF
& NPD. An integrated description of the core comguais of the NPD processes within an enterpriseeleri
from the recent literature and the analytical wofkhe various SMEs. During the COVID-19 pandemic,
interviewees in the observational study's designexa established few integral social media comptse

in the NPD framework. While poor links and the gfigant noise of misleading or even false inforroati
influence social media, our results show that netesequires "customer empathy" during the COVID-19
pandemic to help decision-makers better appretisemeaning and consequences of their NPD. Our
results indicate that, during the COVID-19 pandenfiere has been a beneficial impact of social enedi

the NPD phase. Our findings have significant ingdiians for policymakers and stakeholders intereisted



the analysis of NPD-related behavioral patternSMEs during the COVID-19 pandemic via social media
The paper concludes that the 'hybridization' sauiadlia solution to NPD for SMEs, shown by the gyste
provides some organizational potential.
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Figure 4: An integrated NPD model showing the retethip between Constructs

The model was first tested to check the connecti@tseen the various parameters. The modelingi®f th
study's structural equation was based upon covaidrhe findings of the structural model path asialy

in this research are shown in Figufhe structural model findings are shown in Talilbe detailed study
bolsters the hypothesis that Integrated Social Béwlieraction is more influential on NPD. Similarly,
Customer Technology Centric Focus, Product Fea@emtric Focus, Product Usage Focus, and Product
Cost-centric Focus have a positive and significatationship with Customer-Centric focus. Customer-
Centric Focus, Customer Engagement Focus, and i@estémpathy Focus have a significant relationship
with Integrated Social Media Interaction. The aftéfects of this examination are strong (for parfance

as the result) and offer a fascinating insight thi relations between social media and NPD agtivit



Evaluating the goodnessf it criteria

We used the guidelines for model fit recommendeldiy et al., 2010, using several fit indices (ix@/df,
CFl and RMSEA) to avoid redundancy. Model fit wasleated using the maximum likelihood (ML)
method. All the related records were within accelgt@anges, including Chi-square to degrees ofifsee
(x2/df = 1.728), root mean square error of approximmafRMSEA = 0.058), comparative fit index (CFI =
0.951), Tucker-Lewis index (TLI = 0.945), incremarfit index (IFl1 = 0.951) and normed fit index (NF
=0.891). This attribute shows a reasonable maiel the generated dataset (Hu & Bentler, 1999r kefa
al., 2016).

Table 5 illustrates goodness-of-fit indices of 8tasal Model Testing (SME) using AMOS. Comparative
fit index (CFI) yielded a decent match average.8f0 by reaching the recommendation rating. Wihige t
goodness-of-fit index (GFI) at 0.740 was slighdgg than the specified limit of 0.90, the root megurare
error of approximation (RMSEA) was 0.073, showiogwacy of the details and a nearby good fit. CMIN

/ DFI's calculated estimate was 2.142, which ingigaa strong nearby model fit. The values of AGFI
(0.705), RMSEA (0.073), TLI (0.914), CFI (0.92051 (0.921), PNFI (0.799), and PGFI (0.653) stat th
the model suggested was objectively quite simdambdel performance, as the corresponding values of
such parameters were marginally below or quite teetre prescribed value range for a suitable match

Table 5: Goodness-of-Fit Indices of Structural Modesting using AMOS

Recommended range of values forja Resultant

Good-of-fit Index Statistics Abbreviation
good fit Value

Absolute Fit Measure
Chi-square test 12 p > 0.05Marsh & Hocevar, 1985) 1474.034
Degree of Freedom df df > 0(Bentler, 1990) 688
Chi-square/Degree of Freedom x2/df y?ldf < 3(Marsh & Hocevar, 1985) 2.142
Goodness of Fit Index GFI GFI> 0.90(Chau, n.d.) 0.740
Adjusted Good-of-Fit Index AGFI AGFI > 0.90(Chau, n.d.) 0.705
Root Mean Square Error of
Approximation RMSEA RMSEA < 0.0§Byrne, 2013) 0.073
Increment Fit Measure
Tucker Lewis Index TLI TLE 0.95(Kline, 2016) 0.914
Normed Fit Index NFI NF? 0.95(Hu & Bentler, 1999) 0.861

