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ABSTRACT  
Purpose- In order to recognize and adapt to the changing demands and desires of their customers, businesses must become more inventive. 
This is made necessary by the quickly evolving multinational business environment and the extraordinary technological breakthroughs. Due 
to assure firm performance, these intelligence businesses must be able to respond to the complex dynamics in the global marketplace 
successfully, accurately, efficiently, and fast. Open innovation can be created to enhance performance by using knowledge learned about 
outside projects, rival businesses, clients, and new technologies. The purpose of this study is to ascertain the impact of business intelligence 
on a firm's performance with the mediation effect of open innovation on financial performance.     
Methodology- The statistical population for this study consists of 200 managers from internet technology and software enterprises. There 
are 132 company managers in the sample. A questionnaire that was distributed and gathered using a non-probability sampling technique is 
the data collection tool in this study. The research data were also examined using Smart-PLS and SPSS software. In this study, both descriptive 
and inferential analyses were used.   
Findings- Data analysis using PLS software and research findings demonstrate that business intelligence and open innovation have a positive 
influence on financial and firm performance. The findings also show that open innovation and financial performance play the roles of 
mediators. 
Conclusion- The results demonstrate that higher business intelligence levels enhance firm performance. In today's fast-paced and 
competitive company world, managing and optimizing business performance is essential for maintaining viability as well as maximizing firm 
profitability. In order to access performance, effective business performance management will combine business analytics with open 
innovation. Business intelligence can therefore offer a foundation for comprehending which data is pertinent for open innovation and 
company business improvement. 
 

Keywords: Business intelligence, firm performance, financial performance, open innovation 
JEL Codes: M20, L25, O36 
 

 

1. INTRODUCTION   

The information age and globalization have ushered in the twenty-first century (Salehi et al., 2021). Due to the market rivalry 
the businesses must engage in inventive initiatives (Salehi and Asrar, 2022). Organizations and people are increasingly 
connected to one another and to other organizations (Orzan et al., 2020). To handle uncertainty, keep ahead of the crisis, 
and be ready for future issues, businesses must adopt new mindsets, approaches, and pragmatic solutions. Information that 
can be utilized as a foundation for intelligence practices is becoming more readily available through electronic means of 
collecting, processing, and communication, which is why business intelligence is gaining importance (Caseiro and Coelho, 
2019). A new decision-support system called "business intelligence" is built on cutting-edge information technology and 
methodologies (Chen and Lin, 2019). In order to make effective decisions and increase economic value in the face of an ever-
increasing abundance of data, businesses are increasingly turning to business intelligence (Božič and Dimovski, 2019). 
Business intelligence is crucial in today's organizations because it enables businesses to track market trends, rivals' moves, 
and customer behavior through delivering information (Huang et al., 2022). Although the word "business intelligence" is first 

mailto:mohsen.ejrami@yahoo.com
mailto:ndsalehi@gmail.com


Research Journal of Business and Management- RJBM (2023), 10(2), 38-50                                                                 Ejrami, Salehi 
 

____________________________________________________________________________________________________ 

 DOI: 10.17261/Pressacademia.2023.1734                                        39 

 

documented to have been used in 1865, the contemporary era of business intelligence began in the 1990s (Mariani et al., 
2018). The development of computing and internet technologies has made it easier to continuously gather a significant 
volume of heterogeneous data from various sources, creating new opportunities and problems for business intelligence (Ram 
et al., 2016). In a business intelligence study, Choi et al. classified the suitability of social media data and compared that data 
to public government data and gray literature (Choi et al., 2020). Data is collected, stored, and evaluated by business 
intelligence, the procedural and technological infrastructure that enables a corporation to gather, store, and analyze data 
(Wang et al., 2022). There are new methods for assessing business intelligence data extraction tools and assisting users in 
creating well-organized, high-quality information for enterprises (Duque et al., 2022). Although business intelligence has been 
incorporated into firm plans, this field of study is still in its infancy. As a result, one of the objectives of this study was to 
examine how business intelligence affects performance while accounting for the effects of financial performance and 
innovation as mediators. 

Due to globalization and increasing technical advancements, businesses now face more rivalry and market dynamism. 
Businesses must innovate to stay ahead of the competition (Božič and Dimovski, 2019). The idea of open innovations has 
made it possible to achieve and implement innovations for those organizations for which they were previously unattainable 
for a variety of reasons, as firms are continually seeking competitive advantage (Szromek et al., 2023). Open innovation refers 
to using a methodology for innovation that is susceptible to external contamination and involves the spreaders of new ideas 
(Bigliardi et al., 2023). The majority of innovative activities, such enhancing internal invention processes and looking for 
outside commercialization opportunities, have been implemented by many businesses over many decades, therefore the 
origins of open innovation can be traced back a long way in time (Huizingh, 2011). Previous management studies have shown 
that open innovation at the business level aids in stimulating creativity by mixing expertise from various external partners, 
enriching a firm's internal knowledge base, and giving access to a wider range of technology opportunities (Bahemia and 
Roehrich, 2023). According to open innovation experts, companies can increase their resource base and become more 
innovative by interacting with actors outside of their organizational bounds and fusing their contributions with existing 
resources (Toroslu et al., 2023). Limitations of open innovation that are poorly documented in the literature lead to difficulties 
in open innovation implementation, complexity in open innovation governance, and ambiguity in open innovation outcomes 
(Abhari and McGuckin, 2023). 

The firm has a duty to preserve sustainability and expansion in order to give investors hope of rewards. By carrying out 
activities in accordance with the wishes of investors, the company can continue to exist and investors can experience 
spectacular gains (Harahap et al., 2020). Marketing managers are under increasing pressure to defend their spending and 
demonstrate how it affects financial results practically (Narteh, 2018). Entrepreneurs can enhance financial performance, 
particularly when integrating resources in novel and distinctive ways to outperform rivals (Huang et al., 2022). While regularly 
assessing their wide range of operations and processes, many businesses employ financial performance measures. The 
attention must go beyond the confines of businesses when these procedures are connected to external organizations, 
creating an inter-organizational management and network accounting system (Seiler et al., 2020). Businesses need to be able 
to evaluate new circular offerings' financial performance, including the effects on costs, revenues, and cash flows (Kanzari et 
al., 2022). Financial statement analysis also makes it possible for financial markets to effectively allocate resources in 
accordance with the investor's wise choices (Mushtaq et al., 2022). Due to their complex structure and the lack of 
standardized research tools, few studies have examined the textual data from the financial statements to forecast the 
financial success of the companies. 

A company's ability to improve business performance determines its success (Shanak et al., 2022). Consistently enhancing 
business procedures is crucial in the competitive and difficult business environment of today (Park and Song, 2020). Due to 
the limitations of traditional management of business performance based mostly on financial management, new non-
traditional measures are now being advocated globally (Zamecnik and Rajnoha, 2015). The purpose of this study is to ascertain 
the impact of business intelligence on a firm's performance with the mediation effect of open innovation on financial 
performance. This issue demonstrates how business intelligence and open innovation can influence performance. In fact, 
nowadays, performance is brought and created by business intelligence through open innovation 

The purpose of this research is to assess the impact of business intelligence on a firm's performance through the mediation 
effects of open innovation and financial performance. Research shows that business intelligence is the source of progress and 
growth in organizational performance that fosters open innovation. Also, the background of the research shows that the 
performance of the company relies on its financial performance, which is provided by achieving open innovation.  The 
following section presents a review of key related literature, and hypotheses development. 

 

 



Research Journal of Business and Management- RJBM (2023), 10(2), 38-50                                                                 Ejrami, Salehi 
 

____________________________________________________________________________________________________ 

 DOI: 10.17261/Pressacademia.2023.1734                                        40 

 

2. LITERATURE REVIEW  

2.1. Firm’s Performance 

According to Narteh (2018), a firm's performance is measured by its profitability, ability to lower investment risk, and ability 
to outperform its rivals. While retaining a dominant position in an industry, a corporation might spend in R&D operations, 
adopt new technologies, produce new goods, and other strategies to boost its firm performance (Tseng et al., 2023). Finding 
the factors that influence how well a corporation performs is a difficult undertaking (Chang and Li, 2019). 

In order to innovate and run day-to-day operations more efficiently, managers must take on more complex hybrid 
ambidextrous tasks (Ali et al., 2020). Businesses that wish to perform better, expand, or gain a competitive advantage must 
innovate their business models (Bashir et al., 2023). It is thought that businesses can gain a competitive edge through learning 
and innovation processes, which eventually results in improved firm performance (Thoumrungroje and Racela, 2022). 

Businesses must make an effort to obtain data to help management make better decisions that will enhance the success of 
the company (Caseiro and Coelho, 2019). Generally speaking, business intelligence systems are software programs that 
provide information to decision-makers to support the maintenance of business performance (Richards et al., 2019). Business 
intelligence plays an essential role in enhancing coordination among stakeholders and has a direct impact on operating 
efficiency and performance. It is an endogenous driving factor and an interactive force (Chen and Lin, 2021). Aspects of 
financial or non-financial nature may be covered by objective or subjective performance measurement (Kanzari et al., 2022). 
An important factor in determining a company's potential to thrive and expand is the analysis of its financial performance 
(Battisti et al., 2022). 

