
 

 

 University of Groningen

The roles of experience, commitment to new platforms, and inter-firm cooperation in shaping
new product performance
Koval, Oleksii

IMPORTANT NOTE: You are advised to consult the publisher's version (publisher's PDF) if you wish to cite from
it. Please check the document version below.

Document Version
Publisher's PDF, also known as Version of record

Publication date:
2019

Link to publication in University of Groningen/UMCG research database

Citation for published version (APA):
Koval, O. (2019). The roles of experience, commitment to new platforms, and inter-firm cooperation in
shaping new product performance. [Thesis fully internal (DIV), University of Groningen]. University of
Groningen, SOM research school.

Copyright
Other than for strictly personal use, it is not permitted to download or to forward/distribute the text or part of it without the consent of the
author(s) and/or copyright holder(s), unless the work is under an open content license (like Creative Commons).

The publication may also be distributed here under the terms of Article 25fa of the Dutch Copyright Act, indicated by the “Taverne” license.
More information can be found on the University of Groningen website: https://www.rug.nl/library/open-access/self-archiving-pure/taverne-
amendment.

Take-down policy
If you believe that this document breaches copyright please contact us providing details, and we will remove access to the work immediately
and investigate your claim.

Downloaded from the University of Groningen/UMCG research database (Pure): http://www.rug.nl/research/portal. For technical reasons the
number of authors shown on this cover page is limited to 10 maximum.

Download date: 25-05-2023

https://research.rug.nl/en/publications/caa18cbd-9370-4615-893a-da95bc521d0d


157 
 

English Summary 

This dissertation examines the drivers of New Product Development (NPD) performance in the 

light of important platformization themes, such as firms’ NPD experience, inter-firm 

cooperation and NPD commitment to a new platform / technology. In three inter-related 

empirical studies, the thesis reports about the drivers of NPD performance, its mediators and 

moderators. Each study contributes to our understanding of what drives NPD performance, yet 

asks a different question and differs conceptually with dissimilar theoretical groundings. Each 

study serves as a piece of a puzzle that provides an answer to the question “what determines 

new product performance of firms?”. 

This dissertation develops a general research framework and empirically tests its 

underlying hypothesized relationships in the video game industry. Data about firms and the 

success of their launched products (video games) cover the period from 1995 to 2014 years, 

and include information about 4 main platforms (Microsoft, Nintendo, PC and Sony). The data 

cover the PC game industry (1st study) as well as the consoles industry (2nd and 3rd study). All 

three studies use OLS regression analysis to estimate direct, mediation and moderation effects 

within the postulated conceptual models. Based on the empirical results, we discuss the 

contributions of each study to strategic management and innovation theories. 

In the first study, we analyze the impact of firms’ NPD experience and time-release 

strategy on new product performance. Previous studies in this field show inconsistent results, 

which motivated us to explore this relationship. Scholars argue that experienced firms can 

attain better new product performance than unexperienced firms, because they can benefit from 

a greater extensive knowledge base and greater (positive and negative) experience with product 

development. On the contrary, inexperienced firms lack these advantages and may introduce 

products that are less successful. However, extensive experience also has some undesired 
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consequences. Experienced firms may lose flexibility by relying too strongly on previously 

mastered ways of doing business that lead to the ignoring of novelties. These opposed effects 

of NPD experience on new product performance motivated us to consider two types of NPD 

experience, namely depth and breadth of experience. We explore under which circumstances 

these two types of NPD experience impact the performance of new products. 

The study shows that the effects of breadth and depth of experience differ depending 

on whether firms encounter incremental or more radical technological changes. Past research 

shows that radical technological changes affect firms’ competencies to a larger extent than do 

less radical, or incremental, changes. Our study extends this knowledge by showing that depth 

of experience, which refers to the repeated use of or experience with the same technology, is 

only beneficial when firms encounter incremental technological changes but that such 

experience brings no benefits when the changes are radical. Breadth of experience, in contrast, 

positively impacts firms’ new product performance when firms encounter both incremental and 

radical technological change, with the size of the effect being larger when firms encounter 

radical changes.  

Next, we theorize that the effects of experience are contingent on firms’ time-release 

strategy. Previous literature has already linked the time-release strategy (fast or slow releases) 

to new product performance, but has not explored how the effect of NPD experience (i.e., depth 

and breadth of experience) is moderated by firms’ time-release strategy. Results show that the 

positive impact of breadth of experience on NPD performance is stronger for firms that take 

more time to release a new product, as compared with firms that take less time. The opposite 

applies to the depth of experience: the positive effect of depth of experience on NPD 

performance is stronger for firms that take less time to release a new product, as compared with 

firms that take more time. 
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The study brings new insights to the strategic management and innovation literature. 