Comparative Fit Index CFlI CH 0.90(Segars & Grover, 1993) 0.920



Relative Fit Index RFI RFI >0.9(Hu & Bentler, 1999) 0.850

incremental fit index IFI IFI >0.9(Hooper et al., 2008) 0.921
Parsimonious Fit Measure

Parsimonious Normed Fit Index PNFI PNFI > O(blooper et al., 2008) 0.799
Parsimonious Good-of-fit Index PGFI PGFI > O(boper et al., 2008) 0.653

Path Analysis

The procedure allowed us to investigate the relatip between key factors influencing the Integtate
Social Media Interaction. This investigation apgl®EM to test eight hypotheses to analyze the itspac
of the TCF, PFF, PUF, PCF, CEmF, CCF, CEF, ISIM] dRD.

Hypothesis 1 predicts that social media Technot@gntric Focus (TCF) has a positive effect on Custem
Centric Focus (CCF) for SMEs’ NPD. The standardizgefficients f§) of social media Technology Centric
Focus and Customer-Centric Focus are 0.344, and-ihkie is 3.699, p < 0.01, indicating statistical

insignificance. The findings support this hypothesis

Hypothesis 2 proposes social media Product Fe@em&ic Focus (PFF) has a positive effect on Custem
Centric Focus (CCF) for SMEs’ NPD. The standardizedfficients of Social media Product Feature
Centric Focus and Customer-Centric Focus are -0.688lue = -1.941, p-value 0.01), indicating

statistical insignificance. Hence, hypothesis jected.

Hypothesis 3 suggests a significant positive refesthip between Product Usage Focus and Customer-
Centric Focus (CCF) for SMEs’ NPD. The standardizeefficients of Product Usage Focus and Customer-
Centric Focus (CCF) for SMEs’ NPD are 0.176, t-eatu 0.533, p-value- 0.01, indicating statistical
insignificance. The findings do not support this dtyesis.

Hypothesis 4 proposes that Product Cost-Centric$bas a positive and significant relationship
with Customer-Centric Focus. The standardizedfictents of Product Cost-Centric Focus and
Customer-Centric Focus are 0.331, t-value = 3.483alue < 0.01, indicating statistical

significance. Thus, hypothesis 4 is accepted.

Hypothesis 5 suggests that there is a significasitipe relationship between Customer-Centric Fang
Integrated Social Media Interaction. The standadlizoefficients of Customer-Centric Focus and
Integrated Social Media Interaction are 0.237, ltwa= 3.585, p-value < 0.01, indicating statistical

significance. Thus, Hypothesis 5 is fully supported



Hypothesis 6 predicts that Customer Engagements-bas a positive and significant relationship with
Integrated Social Media Interaction. The standa&dlizoefficients of Customer Engagement Focus and
Integrated Social Media Interaction are 0.230, ltwa= 3.529, p-value < 0.01, indicating statistical
significance. Thus, the findings do support thisdtlpsis.

Hypothesis 7 suggests that there is a significasttipe relationship between Customer Empathy Focus
and Integrated Social Media Interaction. The stetdidad coefficients of Customer Empathy Focus and
Integrated Social Media Interaction are 0.233, ltwa= 3.448, p-value < 0.01, indicating statistical

significance. Thus, Hypothesis 5 is accepted.

Hypothesis 8 predicts that Integrated Social Méuliaraction has a positive and significant relatigns
with New Product Development. The standardizedfmiefts of Integrated Social Media Interaction and
New Product Development are 0.582, t-value = 8.p4&lue < 0.01. The results indicate that ISMI was
positively related to NPD. Hence, Hypothesis &ul/fsupported.