2.2. Business Intelligence 

The idea of business intelligence is not new, and many businesses and other organizations have used it (Suša Vugec et al., 
2020). Throughout the last few decades, there has been a significant increase in the amount of information that is readily 
available, the speed at which business information is developing, and technological understanding (Salehi et al., 2013). Due 
to the inclusion of ideas like analytics, big data, and artificial intelligence—essential concepts for business executives in 
organizations of all sizes and industries, as well as in the public sector—it has recently gained even greater popularity (Suša 
Vugec et al., 2020). In order to help an organisation better understand its business and market and make timely business 
choices, business intelligence is the strategies, technologies, systems, practices, methodologies, and applications that analyze 
crucial business data (Božič and Dimovski, 2019). With the aim of assisting firms by facilitating knowledge and promoting 
better management decisions, business intelligence encompasses a variety of unique fields and technology (Moro et al., 
2015). According to Huang et al. (2022), business intelligence is a priceless and irreplaceable internal resource that businesses 
use to increase their managers' knowledge bases (Huang et al., 2022). Business intelligence systems deal with and evaluate 
business data in a certain application field from a different industry using the data warehouse, online analysis, and data 
mining technologies (Zhang et al., 2022). 

The amount of data that is gathered during an organization's everyday operations in its various departments and the 
information that managers need to know differs significantly (Xu et al., 2022). In order to make precise and wise business 
decisions as quickly as possible, business intelligence has been offered as a tool, product, and system, encompassing 
applications and analytics based on operational and analytical databases (Wang et al., 2022). Business intelligence, in its 
traditional sense, refers to a variety of organizational and technical tools that enable the conversion of massive amounts of 
real-time data into knowledge that can be used to decision-making processes. 

It is asserted that business intelligence played a unique role when managers were required to perform the following tasks: 
(a) consider numerous data points in the decision-making process, frequently from different sources; (b) manage historical 
data; (c) manipulate synthetic data; (d) forecast the future and develop long-term plans; (f) conduct continuous control over 
the implementation of actions taken, both operational and strategic in nature; and (g) react quickly to changing circumstances 
(Olszak, 2022). Business intelligence aids a business in achieving its strategic objectives, responding to a variety of internal 
and external events that have an impact on daily operations, and planning for upcoming events (Binzafrah and Taleedi, 2022). 
Business intelligence can be used in a variety of ways, such as for product pricing determination, product placement, or sales 
forecasting (Nurdin et al., 2023). Success in business intelligence requires complexity, and complexity has a price. Business 
intelligence technology investments are costly since they require infrastructure, software, licenses, training, and wages for 
implementation (Gaardboe et al., 2017). 

The business unit level is where business intelligence is thought to be most effective, and it is via improvements at the 
business unit level that overall organizational performance is improved (Peters et al., 2016). A thorough business intelligence 
system for marketing procedures needs precise and pertinent market data (Huang et al., 2022). Businesses can succeed in 
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building market value and enhancing financial performance, particularly when integrating resources in novel and 
unconventional ways to outperform rivals (Huang et al., 2022). As a result, the following hypotheses are proposed: 

H1: A higher level of business intelligence positively influences the development of open innovation. 

H2: A higher level of business intelligence positively influences the development of financial performance. 

H3: A higher level of business intelligence positively influences the development of a firm’s performance. 

2.3. Financial Performance 

The company's financial performance, including its sales and profitability growth, stock status and growth rate, net profit 
margin, and operating profit margin (Huang et al., 2022). Financial performance includes both market returns and the 
accounting rate of return, which measures the business's profits in relation to its invested assets (Rao and Vinod, 2023). The 
utilization of technology-based science and technology supported by skilled human resources to enable enhanced business 
productivity and economic stability is intimately tied to the financial performance of a corporation (Menne et al., 2022). 
Organizational and environmental strategies, technological capability, capital structure, comprehensive quality management, 
social responsibility, and R&D investment, as well as social, institutional, and market actors, are all factors that affect financial 
success (Wu and Huang, 2022). 

Decision-makers, including managers, can utilize the information from financial performance review to assess the past and 
set objectives for the future (Türegün, 2022). The companies' decision-makers may find the financial performance to be a 
valuable source of information on the effectiveness of money flow (Liu et al., 2023). Businesses that maintain a steady flow 
of consumers who use their services are businesses that are successful financially (Narteh, 2018). The capacity to make profits 
will also rise if the financial performance is improving. The profitability ratio, which demonstrates the company's great 
capacity to produce returns for investors, demonstrates this (Nafasati and Hilal, 2021). 

Financial performance can be understood as the outcomes of numerous operations that have been carried out, and it serves 
as an example of the company's success (Manurung et al., 2019). Nonetheless, business intelligence is crucial in today's 
enterprises because it gives them the opportunity to track market trends, the moves of rivals, and the behavior of customers 
(Huang et al., 2022). It is crucial to research how business intelligence affects financial performance. As a result, the following 
hypotheses are proposed: 

H4: A higher level of financial performance positively influences the development of a firm’s performance. 

H5: Financial performance mediates the effect between business intelligence and a firm’s performance. 

H6: Financial performance mediates the effects between open innovation and a firm’s performance. 

2.4. Open Innovation 

The competitive strategy of small, medium, and large firms must include innovation (Drucker, 2002; Salehi and Asrar, 2022). 
In keeping with the organization's business model, open innovation is a dispersed innovation process based on intentionally 
controlled knowledge flows across organizational boundaries (Lu and Chesbrough, 2022). The importance and relevance of 
collaboration between organizations and stakeholders in its many configurations in the process and development of 
innovation serves as the cornerstone of the aforementioned innovation category (Da Silva Meireles et al., 2022). The majority 
of research on open innovation have underlined the value of being broadly open to various outside sources of knowledge in 
enhancing innovation performance at the firm level (Bahemia and Roehrich, 2023). 

The open innovation model's implementation necessitates a considerable organizational transformation within the business, 
affecting both current business procedures and its values or culture (Trzeciak et al., 2022). The closed innovation paradigm 
has been weakened by a number of variables, including the expanding mobility of skilled labor, the expansion of venture 
capital, and the increasing importance of outside knowledge suppliers (Ogink et al., 2022). Open innovation can be 
categorized into three main categories. IP in-licensing, concept and start-up competitions, and crowdsourcing are typical 
instances of inbound (outside-in) open innovation activities, whereas spin-offs and corporate business incubation are 
examples of outbound (inside-out) activities (Liu et al., 2022). 

Inbound open innovation, also known as open innovation from the outside, is crucial for a firm's innovative performance as 
well as its financial success, according to the growing body of open innovation research (Cheah et al., 2021). Using their strong 
technical and economic capabilities, companies with plenty of resources can carry out their innovative internal actions 
(Moradi et al., 2021). It is possible to develop new goods or streamline processes by using the information learned about 
competitors, clients, and emerging technology. Hence, business intelligence fosters innovation inside the company (Eidizadeh 
et al., 2017). As a result, the following hypotheses are proposed: 
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H7: A higher level of open innovation positively influences the development of financial performance. 

H8: A higher level of open innovation positively influences the development of a firm’s performance. 

H9: Open innovation mediates the effects of business intelligence on financial performance. 

3. DATA AND METHODOLOGY  

The statistical population of this research consists of 200 managers of internet technology and software companies. 132 firm 
managers have been chosen as the sample size using a non-probability sampling technique. The managers of these 
organizations evaluate the skills of the firms through the responses to the questionnaire. The conceptual model shown in 
Figure 1 is based on past research. 

Figure 1: Conceptual Model 

 

 

 

 

 

 

 

 

 

The statistical population of this research consists of 200 managers of internet technology and software companies. 132 firm 
managers have been chosen as the sample size in this regard using a non-probability sampling technique. The managers of 
these organizations were given and collected the study questionnaire in order to evaluate the skills of the firm and the 
responses. 

The model's measurement indicators are given in this study. The measurement indices for the variables in the conceptual 
model are displayed in Table 1. 

Table 1: Measurement Indicators 

Variables Measurement indicators References 

Business intelligence 

 

Programs for business intelligence and analysis boost performance 
effectiveness and efficiency. 

Bany Mohammad 
et al (2022) 

Programs for business intelligence and analysis are made to manage 
administrative and financial procedures and events. 

With the utilization of the data kept in databases, business intelligence 
and analysis applications help firms make better decisions. 

Programs for business intelligence and analysis assist in learning about 
the reality of databases stored in systems in areas that support the 
abilities of the organization's upper management. 

Programs for business intelligence and analysis aim to improve the 
bank's capacity to complete all necessary objectives. 

Programs for business intelligence and analysis display symbolic 
knowledge, such as graphs, semantic networks, and texts, in a 
straightforward manner. 

Programs used for corporate intelligence and analysis can extract 
knowledge from complicated data. 

Software for business intelligence and analysis enables quick and 
sufficient knowledge archiving. 

The business intelligence and analysis programs represent the 
knowledge and inferences in accordance with the criteria established 
by the bank. 

Business 

intelligence 

Open innovation 

Financial 

performance 
Firm performance 
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Variables Measurement indicators References 

Programs for business intelligence and analysis use knowledge and 
inferences, which are kept secure to prevent manipulation. 

Programs for business intelligence and analysis meet all the bank's 
information and data needs about banking operations. 

The bank's business intelligence and software systems are aiming to 
update themselves regularly and automatically. 