More precisely, it contributes to organizational learning and market-entry or first-mover 

(dis)advantage literature by discerning between different types of NPD experience (i.e. depth 

and breadth of experience), and by assessing the moderating role of the time-release strategy 

on the relationship between NPD experience and new product performance. 

In the second study, we focus on the inter-firm cooperation between platform 

producers and product suppliers. In particular, we investigate how the level of integration 

between platform producers and suppliers affect new product visibility and product quality, 

and how these factors subsequently impact product sales. We also analyze whether, and if so, 

how the market strategy of platform producers alters the effects of new product quality and 

product visibility. Our interest to this topic is driven by the emergence of new forms of inter-

firm cooperation and by the fact that inter-firm cooperation occurs more often and plays an 

important role in explaining success. 

In general, scholars agree on the positive role of inter-firm cooperation in new product 

performance. Inter-firm cooperation brings a scope of assets that are difficult to acquire outside 

of cooperative ties but that potentially provide a unique competitive advantage. A plethora of 

studies has theorized and explored the different aspects of inter-firm cooperation and its 

relationship with performance in many settings. However, some aspects and practical qualities 

of inter-firm cooperation in the video game industry require further exploration. Ubiquitous 

platformization alters inter-firm competition and leads to the emergence of inter-firm 

cooperation ties with different levels of integration. In particular, our study shows that a 

stronger integration between suppliers and platform producers leads to higher product sales. In 

addition, it shows how the positive effect of inter-firm cooperation on product sales is mediated 

(partially) by new product quality and product visibility. Hence, we uncover that inter-firm 

cooperation influences market success via the development of better products and greater 
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awareness. By exploring the role of the platformization factor further, we discover that different 

market strategies of platform producers differently impact new product quality and product 

visibility of suppliers. Suppliers cooperating with platform producers following a strategy of 

direct competition benefit more in terms of product quality, while suppliers cooperating with 

platform producers that avoid direct competition achieve greater product visibility. 

This study extends and contributes to the resource-based view and inter-firm 

cooperation literature. Based on the example of the inter-firm cooperation resource, it discusses 

the relative nature of resources and proposes to consider the value of any resource jointly with 

other factors in order to define its ‘true’ market value. We complement inter-firm cooperation 

literature by (1) introducing a new approach to assess inter-firm cooperation as a multi-level 

way of integration; (2) elaborating on the relationships between platform producers and product 

suppliers; (3) exploring the mediating factors (new product quality and product visibility) that 

channel the positive effect of inter-firm cooperation; (4) exploring of the impact of the platform 

producers’ market strategy on suppliers’ new product performance. 

 In the third study, we analyze how firms’ commitment to adopt a new technology or 

to develop products for new platforms affect new product performance of existing products. 

Our interest to this topic is driven by several factors. First, there is scholarly interest to explore 

the spillover effects that new technologies have on performance of current technologies. This 

led us to the following research question: “how will product performance of a product released 

for existing (current) platforms change when firms master in parallel new platforms?” Second, 

the continuous emergence of new technologies, further digitization and shortening of a 

technology/product life cycles invoke our curiosity to analyze how firms can handle 

technologies of different generations and benefit from them. When new platforms emerge, 

firms often develop products for multiple generations of technological platforms in parallel, 
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which raises the question on how products developed for existing (current) platforms may 

benefit from such co-development.  

Our study shows that product quality of new products released for an existing (current) 

platform generation is positively affected by firms’ commitment to release products for a new 

platform generation. In other words, there is a positive spillover effect from new platform 

technologies to new products released on current platforms. Another finding is that the positive 

effect from firms’ commitment to release a product on a new platform on product sales is fully 

mediated by new product quality. Highlighting the important role of this commitment, we 

extend our knowledge on the scope of factors that determine new product quality. The final 

finding is that the new product quality of products released on an existing platform is higher 

when a firm takes more time for product development but only if its commitment to release 

products for a new platform is high (i.e., a greater commitment to developing new products for 

a new platform leads to greater product sales for a current platform via enhanced product 

quality). 

This study also contributes to NPD and time-release strategy literature. It extends the 

existing knowledge by showing that new product quality and overall product performance may 

not only be enhanced by direct investments in NPD activities but also by firms’ efforts to master 

new (platform) technologies that are not directly related to existing products. The study extends 

time-release strategy literature by arguing for a positive role of more elaborate rather than quick 

NPD efforts. 

In conclusion, the thesis makes several contributions to the relevant academic literature 

and theories in the innovation and strategic management domains, and also generates some 

hands-on solutions for practitioners. Managers, who want to improve new product performance 

or who want to better understand the factors that lead to such improvements, may find valuable 

answers and hints in this manuscript. The thesis addresses the critical drivers of new product 
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performance, and how their impact may vary depending on firms’ experience, commitment to 

new platforms, and inter-firm cooperation.  
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