Since the standard of measurement model was adequetthecked the structural one. The effectseof th
path analysis were calculated from model fit indiead the value of the regression coefficientsleréb
presents the relationship between TCF, PFF, PUF, BEmF, CCF, CEF, ISMI, and NPD.

Table 6: Structural Model Results

Hypothesis Structural Equations Coefficients ) t-value p-value Result
H1 TCF __s CCF 0.344 3.699 b Supported
H2 PFF ——> CCF -0.638 -1.941 0.052 Rejected
H3 PUF ——> CCF 0.176 0.533 0.594 Rejected
H4 PCF > CCF 0.33 3.783 ok Supported
H5 CCF ——> IsMmI 0.237 3.585 b Supported
H6 CEF —> ISMI 0.230 3.529 ok Supported
H7 CEmMF ——> ISMI 0.233 3.448 b Supported
H8 ISMI ——> NPD 0.582 8.143 ok Supported

Notes: *** Significance level: p < 0.01

Discussion and Implications



The purpose of this study was to shed some lightthe pragmatic issues and acceptability of sagirated
framework of NDP from the interactions with soaiaédia in SMEs sector. The paper introduces a new
NPD conceptual model for SMEs to promote, perfommd ¢hrive in a competitive market during the
COVID-19 pandemic via social media. This paradigrowdd be used to objectively analyze the context
and result of SME internationalization as a theoatprism. It was revealed that previous busingssain
barriers to NPD include: lack of funding, inadequantelligence, difficulty selecting reputable
collaborators and vendors, lack of bargaining powesufficient expertise, lack of industry awaresies
limited foreign experience, lack of government sappand insufficient demand for small business
products.

Structural equation modeling (SEM) is utilized &stt our proposed framework and hypotheses. Our
findings show that SMEs’ NPD depends on Integré&edial Media Interaction (ISMI). Subsequently,

ISMI relies upon Customer-Centric Focus, Customagdgement Focus, and Customer Empathy Focus.
Customer-Centric Focus depends upon TechnologyriCérticus, Product Feature Centric Focus, Product
Usage Focus, and Product Cost-Centric Focus résglgctThese constructs were studied for each phase
of the NPD procedure and brought together in a émonk of NPD for SMEs. The newly-developed

“Customer Empathy” construct in this study can bemmense use to SMEs for NPD initiatives to ensure

clutter-free differentiation with their NPD process

Social media helps SMEs engage clients during D¥10-19 pandemic in a comparatively inexpensive
manner and at high productivity levels for NPD. Timelings show that the NPD phase of SMEs during
the COVID-19 pandemic can be clarified only palilythe presence of SME stakeholders on the board
and the social media behavior of the members ofSii&’'s board. Our frameworks partly affirm the
advantage of inviting owners/CEOs of SMEs to slafdPD's practices. Inviting social media marketers
with the right contacts, particularly those withogosocial media links, appears to positively infice
social media in the NPD process. The research mfknced by many social media marketing models,
including the 7-P model, the innovation-orientedeinationalization model, the Uppsala Model, the
Network Approach Model, the Born Global Model, fResource Based View model etc., and investigated

various aspects of consumer intent for social media

Theoretical Implications

The findings of this study validate the proposed eh@ad contribute to theory and practice. The paper

extends the literature by contributing to the tle¢ioal development of a conceptual model for exjirte)



the relationships among the constructs. It isfilsé to introduce additional constructs such astGuner
Empathy (CEmF) and Integrated Social Media IntéoagiSMI).

This study made several significant theoreticaltdoutions. The findings concentrate primarily dret
possible advantages of social media in SMEs’ NRInéwork during the COVID-19 pandemic. Though
NPD studies have explored many avenues, this dtadyprimarily emphasized three areas. The first is
developing an integrated model for SMEs for NPDcpes using social media during the COVID-19
pandemic. The second is the expansion of the titexraby contributing to the theoretical design of a
conceptual model to clarify the connection betwéasm constructs. The third aspect is the study of
Consumer Empathy Focus (CEmF) and its consequeincemanagerially-related decisions across
empirical models. A special emphasis has been glaneexploring the effects of Customer Empathy on

NPD and corporate performance.