Systems and software for business intelligence and analysis handle 
logical and programming faults. 

In the case of an unexpected outage in the bank's network, business 
intelligence and analysis software keep a copy of the data on hand 
automatically. 

Periodic device maintenance is carried out by specialized organizations 
for the bank's business intelligence and analysis programs. 

The programs connected to the bank's business intelligence and 
analytical tools are updated on a regular basis by specialized 
organizations. 

Firm performance  

 
 Mouzas and Bauer 

(2022) 

Operational efficiency 
 
 

Operating income, net 

Margin of operations (Earnings before interest, taxes, depreciation, 
and amortization) 

a profit-and-loss statement 

Market effectiveness  

 
 
 
 

Sales Earnings 

Market Shares 

Asset Turnover 

Integrated Reporting 

Financial resilience  

 Debt/ equity 

Liquidity  

Bankruptcy 

Financial performance  

Huang et al (2022); 
Gök and Peker 

(2017) 

 Increased profitability 

Decrease in investment risk 

Lowering of access barriers 

Surpassing the competition 

Reduction of costs 

increased revenue 

Open innovation   

Gassmann et al.  
(2010); Lazzarotti et 

al.  (2010) 

 Collaborated with a wide variety of external partners in industry in the 
last 3 years. 

Collaborated very strongly with universities and research centers in 
the last 3 years. 

Collaborated very strongly with technical and scientific service 
companies in the last 3 years. 

Collaborated very strongly with governmental institutions in the last 3 
years. 

Collaborated very strongly with customers in the last 3 years. 

Collaborated very strongly with firms operating in different sectors of 
activities in the last 3 years. 

Collaborated very strongly with other competitors in the last 3 years. 

Collaborated very strongly with suppliers in industry in the last 3 years. 

A significant percent of sales of open innovation in the last 3 years. 

Compared with major competitors, the introduced more open 
innovation offerings in the last 3 years. 
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Variables Measurement indicators References 

Even without using external technology, achievement market success 
in the last 3 years. 

The data in this study have been analyzed using descriptive and inferential tests. In the descriptive section, percentages, 
averages, and standard deviation were computed; in the inferential section, the study data were examined using SPSS and 
Smart PLS software. In two steps, the PLS model is evaluated and interpreted. two models: a structural model and a 
measurement model. By figuring out how the latent variables or sub-constructs are assessed in the form of a greater number 
of observable variables, the measurement model, which is a component of the confirmatory factor analysis, aids in addressing 
concerns about the validity and reliability of the measurement. The links between structures (latent variables) and their 
capacity for explanation are also displayed by the structural model. 

4. FINDINGS AND DISCUSSIONS 

4.1.Factor Loading Test  

Table displays the weight values for the factor loadings in this questionnaire (2). The weight of factor loading for all questions 
is more than 0.7, as shown in the table below, which is the least value that can be used for factor loading. This leads to the 
conclusion that the questions chosen to assess each variable have the proper weight to assess that particular variable. 

Table 2: Values of Factor Loads 

Items Business intelligence Open innovation Financial performance 
Firm 

performance 

BuIn1 0.862217    

BuIn2 0.806023    

BuIn3 0.818976    

BuIn4 0.841188    

BuIn5 0.819507    

BuIn6 0.806761    

BuIn7 0.827478    

BuIn8 0.908836    

BuIn9 0.885312    

BuIn10 0.834146    

BuIn11 0.725922    

BuIn12 0.976624    

BuIn13 0.790273    

BuIn14 0.775686    

BuIn15 0.827246    

BuIn16 0.755340    

FiPe1  0.966219   

FiPe2  0.805025   

FiPe3  0.814978   

FiPe4  0.844181   

FiPe5  0.816509   

FiPe6  0.807763   

FiPe7  0.824478   

FiPe8  0.803839   

FiPe9  0.985314   

FiPe10  0.838146   

FiPe1   0.763216  

FiPe2   0.804025  

FiPe3   0.814973  

FiPe4   0.846184  

FiPe5   0.815504  

FiPe6   0.803762  

OpIn1    0.666219 

OpIn2    0.705025 
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4.2. Convergent Validity 

The degree to which the questions designed for each variable have the proper convergence for measuring the important 
variable and are capable of assessing that variable is known as convergent validity. The average extracted variance value 
(AVE) is examined in the partial least squares (PLS) approach. The value of AVE must be more than 0.5 in order to meet the 
standard for satisfactory convergent validity. The convergent validity of the questionnaire questions to measure each variable 
is appropriate, as shown in Table (3) below, where all the estimated AVE values are greater than 0.5. Average Variance 
Extracted (AVE) is a metric for comparing the variation collected by a construct to the variance resulting from measurement 
error. 

Table 3: AVE Mounts 

Variables Average Variance Extracted (AVE) 

Business intelligence 0.87 

Open innova 0.84 

Financial performance 0.81 

Firm performance 0.79 

4.3.Divergent Validity 

The meaning of divergent validity is that the questions related to the measurement of each variable do not overlap with other 
research variables. As can be seen, the values of the average root of the extracted variance (Table 4), which are placed in the 
matrix of the table, are larger than all the correlation values calculated in the same column. 

Table 4: Divergent validity 

Variables Business intelligence Open innovation Financial performance Firm performance 

Business intelligence 0.85    

Open innovation 0.89 0.88   

Financial performance 0.86 0.79 0.73  

Firm performance 0.68 0.82 0.84 0.90 

This leads to the conclusion that the research tool has an appropriate divergent validity, which means that the questions of 
each structure have a higher association with the linked structure than other structures. 

4.4. Descriptive Statistics 

Table (5) shows the statistical description of the data in this research. The business intelligence variable among the samples 
of this research was equal to 2.84 with a standard deviation of 1.07, and the minimum score for this variable was 1, and the 
maximum score was 4.35. The open innovation variable's average across the samples in this study is 2.67, with a standard 
deviation of 0.96. The minimum score for this variable is 1.03, and the maximum score is 4.46. The financial performance 
variable among the samples of this research was equal to 2.19 with a standard deviation of 0.98, and the minimum score for 
this variable was 1.10, and the maximum score was 5. The average of the firm performance variable among the samples of 
this research was 2.20 with a standard deviation of 0.93, and the minimum score for this variable was 1.07 and the maximum 
score was 4.85. 

Table 5: Descriptive Statistics 

Variables Minimum Maximum Average Standard Deviation 

Business intelligence 1 4.35 2.84 1.07 

Items Business intelligence Open innovation Financial performance 
Firm 

performance 

OpIn3    0.815978 

OpIn4    0.745181 

OpIn5    0.716509 

OpIn6    0.707763 

OpIn7    0.724476 

OpIn8    0.703838 

OpIn9    0.789314 

OpIn10    0.730148 

OpIn11    0.721924 
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Open innovation 1.03 4.46 2.67 0.96 

Financial performance 1.10 5 2.19 0.98 

Firm performance 1.07 4.85 2.20 0.93 

The following information outline the confirmation or denial of the current research's hypothesis based on the model 
evaluated in the Smart-PLS software and the model test results. 

4.5. Hypothesis Testing  

Table (6) shows the model tested in the Smart-PLS software and the model test results. The result of hypothesis 1 shows the 
value of the obtained t statistic is equal to 9.107, which is greater than 1.96, so it can be concluded that the above-mentioned 
hypothesis is confirmed at the confidence level of 95%. It shows that business intelligence has a significant effect on open 
innovation, and the value of this effect is equal to β=0.722. The result of hypothesis 2 shows the value of the t statistic 
obtained from the test is almost equal to 2.095, which is greater than 1.96, so it can be concluded that the above hypothesis 
is confirmed at a confidence level of 95%. Therefore, business intelligence has a significant impact on financial performance, 
and the value of this effect is equal to β=0.305. The result of hypothesis 3 shows the value of the t statistic obtained is equal 
to 3.154, which is greater than 1.96, so it can be concluded that the hypothesis is accepted at the confidence level of 95%. 
Therefore,  business intelligence has a significant effect on the firm’s performance. The result of the hypothesis shows the 
value of the standard path coefficient for the influence of business intelligence on a firm’s performance is equal to β=0.415. 
The result of hypothesis 4 shows the value of the t statistic obtained is equal to 3.154, which is greater than 1.96, so it can be 
concluded that the hypothesis is accepted at the confidence level of 95%. Therefore,  financial performance has a significant 
effect on the firm’s performance. The result of the hypothesis shows the value of the standard path coefficient for the 
influence of business intelligence on a firm’s performance is equal to β=0.443. Based on these findings in hypothesis 5, it is 
possible to conclude that the financial performance variable serves as a partial mediator in the impact of the business 
intelligence on the firm’s performance. The total path coefficient of the mediating variable equals 0.35 and 0.39, showing 
that for one unit of change in the firm's financial performance, the firm’s performance variable has a change of 35%, and 39% 
of these changes are due to changes in business intelligence. In the results of hypothesis 6, it is possible to conclude that the 
financial performance variable serves as a partial mediator in the impact of open innovation on the firm’s performance. The 
total path coefficient of the mediating variable equals 0.37 and 0.41, showing that for one unit of change in the firm's financial 
performance, the firm’s performance variable has a change of 37%, and 41% of these changes are due to changes in open 
innovation. The result of hypothesis 7 shows the value of the t statistic obtained is equal to 2.188, which is greater than 1.96, 
so it can be concluded that the hypothesis is accepted at the confidence level of 95%. Therefore, open innovation has a 
significant effect on financial performance. The result of the hypothesis shows the value of the standard path coefficient for 
the influence of open innovation on financial performance is equal to β=0.349. The result of hypothesis 8 shows the value of 
the t statistic obtained is equal to 3.154, which is greater than 1.96, so it can be concluded that the hypothesis is accepted at 
the confidence level of 95%. Therefore, open innovation has a significant effect on the firm’s performance. The result of the 
hypothesis shows the value of the standard path coefficient for the influence of open innovation on a firm’s performance is 
equal to β=0.413. Based on these findings in hypothesis 5, it is possible to conclude that the open innovation variable serves 
as a partial mediator in the impact of business intelligence on financial performance. The total path coefficients of the 
mediating variable equal to 0.38 and 0.36 show that for one unit of change in the financial performance, the business 
intelligence variable has a change of 38%, and 36% of these changes are due to changes in open innovation. 

Table 6: Test of Research Hypotheses 

Hypotheses 
Standard path 

coefficient 
t satistic Result 

H1: A higher level of business intelligence positively influences 
the development of open innovation. 

0.722 9.107 Accepted 

H2: A higher level of business intelligence positively influences 
the development of financial performance. 

0.305 2.095 Accepted 

H3: A higher level of business intelligence positively influences 
the development of a firm’s performance. 

0.415 3.154 Accepted 

H4: A higher level of financial performance positively influences 
the development of a firm’s performance. 

0.443 3.154 Accepted 

H5: Financial performance mediates the effect between 
business intelligence and a firm’s performance. 

Direct 0.35 Direct 3.05 
Accepted 

Indirect 0.39 Indirect 2.88 

H6: Financial performance mediates the effects between open 
innovation and a firm’s performance. 

Direct 0.37 Direct 2.10 
Accepted 

Indirect 0.41 Indirect 2.67 
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Hypotheses 
Standard path 

coefficient 
t satistic Result 

H7: A higher level of open innovation positively influences the 
development of financial performance. 

0.349 2.188 Accepted 

H8: A higher level of open innovation positively influences the 
development of a firm’s performance. 

0.413 3.154 Accepted 

H9: Open innovation mediates the effects of business 
intelligence on financial performance. 

Direct 0.38 Direct 2.04 
Accepted 

Indirect 0.36 Indirect 2.33 

5. CONCLUSION AND IMPLICATIONS 

Businesses typically study and build business intelligence as a competence that can affect the information that is available. It 
is a potential internal organizational variable that could affect output (Caseiro and Coelho, 2019). Understanding business 
intelligence capabilities and how they work can help companies better integrate business intelligence into strategic 
management to boost company success (Chen and Lin, 2021). In order to successfully transfer the firm's usage of business 
intelligence and analytics into enhanced firm performance, practitioners must focus on increasing the firm's business 
intelligence and analytic-supported innovation capabilities (Božič and Dimovski, 2019). Financial effectiveness is positively 
and crucially impacted by business intelligence. Business intelligence, in particular, can enhance financial performance (Yang 
et al., 2022). 

Managing and optimizing business performance is crucial for maintaining viability and achieving firm profitability in today's 
fast-paced and competitive business environment. Effective company performance management will integrate business 
analytics with open innovation to access performance. Hence, business intelligence can provide a framework for 
understanding which data is relevant for open innovation and business improvement within an organization. 
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ABSTRACT  
Purpose- With the rapid advancement of information and communication technologies, businesses are facing growing security risks. The 
prevalence, intensity, and complexity of cyber attacks worsen these vulnerabilities, leading to a rising focus on cybersecurity. Enterprises 
exposed to such cyberattacks might not only face considerable financial losses but also experience data breaches, operational interruptions, 
harm to their reputation, regulatory penalties, legal expenses, reduced competitive standing, and increased insurance premiums. In this 
concept study discusses the importance of human factors in cybersecurity management. While organizations spend billions on information 
technology systems and software to detect and prevent cyber threats, individuals play a critical role in managing these risks. 
Methodology- Through a review of literature and statistical data, study examines the factors contributing to cybersecurity breaches, the 
allocation of resources to address them, and proposes potential solutions.  
Findings- In the workplace, most research on cybersecurity focuses on employees as the most important source of vulnerability. In the 
literature review, it is understood that an employee’s carelessness and lack of awareness pose the greatest risk to cybersecurity. However, 
businesses often fail to show sufficient attention to human behavior in their efforts to keep organizational data secure and to plan security 
strategies. It is important to note that effective cybersecurity management requires not only technical controls but also the management of 
human factors. Meanwhile, security expenditures in enterprises are often disproportionately allocated to technology investments, with 97% 
being spent on technology investments, despite the fact that over 85% of breaches are attributable to human factors. 
Conclusion- In the literature review, it is understood that cybersecurity management is not only related to technical controls, but also the 
management of human factors is of critical importance.  The management of individuals is also an essential cybersecurity responsibility. It is 
important to adopt a holistic approach to cybersecurity management includes both technical and human perspectives. Cybersecurity 
awareness has significant benefits for businesses to effectively manage cybersecurity which can be achieved by developing appropriate 
training programs and foster a cybersecurity culture.  
 

Keywords: Cybersecurity, cybersecurity management, cybersecurity awareness, technology investments, human factor 
JEL Codes: M12, M15, L86 
 

 

1. INTRODUCTION 

With the rapid development of information and communication technologies, the security risks faced by enterprises are 
increasing. The frequency, severity, and sophistication of cyber attacks make businesses even more vulnerable, and the 
interest in cybersecurity is growing every day. Cybersecurity vulnerabilities have become immediate threats to government 
agencies and businesses, leading to public and private organizations investing billions of dollars in information technology 
systems and software to detect these threats. 

Research indicates that executives and cybersecurity professionals heavily rely on technology to prevent cybersecurity 
incidents. While new technologies may have unintended consequences, executives continue to view technology as the key 
to improving security defenses. However, managing complex cybersecurity operations with increasing human factor 
challenges exceeds the expertise of most information security professionals. Nevertheless, managers seem hesitant to seek 
the assistance of human resources specialists and behavioral scientists to implement effective strategies and objectives to 
reduce human error in information security (Nobles, 2018). The management of individuals is also an essential cybersecurity 
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responsibility. Considering human factors in cybersecurity leadership is one of the factors that can affect the success of an 
organization and aims to reduce errors by focusing on human behavior (Pollini et al., 2021). 

The question of whether the critical success factors of cybersecurity are limited to technical factors or if the human factor is 
also significant remains a subject of debate. To clarify this debate, the study examines cybersecurity management from both 
technical and human perspectives. Study contributes to the existing literature by providing a comprehensive analysis of the 
role of both technical and human factors in managing cybersecurity. By examining the ongoing debate and synthesizing 
research findings, it offers a valuable overview of the current understanding of cybersecurity success factors. Furthermore, 
by identifying common causes of cybersecurity breaches and suggesting potential solutions,  provides practical guidance for 
businesses to improve their cybersecurity practices. 

2. CYBERSECURITY 

Cybersecurity is an important concept that emerged with the widespread use of computers, information technologies and 
the internet. The first computers were very large devices in a large room and were used by only a few people. However, with 
the development of technology, computers have become smaller and cheaper and are used in homes, businesses and even 
cell phones. These developments resulted in the greater prevalence of computers and the Internet. However, with these 
developments, cyber threats such as cyber crimes and cyber attacks have also started to increase. The concept of 
cybersecurity also emerged to combat these threats (Jones, 2015). 

The concept of cybersecurity refers to the measures taken to ensure the security of computer systems, networks, software 
and other digital environments. The concept of cybersecurity is used to combat threats such as cyber crimes, cyber attacks, 
cyber terrorism and cyber espionage (Johnson, 2019). 

Cybersecurity threats are increasing day by day and many large companies are exposed to cyber attacks. Some major 
cybersecurity breaches in recent years include: 

• In 2013, the retail store chain Target suffered a cyberattack in which the personal information of 110 million customers 
was stolen (Goldman, 2017). 

• As a result of the cyber attack in 2013, the information of 3 billion users was stolen (Hill, 2017). 

• In 2017, credit reporting company Equifax suffered a cyberattack in which the personal information of 143 million people 
was stolen (Brown, 2017). 

Due to this cost, loss of customers and reputation, cybersecurity has become an existential issue for businesses today. 
Cybersecurity threats continue to increase, and both large companies and small and medium-sized companies are affected 
by these threats. There are different types of attacks that threaten businesses. The types and characteristics of cyber attacks 
are: 

1. Phishing attacks: In this type of attack, attackers try to capture users' personal information or identities by using tools such 
as fake websites or e-mails (Smith, 2021). 

2. Data Breaches: In such attacks, attackers attempt to steal or disclose sensitive data by gaining unauthorized access to target 
systems (Baker, 2020). 

3. DDoS attacks: In such attacks, attackers try to crash or render systems unusable by sending excessive traffic to target 
systems (Gupta, 2019). 

4. Malware attacks: In such attacks, attackers try to control the system or steal data by infecting target systems with malware 
(Kumar, 2018). 