To our knowledge, this is the first study to engatby apply the social media innovation-oriented
internationalization paradigm to NPD for SMEs. Teearch contributes to the limited literature loa t
contemporary prevalence of NPD for SMEs via sonigdia. The analysis contextualizes the generic
obstacles of innovation-oriented internationalizatvia social media to help accommodate the NPD for
SMEs.

Practical implications

The findings have several implications for researshpolicymakers,, and stakeholders in understgndi
NPD-related behavioral trends for SMEs via societiim during the COVID-19 pandemic. The intellectual
structure and detailed NPD literature frameworkeligped in the present study provide practitiondth w
useful perspectives to better understand the effécEME activities in increasing organizational
environments. It provides realistic alternativesmlyithe COVID-19 pandemic to SMEs seeking to aghie
NPD via social media. During the COVID-19 panden88JEs need "customer empathy" and helpful

mechanisms to help decision-makers better undetstencontext and implications of their NPD.

The model gives helpful advice to NPD SME admiaigtrs. In the social media context, improved
awareness of the factors associated with intrimsitivation will activate NPD for SMEs. This may als
inspire people to continue associating themsehidis tive underlying SMEs. Thirdly, the present study
results illustrate the value of Customer EmpathySBIE groups focused on social media users. Finally
our suggested system offers a 360-degree vieweohsipects to be handled before releasing every new
product for SMEs via social media, from the manfj@iewpoint. The research gives some perspectives
into the diverse forms of customer interactionaNPD and the consequences for marketers to aedte



promote powerful and favorable NPD-Social Mediatmenships. The key policy consequences of our
research are the steady improvement of the NPCBRES during the COVID-19 pandemic via social

media, which certainly raises the competitive ptitén

Conclusion

During the COVID-19 pandemic, SMEs' use of sociadim for purposes of correspondence and
connectivity acquired considerable prominence. &awtworking groups have been seen to be inflaknti
in fostering market reputation. The framework féfEs NPD through social media during COVID-19 has
by and large been seen as an unusual exampley tostnstruct, but once produced completely pabfi.

Past research shows that Consumer-Centric FocuSustdmer Engagement Focus through the Integrated
Social Media Interaction approach is the leadiigger of NPD. However, Customer Empathy has not yet
been observed in the sense of COVID-19 scenariois. Study is the first effort to address the gap in
creating a "Customer Empathy" construct for thetegcal model and empirically test it among SMEs'
social media new product marketers. A few conchssiare drawn through a progression of statistical

investigations dependent on a review of 217 spstsdh the SME sector.

Besides, regardless of the restrictions sketchgdhos study reaches out to earlier research byrituting

new important insights into the "social media aggtibns for NPD" literature. The study offers
observational help for a few hypothetical recomnagioths progressed in the paper. The findings also
provide valuable managerial implications for glohelv product marketers and correspondence experts.
The results recommend that "customer empathy" wagrgssively active for NPD for SMEs through
online social media during the COVID-19 pandemiwe Tonceptual framework and experimental approval
offer valuable data for future studies. This stuadgasures the direct effects of Integrated Sociadide
Interaction on NPD performance; future researchidcoonsider incorporating control variables suckthas
number of new products, type of new products, etainget destination of new products. In futurdextive
investigations, multi-criteria decision techniquesch as analytic hierarchy process (AHP), analytic
network process (ANP), a technique for order penforce by similarity to ideal solution (TOPSIS),fuz
sets, and the mix of these strategies for critibadking, might be applied to examine NPD modeling
purposes. Future research can utilize qualitativestigations (analysis by NVivo®) to study howeuift
the term COVID-19 is available in references to NBRted papers. In conclusion, this research ibantas
significantly to theories and practices by drawittgraion to the reasons for adopting new metrich s
"Customer Empathy Focus". Ifffers noteworthy contributions to the NPD processhim COVID-19

context.
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