In order to be protected from these attacks, companies need to take precautions about cybersecurity and ensure their 
security. In order to achieve this, businesses should focus on the causes of cybersecurity breaches and analyze and monitor 
how these breaches are distributed in percentage terms of technical and human factors. Some of these reasons for violations 
are: 

• Weak or guessable passwords can allow attackers to easily access target systems (Patel, 2020). 

• Out-of-date systems allow attackers to infiltrate systems and carry out their attacks (Kim, 2021). 

• The fact that companies do not have enough security personnel, insufficient training of unconscious personnel, 
deliberate or unintentional personnel negligence and mistakes cause cybersecurity vulnerabilities (Ramakrishnan, 2019). 
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When these reasons are examined, it is important for businesses to pay attention to personal information security in order 
to be cautious against cyber attacks. In this context, the evaluation of cybersecurity together with the human factor comes 
to the fore. 

3. CYBERSECURITY AND THE HUMAN FACTOR 

Human knowledge, beliefs, values, behaviors, and expectations are critical to all aspects of businesses (Carpenter & Roer, 
2022, p.21): 

• People make decisions about which technologies to purchase. 

• People review, adjust, design and develop business technologies. 

• People prioritize, make visible and assess risks. 

• People are responsible for operating and maintaining security technologies. 

• People determine how to respond to suspicious activity. 

• People consciously and unconsciously decide how they will interact with systems, networks and information. 

• Every individual who is hired, contracted, interacted with, or sold to is a human being. 

• Everything that is designed, sold, or developed by businesses ultimately serves people. 

This illustrates that people's decisions, behaviors, and expectations have a significant impact on all assets and resources 
within businesses. However, research shows that business managers tend to focus their investments on technical 
infrastructure and expenditures, neglecting the human element. For instance, Carpenter and Roer's (2022) study found that 
less than 3% of security expenditures in enterprises are allocated to the human factor, while 97% is spent on technology 
investments, despite over 85% of breaches being attributable to human factors. Other studies supporting this have shown 
that humans are the weakest link in transmitting secure data, and certain unintentional behaviors stemming from employee 
ignorance (Triplett, 2022). Therefore, the fact that most security vulnerabilities are caused by human factors demonstrates 
that cybersecurity management is not solely a technological issue (Corradini, 2020). People's carelessness and lack of 
awareness pose the greatest risk to the security of digital tools (Metalidou et al., 2014). Thus, senior managers must prioritize 
human factors in their cybersecurity policies. Cybersecurity efforts should not solely focus on information technology 
systems, but also consider how people use information systems and the actions that lead to vulnerabilities. 

Cybersecurity can be considered as a common combination of technology and human factors. Although technical controls 
have an important role in combating cyber attacks, the human factor is also a critical factor influencing cybersecurity success. 
Humans must also play a critical role in managing cybersecurity, as technical controls have limits in ensuring security. 
Therefore, it is important to adopt a holistic approach to cybersecurity management (KPMG Turkey, 2019; Solove, 2013). 

4. CYBERSECURITY MANAGEMENT 

Cybersecurity management is defined as directing cybersecurity activities in the most general sense. This management should 
have the capacity to direct the needs of a society or organization that carries out the technical, managerial, corporate and 
governance activities of cybersecurity (Kuusisto & Kuusisto, 2013).  

Employees are frequently addressed as the most important source of vulnerability in the workplace (Ani, He & Tiwari, 2019). 
However, according to Klimoski (2016), cybersecurity problems belong not only to careless employees, but also to 
cybersecurity senior management who are inadequate in guiding individual performance in the digital environment. 
Therefore, cybersecurity management includes setting goals based on the protection of the digital business system, 
coordinating action plans, and managing comprehensive disruptions (Lehto & Limnell, 2020). 

The scope of cybersecurity management in businesses can be summarized as follows: 

• It includes the assessment of the cybersecurity risks of businesses, the development and implementation of 
cybersecurity strategies. However, cybersecurity management is not only about technological solutions, but also the 
management of human factors is important. Therefore, businesses should adopt a holistic approach to cybersecurity 
management. It should include elements such as developing and implementing cybersecurity strategies, preparing and 
implementing business continuity plans, preparing and testing cyber incident response plans, developing and 
implementing cybersecurity policies, implementing cybersecurity training and awareness programs, and developing a 
culture of internal communication and collaboration (CISA, 2021; Haynes & Klass, 2019; NIST, 2018). 
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• It includes the development and implementation of businesses' cybersecurity policies. Cybersecurity policies determine 
the cybersecurity goals and rules of businesses. These policies create the information security culture of enterprises and 
ensure that employees are trained and informed about cybersecurity issues. Cybersecurity policies enable businesses to 
determine their cybersecurity strategies and manage cybersecurity risks (Antonakakis et al., 2017; Williams, 2019; ISACA, 
2019). 

• It involves businesses preparing and testing cyber incident response plans. Cyber incident response plans define the 
processes of detection, analysis, prevention, response and remediation of cyber attacks. Businesses should form 
emergency teams and train these teams regularly to prepare response plans for cyber incidents. In addition, businesses 
are required to regularly test and update their cyber incident response plans (NIST, 2018; Ackerman & Volkman, 2019; 
SANS Institute, 2021). 

• It involves businesses constantly monitoring and assessing their cybersecurity risks. Businesses must continually monitor 
and evaluate cybersecurity risks and stay up-to-date on new threats and defense mechanisms related to those risks. In 
addition, businesses are required to regularly report and assess their cybersecurity risks. This helps businesses 
continually improve their cybersecurity management (Solms & Solms, 2016; Khan & Khan, 2017). 

As a summary, the scope of cybersecurity management in businesses encompasses various aspects. It involves assessing and 
managing cybersecurity risks, implementing strategies, and considering human factors. To ensure effective cybersecurity 
management, businesses should take a holistic approach, which includes developing and implementing strategies, continuity 
plans, and incident response plans. It also entails establishing cybersecurity policies, conducting training programs, fostering 
internal communication, and collaboration. Additionally, businesses need to regularly monitor, assess, and report on their 
cybersecurity risks to improve their overall security posture. 

5. CYBERSECURITY AWARENESS IN BUSINESSES 

Cybersecurity awareness enables employees to be informed about cybersecurity threats and develop their skills to deal with 
these threats. Cybersecurity awareness includes employees' understanding of cybersecurity concepts, threats, risks, attacks, 
protection methods and reporting procedures (Usta & Kurtuldu, 2020; Oktavianto & Prabowo, 2018). 

Increasing cybersecurity awareness has significant benefits for businesses to effectively manage cybersecurity. These benefits 
can be listed as follows: 

• Business employees to be better prepared against cyber attacks. As cybersecurity awareness increases, so does the 
ability of employees to detect and report cyber attacks. Therefore, raising cybersecurity awareness of businesses is an 
important step in cybersecurity management (Lambrinoudakis et al., 2020; González, 2018). 

• It ensures the effective implementation of cybersecurity policies of enterprises. Cybersecurity policies of businesses 
include training and informing employees about cybersecurity. For this reason, employees' cybersecurity awareness 
should be increased in order to effectively implement cybersecurity policies of enterprises. Thus, businesses can 
implement cybersecurity policies more effectively (NIST, 2018; Solms & Solms, 2016). 

• It reduces the cybersecurity risks of businesses. Employees' cybersecurity awareness helps businesses reduce their 
cybersecurity risks. While the carelessness or misbehavior of the employees increase the cybersecurity risks of the 
enterprises, conscious employees act in accordance with the cybersecurity policies of the enterprises to ensure 
cybersecurity. Therefore, it helps businesses to increase their employees' cybersecurity awareness and reduce 
cybersecurity risks (SANS Institute, 2021; KPMG Turkey, 2019). 

• It allows businesses to trust their employees about cybersecurity. When employees are conscious about the 
cybersecurity of their businesses, they feel more confident about cybersecurity. For this reason, businesses increase 
employees' cybersecurity awareness, enable employees to spend more effort to ensure cybersecurity and learn more 
about the cybersecurity of their businesses (Blyth & Kovacich, 2013). 

• Protects the reputation of businesses. When businesses are exposed to cyber attacks, they can lose the trust of their 
customers and business partners. For this reason, businesses increase cybersecurity awareness, enable them to be 
better prepared against cyber attacks and be less affected by attacks. In addition, raising cybersecurity awareness of 
businesses creates a reliable impression for customers and business partners about the cybersecurity of the business 
(Haynes & Klass, 2019). 

As a summary, increasing cybersecurity awareness brings significant benefits to businesses. It helps employees detect and 
report cyber attacks, ensures the effective implementation of cybersecurity policies, reduces cybersecurity risks, fosters trust 
among employees, and protects the business's reputation. 
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5.1. CYBERSECURITY AWARENESS TRAINING PROGRAMS 

Businesses need to train their employees on cybersecurity, as many cyber attacks occur due to employee carelessness or 
ignorance. Increasing cybersecurity awareness depends on businesses developing appropriate cybersecurity awareness 
training programs. Businesses' cybersecurity training programs are designed to make employees aware of cybersecurity. 
These programs enable employees to understand cybersecurity concepts, threats, risks, attacks, protection methods, and 
reporting procedures. In addition, training programs should be regularly renewed and updated by businesses. These 
programs enable employees to consciously prevent current cybersecurity threats and to be informed about methods of 
protection against attacks (ISACA, 2019). 

5.2. A CULTURAL PERSPECTIVE ON CYBERSECURITY AWARENESS 

Cybersecurity management aims to detect and prevent cyber attacks by adopting the strengthening of information security 
awareness of employees through training. However, in order to achieve this goal, it is not enough for the employees to be 
educated, at the same time, safe behaviors of the employees should be encouraged and spread throughout the organization. 
This occurs when businesses adopt a safety culture (Hashizume et al., 2013). 

Adopting a security culture in businesses, increasing the awareness of employees on cybersecurity, providing training and 
information on cybersecurity, determining and implementing cybersecurity policies, constantly monitoring and evaluating 
the cybersecurity of information systems, preparing and implementing business continuity plans and response plans to cyber 
incidents, cybersecurity It is possible to integrate activities such as cooperating with all stakeholders on the issue and 
constantly monitoring cybersecurity risks into the organizational culture with the participation of all employees, especially 
the management (Khan & Khan, 2017; NIST, 2018). 

6. CONCLUSION 

Cybersecurity is a critical aspect of both societal and corporate security, and it plays an essential role in achieving an 
organization's strategic goals in an increasingly digital society. Cybersecurity management involves enabling businesses to 
operate on reliable and secure information networks, with the primary goal of ensuring the involvement of all stakeholders 
in establishing a robust cybersecurity system (Lehto & Limnell, 2016). 

In the literature review, it is understood that cybersecurity management is not only related to technical controls, but also the 
management of human factors is of critical importance. In addition to ensuring the security of technical control systems, 
people must also play a critical role in cybersecurity management. Therefore, it is recommended to adopt a holistic approach 
to cybersecurity management (CISA, 2021; NIST, 2018; Haynes & Klass, 2019). 

To ensure cybersecurity, it is imperative for businesses to increase their cybersecurity awareness. Cybersecurity awareness 
empowers employees to stay informed about potential cyber threats and develop their skills to deal with such risks. This, in 
turn, enhances their ability to detect and report cyber attacks. To increase the cybersecurity awareness of businesses, it is 
essential to develop appropriate training programs and foster a cybersecurity culture. 

Therefore, cybersecurity management goes beyond technology and is closely intertwined with the management of 
individuals, organizational behavior, continuous learning, organizational culture, and change. It is not only about how people 
perceive cybersecurity but also about their priorities and actions, influenced by their beliefs, values, and attitudes, from the 
board of directors to every corner of the organization. 
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ABSTRACT  
Purpose- Businesses depend more on knowledge than other factors. Many academics have described the idea of absorptive capacity as a 
skill for handling outside knowledge. Since organizational phenomenon is a complex , the issue of absorptive capacity as a strategic and 
dynamic capability still merits further research consideration. Previous research shows that some of the variables are beyond the firm's 
control and moderate the effect of knowledge source and experience on absorptive capacity. The intensity of the triggers may have an impact 
on the firm's investment in absorptive capacity capability. The purpose of this study is to review and identify endogenous and exogenous 
contingencies that function as activation triggers on absorptive capacity based on the previous literature.    
Methodology- The theoretical model, hypothesis, and measurement indicators for the study's variables are described in this paper.   
Findings- The study of previous research shows that learning organization structure, business environment, organizational leadership, 
learning culture, management review, and competitive strategy play roles as moderator activation triggers in this study. According to the 
findings, businesses face complex and unpredictable business environment changes, as well as significant knowledge gaps. Decentralized 
and dynamic structures with participation in decision-making have a moderating effect on the capacity to absorb knowledge and make it 
easier for businesses to absorb new ideas. The results show that organizational culture fosters the development of fresh perspectives and 
encourages the integration of external knowledge to maximize the benefits of complementary knowledge sources. Also, the competitive 
strategy defines the scope and context of perception and learning. Other activation triggers that require more investigation include 
information technology, stakeholders, professional conduct, and research and development units.  
Conclusion- Managers can explore a variety of strategic alternatives and forge competitive advantages for their companies by using activation 
triggers as a group of variables to upgrade existing talents and develop new capabilities of absorptive capacity. 
 
Keywords: Absorptive capacity, activation triggers, endogenous and exogenous contingencies, knowledge. 
JEL Codes: D83, L1, O32 
 

 

1. INTRODUCTION   

A crucial element affecting economic growth is knowledge (Qiao and Chen, 2010; Salehi, 2021), which has been and still is a 
contentious strategic issue (Barney, 1991; Salehi, 2021). Businesses depend more heavily than other factors on the level of 
knowledge (Druker, 1995; Davenport and Prusak, 1998; Murovec and Prodan, 2009; Salehi, 2021). New external knowledge 
is regarded as the essential component for surviving and competing in dynamic environments to which firms should adapt, 
improving the innovation of their products and sustaining competitive advantages (Cohen and Levinthal 1990; Hisnanick, 
2016; Gray 2006; Salehi 2021). (Teece et al., 1997; Zahra and George, 2002; Chilton and Bloodgood, 2008; Wang and Wu, 
2008; Camison and Fores, 2010; Salehi, 2021). As a result, the desired outcome needs a certain kind and degree of knowledge. 
Knowledge is a "justified true belief," according to Hisnanick (2016), which supports businesses' successful actions. According 
to his theory, knowledge has many sides because it can mean many different things. Hisnanick also referred to knowledge as 
a source that inevitably advances. Companies gain new knowledge through their internal experience and prior knowledge 
(Cohen and Levinthal, 1990; Salehi, 2021, Salehi, 2022). 
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Absorptive Capacity, a strategic capability sensitive to new information (Cohen and Levinthal, 1990: Zahra and George, 2002; 
Salehi, 2021) and opportunities in highly turbulent environments (Lane and Lubatkin, 1998; Zahra and George, 2002; Zhou 
and Wu, 2010; Camison and Fores, 2010; Martina and Javalgi, 2019; Salehi, 2021), and dynamic capability (Zahra and George, 
2002; Camison and Fores, 2010; Martina and Javalgi, 2019; Salehi, 2021). 

According to research trends, the topic of knowledge recruitment capacity in an organization is still important and merits 
further study because it helps organizations achieve innovation (Shane, 2000; Zahra and George, 2002; McKelvie et al., 2008; 
Salehi, 2021, Salehi, 2022); performance (Fiol and Lyle, 1985; Zahra and George, 2002; Liu et al., 2009; Harris and Liy, 2009; 
Salehi, 2021); and competitive advantage (Zahra and George, 2002; Andrawina et al.,2008; Liu et al.,2009; Salehi, 2021). 
Numerous studies on the capacity of absorptive capacity and its capacities for acquisition, assimilation, transformation, and 
exploitation have been published by researchers since Zahra and George. 

Internal and external activation triggers were described by Zahra and George (2002) as endogenous and exogenous 
contingency factors that affect investment in absorptive capacity. The factors and variables that moderate the effect of 
knowledge resources on absorptive capacity as activation triggers are still largely unknown in this area of study (Salehi, 2021). 
In addition, the majority of absorptive capacity studies apply this capability as a whole and as a process of absorptive capacity 
while ignoring other important moderators and mechanisms that may play a significant role (Salehi, 2021). Re-reading the 
prior research is deemed necessary for the practical use of absorptive capacity because there is a substantial body of literature 
on the construct of adsorption capacity. Consequently, this paper aims to review the relevant literature on activation triggers 
and the factors that may have an impact on this theoretical model (Salehi, 2021). 

The purpose of this study is to identify endogenous and exogenous contingencies that function as activation triggers on 
absorptive capacity based on the theoretical model of Zahra and George (2002) and prior literature. In order to lay the 
groundwork for activation triggers, the current study includes a review of the literature on knowledge, absorptive capacity, 
activation triggers, and their definitions (Salehi, 2021). Additionally, this piece advances the theoretical activation triggers 
model of (Salehi, 2021). At the end, there are conclusions with the researcher's key takeaways, implications, and suggestions 
for additional research (Salehi, 2021). 

The following section presents a review of key related literature and the development of hypotheses. Following that, the 
theoretical framework was presented, and the variable criteria were explained. The findings are expounded, and finally, the 
discussion of the results is presented with directions for further research. 

2. LITERATURE REVIEW 

2.1. Knowledge Source and Complementary Experience 

Businesses depend more on knowledge than other factors (Murovec and Prodan, 2009; Qiao and Chen, 2010; Salehi, 2022) 
to improve product innovation, maintain competitive advantages (Teece et al., 1997; Camison and Fores, 2010; Salehi, 2021), 
enhance service efficiency, optimize workflow, and government performance (Salehi, 2021). Knowledge, according to 
Hisnanick (2016), is "justified true belief," which supports businesses' effective actions. Information, according to Hisnanick, 
is a source that eventually advances knowledge. According to Salehi et al. (2012), new knowledge is generated through the 
following processes: identifying the needs of the citizenry and the broader society; identifying the broad organizational 
objectives; newspaper, magazine, television, and internet coverage; citizen interviews; stakeholder recommendations; 
surveys; group behavior; and experts or universities. 

2.2. Absorptive Capacity 

Many academics have described the idea of absorptive capacity as a skill for handling outside knowledge (Cohen and 
Levinthal, 1990; Barney, 1991; Van den Bosch et al., 1999; Hisnanick, 2016, Zahra and George, 2002; Gray, 2006; Todorova 
and Durisin, 2007; Zahra et al., 2009; Fabrizo, 2009; Harris and Liy, 2009; Schmidt, 2010; Camison and Fores, 2010; Zhixiong 
and Yuanjin, 2010; Salehi et al., 2012). It goes without saying that a company succeeds effectively when it can process and 
produce fresh external knowledge in challenging circumstances (Hisnanick, 2016; Salehi, 2022). The four abilities that many 
scholars have cited for absorptive capacity are knowledge acquisition, assimilation, transformation, and exploitation (Zahra 
and George, 2002). Individual learning comes first, followed by group learning, and lastly an organization learns (Cohen and 
Levinthal, 1990; Salehi and Asrar, 2022). 

2.3. Activation Triggers 

While some of the variables are beyond the firm's control, "triggers are events that encourage or compel a firm to respond 
to specific internal or external stimuli" (Walesh and Ungson, 1991; Zahra and George, 2002; Salehi, 2021). Activation triggers, 
according to Zahra and George (2002), moderate the effect of knowledge source and experience on absorptive capacity. On 
the other hand, Walesh and Ungson (1991); Zahra and George (2002) held that internal triggers could take the form of 
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organizational crises, failures, significant events, or performance issue(s) that might compel a firm to employ new strategies. 
However, these factors may have unfavorable consequences. 

A crisis can increase a firm's efforts to realize and absorb new skills and develop new knowledge, despite having negative 
effects, as Kim (1998) demonstrated. Crises pose a threat to a company's viability, which is likely to spur learning and the 
realization of outside knowledge (Zahra and George, 2002; Salehi, 2021). Actions that could have an impact on a company's 
future and how it operates are known as external triggers (Zahra and George, 2002; Salehi, 2021). As a result, both internal 
and external triggers encourage or support a firm's efforts to look for new external knowledge. While triggers can occur in a 
firm's environment and range widely, they can have an impact on a firm's search for fresh external knowledge (Zahra and 
George, 2002; Salehi, 2021). 

However, some triggers might need a different kind of knowledge that a company has never thought of, or they might be 
extremely challenging to understand. According to Zahra and George's hypothesis, firms plan to allocate more resources to 
bolstering the competencies and developing the capability of absorptive capacity as well as acquiring new external knowledge 
as trigger strength increases (Zahra and George, 2002; Salehi, 2021). Technology shifts are probably influenced by the basis 
of triggers. Additionally, it might increase spending on the acquisition of pertinent knowledge in particular fields. Therefore, 
a firm's investment in absorptive capacity capability may be impacted by the severity of the triggers. Additionally, it increases 
a company's desire to enhance performance and prevent a technological lockout (Zahra and George, 2002; Salehi, 2021). 

2.2.1. Organizational Learning Structure  

According to Fiol and Lyle (1985), organizational structure is a crucial factor that affects the learning process. Structure is 
defined as "stable role definitions that can clarify who is to perform what duties and are less precise about change" (Walesh 
and Ungson, 1991; Salehi, 2021). A multidimensional construct, organizational learning is distinguished by its foundational 
nature (Hult and Ferrell, 1997). Organizational structure is a "formal system of task and authority relationships that controls 
how people cooperate and use resources to achieve organizations' goals," according to Turi et al (2019). Foold (1998) made 
reference to openness and localness in organizational structures. 

Moving decisions down the organizational hierarchy as much as possible so that local strategic business unit decision-makers 
deal with the full spectrum of issues is what is meant by "localness" (Hult and Ferrell, 1997). By allowing strategic business 
units the freedom to experiment, act on their own ideas, and take responsibility for the results, organizational learning in the 
global process is created, resulting in lower levels of bureaucracy and an organic organizational structure (Hult and Ferrell, 
1997). Organizational learning theory contends that bureaucratization impedes learning by limiting creativity, 
responsiveness, timeliness, and innovativeness, whereas a lack of localness has been shown to positively influence 
performance outcomes of an organization under certain circumstances (Hult and Ferrell, 1997). 

According to Fiol and Lyle (1985), the kind of organizational structure determines the necessary actions. While previous 
behaviors are reinforced in centralized and mechanistic structures, more decentralized dynamic structures tend to allow 
changes in beliefs and actions. Decentralized structures boost individual cognitive capacity as knowledge absorption rises, 
and businesses make it easier to assimilate new ideas (Fiol and Lyle, 1985). With the change in structure and form, low level 
formalization with democratic values encourages learning (Turi et al., 2019). However, in centralized organizations, where 
departments and divisions are tightly under control, decisions are made at a high managerial level (Turi et al., 2019). 

When it comes to new external knowledge, openness depth and breadth both focus on how thoroughly a firm search. 
Customers, rivals, research institutions, regulatory bodies, higher education institutions, and governmental organizations can 
all be used as external search sources (Tian et al., 2020). Therefore, transparency increases a company's flexibility and 
knowledge base (Tian et al., 2020). 

Participation is common in organizations with similar organizational structures. According to Foold (1998), this approach 
encourages participation in decision-making and gives people the freedom to speak and think. According to Cegarra-Navarro 
and Cepeda-Carrión (2008), this type of organizational structure accepts and evaluates novel and unconventional ideas. There 
is freedom of speech and thought, and ultimately, one viewpoint is chosen (Foold, 1998). Due to the closed organizational 
structure and lack of information and knowledge exchange with the external environment, this method involves the least 
amount of learning for the company (Foold, 1998). With this viewpoint, critical thinking and opinions develop (Foold, 1998). 

Reflection is a cognitive process that aims to improve one's awareness of one's own experiences and, consequently, one's 
capacity to learn from them (Yang et al, 2017). Personal mastery, mental modeling, sharing visions, team learning, and 
systems thinking are crucial organizational learning disciplines, and all of them require reflective practice (Hilden and 
Tikkamäki, 2013). Understanding and reconstructing the meaning of what has been observed or accomplished are the main 
processes involved in reflection (Yang et al, 2017). Previous research in organizational, social, and medical psychology has 
suggested that reflection alters human behavior and enhances task performance, if not explicitly (Yang et al, 2017). It can 
also be seen that there is disagreement about the performance benefit of reflection in educational settings (Anseel et al., 
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2009; Yang et al., 2017). In particular, some academics contend that in the absence of appropriate criticism or reflectional 
instruction, students are more likely to put forth serious thought into the wrong issues or to use the incorrect performance-
improving techniques (Yang et al, 2017). One of the fundamental tenets of reflection is that it seeks to deepen the cognitive 
elaboration of experiential information, resulting in the necessary behavioral adjustments (Anseel et al., 2009). In his 
conclusion, Foold (1998) claimed that the reflective method has greater potential for knowledge acquisition. 

By eschewing mechanistic structure, such dynamic organizations can foster reflective action-taking (Fiol and Lyle, 1985). 
Knowledge integrates and combines with various sources to advance organizational goals in a dynamic organization (Turi et 
al., 2019). This demonstrates that organizational structure is determined by the organization's goals and strategies (Turi et 
al., 2019). 

In actuality, the organizational structure ought to offer frameworks for knowledge discovery, acquisition, interpretation, and 
application. An organization that learns can comprehend and adapt new information. The performance of knowledge 
acquisition and how to deal with it can be impacted by this procedure at the individual and organizational levels. Accordingly, 
it is hypothesized as follows. 

H1: Organizational learning structure as activation triggers moderates the relationship between knowledge source and 
complementarity experience and absorptive capacity. 

2.2.2. Business Environment 

Businesses must decide whether to adapt to the dynamic and complex business environment or to give up and close their 
doors. According to Akpoviroro and Owotutu (2018), organizations are under pressure from the business environment in 
which they operate. These pressures prompt various responses from the organizations, which then seek legitimacy in an 
effort to survive and thrive in the environment. 

Environmental dynamism refers to the unpredictability of change in environmental conditions faced by firms, while 
environmental complexity refers to the heterogeneity and range of an organization's activities (Ward et al., 1995). Fiol and 
Lyle discussed the relationship between the environment and learning in 1985. They said that complexity and dynamic 
environments, whether internal or external, could lead to overload and prevent learning. Environmental factors are a major 
source of organizational contingencies, according to organizational theorists for a long time (Ward et al., 1995). Change and 
stability are both necessary for learning between students and their surroundings (Fiol and Lyle, 1985; Salehi, 2021). 
Inefficient organizations can result from having too much stability because there is little motivation to grow and adapt. 

Even though ingrained behaviours never change, a lot of change and unsettling environments also make learning challenging 
(Fiol and Lyle, 1985). It is essential to create and make use of this tension between constancy and change for an effective 
learning process. In order for learning to occur, a certain amount of pressure is required (Fiol and Lyle, 1985; Salehi, 2021). 

Organizations seeking to adapt must look for specific and new external knowledge because environmental change is 
complicated, unpredictable, and characterized by sudden, enormous interruptions (Walesh and Ungson, 1991). Accordingly, 
it is hypothesized as follows. 

H2: Business environment as activation triggers moderates the relationship between knowledge source and complementarity 
experience and absorptive capacity. 

2.2.3. Organizational Leadership                  

Every organization's success or failure is largely dependent on its level of leadership (Saeidi et al., 2021). Organizational 
leadership educates followers at the individual level with new rules, new perspectives, and new feelings, preparing them to 
meet all unforeseen challenges brought on by environmental change (Turi et al., 2019). Leadership in knowledge-based 
organizations fosters internal environments that are conducive to learning and encourages it (Turi et al., 2019). Through the 
use of effective leadership techniques, managers can encourage learning and enforce motivation. Additionally, leadership 
imparts crucial practical learning abilities like individual empowerment, decision-making authority, and support (Turi et al., 
2019). Accordingly, it is hypothesized as follows. 

H3: Organizational leadership as activation triggers moderates the relationship between knowledge source and 
complementarity experience and absorptive capacity. 

2.2.4. Learning Culture 

Both generative learning and adaptive learning are promoted by a company with a strong learning culture. It happens when 
business partners are willing to challenge the learning boundary as well as the ingrained notions about their goals, target 
audiences, state-of-the-art technologies, or strategies (Yao et al., 2013). The collective vision, presumptions, values, norms, 
and beliefs that guide organizational behavior and people make up culture (Turi et al., 2019). It is a way of thinking and 
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understanding that is applied to the level of the individual as a learned way of perceiving and feeling about issues (Turi et al., 
2019). The behavior patterns of an individual determine the culture of an organization (Fiol and Lyle, 1985; Salehi, 2021). The 
collective vision, presumptions, values, norms, and beliefs that guide organizational behavior and people make up culture 
(Turi et al., 2019). Culture can be defined as "the shared ideologies, norms, and beliefs that guide organizational decision-
making" (Fiol and Lyle, 1985; Salehi, 2021). An organizational learning culture encourages staff to question ingrained 
paradigms, existing beliefs, and routines that would otherwise obstruct knowledge creation in global strategic alliances (Yao 
et al., 2013). The organizational culture fosters the development of fresh perspectives and encourages the integration of 
outside knowledge to maximize the benefits of complementary knowledge sources (Yao et al., 2013). Theorists of cultural 
cognitivism asserted that organizations with strong cultures can achieve high performance (Turi et al., 2019). This 
performance focuses on the culture and knowledge workers who use data and technology to advance learning within an 
organization (Turi et al., 2019). Accordingly, it is hypothesized as follows. 

H4: Learning culture as activation triggers moderates the relationship between knowledge source and complementarity 
experience and absorptive capacity. 

2.2.5. Management Review  

According to Zahra and George (2002), the managerial role is an uncertain factor. They advocated for the idea that broader 
managerial roles have an impact on knowledge seeking behaviors, activation triggers, and knowledge transformation. Unlike 
the conventional understanding of absorptive capacity, which limited managerial responsibilities to environmental analysis 
and R&D spending. Walesh and Ungson (1991) assert that since managerial decisions are used to create organizational 
structure, organizational memory may be impacted by that structure. The top management team of a company typically 
makes the most important and strategic decisions, which ultimately affect organizational performance (Saeidi et al., 2021). 
By offering guidelines for how project participants should interact and carry out the project, management review can also 
improve knowledge sharing (Wang et al., 2006). They proposed that management review boosts group dynamics and 
interdependence, which in turn enhances learning within an organization. Accordingly, it is hypothesized as follows. 

H5: Management review as activation triggers moderates the relationship between knowledge source and complementarity 
experience and absorptive capacity. 

2.2.6. Competitive Strategy 

Organizational structure, function, and learning capacity are determined by an organization's objectives and strategy (Turi et 
al., 2019). (Fiol and Lyle, 1985; Turi et al., 2019; Salehi, 2021). Additionally, it clarifies a learning map by giving the perception 
and comprehension of the environment a limit and context (Fiol and Lyle, 1985; Salehi, 2021). They claimed that a company's 
strategic choice determines its capacity for learning. Fiol and Lyle mentioned that strategic design determines the pace of 
organizational learning. The approach has an impact on organizational learning, which fosters creativity and fresh 
perspectives (Fiol and Lyles, 1985; Serinkan et al., 2013). 

In order to affect changes in the external environment, an organization learns from previous experiments by evaluating the 
results and modifying their goals or actions to achieve the targets. Learning is a prominent component of organizational 
strategy (Turi et al., 2019). Additionally, the strategy of learning itself is a crucial component where organizations learn from 
their previous or current strategies by analyzing the results. Based on changes in the external environment, they modify their 
goals or activities to achieve them (Turi et al., 2019). Strategy is therefore believed to be a subject that merits more research 
because it is "strongly linked with organizational learning and development" (Turi et al., 2019). Accordingly, it is hypothesized 
as follows.  

H6: Competitive strategy as activation triggers moderates the relationship between knowledge source and complementarity 
experience and absorptive capacity. 

3. METHODOLOGY  

This research is a review article and literature review that promotes the conceptualization of activation triggers based on 
previously published research on this topic. This paper gives an overview of current thinking on activation triggers and 
absorptive capacity. In this review article, a re-conceptualization is proposed, and the variables are identified as activation 
drivers based on the theoretical framework of Zahra and George (2002).  According to this review article, activation triggers 
need for greater clarity about structure and domain.  

3.1 Theoritical Model 

The theoretical model of this research is based on the previous literature and the theoretical framework of Zahra and George 
(2002).  In this research, it is expected that the variables as activation drivers moderate the effect of knowledge and 
experience on absorption capacity. After that, the scale items to measure each variable are presented in this section. 
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Figure 1: Theoretical Model 

 
 
 
 
 
 
 
 
 

 

 

3.2. The Scale and Measurement Items 

The scale items that were collected through previous research to measure the construction of activation triggers are justified 
in this section.    

3.2.1. Learning Organization Structure 

Table 1 provides a summary of the items used to measure learning organization structure. These measures are really 
addressing what one might consider the dependent variable. These variable measurement items and indicators have been 
investigated for measuring structure in previous studies. The scale items of this variable were suggested by Hult and Ferrell 
(1997). 

Table 1: Scales Items- Learning Organization Structure 

Scale Scale Items 

Openness Participative 

openness 

There is lots of room for casual "hall talk”. 
No matter what rank or position they hold, speaking with the purchasing representatives 
is simple. 
When a need arises, we are at ease calling our purchasing representative. 
The purchasing agents are easily reachable. 
Meetings with our purchasing representative or the purchasing department can be easily 
scheduled by junior managers in our unit. 

 Reflective 

openness 

We are capable of influencing one another's opinions. 
We are dedicated to being open to having our opinions about the purchasing process 
change and to sharing our thoughts and feelings about it. 
We are always willing to challenge one another's viewpoints. 
We continuously assess the effectiveness of the choices we make and the actions we take 
over time. 
We are both critically evaluating each other's thoughts as well as our own regarding the 
purchasing process. 

Localness Centralization Before almost anything, we have to consult with our purchasing representative. 
Until our purchasing representative approves a decision, not much can be done here. 
Our purchasing representative would quickly discourage us if we attempted to make our 
own decision. 
Even minor issues must be brought to our purchasing representative's attention for a 
decision. 
Our purchasing representative must give his or her approval before we make any 
decisions. 

 Formalization In most situations, we believe we are in charge. 
We are capable of taking independent actions without consulting anyone else. 
We are in charge of how things are carried out. 
We set our own rules and can pretty much do whatever we want. 

Knowledge source and      

experience 
Absorptive capacity 

 

Activation triggers 
Learning organization structure 

Business environment 
Organizational leadership 

Learning culture 
Management review 
Competitive strategy 
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In most situations, we believe we are in charge. 

3.2.2. Business Environment 

Table 2 provides a summary of the items used to measure business environment. These measures are really addressing what 
one might consider the dependent variable. These variable measurement items and indicators have been investigated for 
measuring structure in previous studies. The scale items of this variable were suggested by Ward et al (1995). 

Table 2: Scales Items- Business Environment 

Scale Scale Items 

Business costs Growing cost of labour 
Elevated material costs 
Rising transportation costs 
Increasing cost of communications 
Increasing utility costs 
Increasing rent 
Rising costs for health care 
Strong dollar value 

Labour availability Lack of managerial and administrative personnel 
Technician shortage 
Lack of office and related personnel 
Shortage of qualified personnel 
Insufficient production personnel 
The inability to work third shift 

Competitive hostility A fierce market environment of competition 
Fierce rivalry in foreign markets 
A small profit margin 
Declining demand in local market 
Decreased demand in the international market 
Generating work that meets the necessary quality standards 
Poor quality from the vendor 

3.2.3. Organizational Leadership 

Table 3 provides a summary of the items used to measure organizational leadership. These measures are really addressing 
what one might consider the dependent variable. These variable measurement items and indicators have been investigated 
for measuring structure in previous studies. The scale items of this variable were suggested by Saeidi et al (2021). 

Table 3: Scales Items- Organizational Leadership 

Scale        Scale Items 

Organizational leadership Considering each person separately 
Optimistic Influence 
Motivating Inspiration 
Cognitive Stimulation 
Management of Conditional Rewards by Exception 
Considering each person separately 

3.2.4. Learning Culture 

Table 4 provides a summary of the items used to measure learning culture. These measures are really addressing what one 
might consider the dependent variable. These variable measurement items and indicators have been investigated for 
measuring structure in previous studies. The scale items of this variable were suggested by Yao et al (2013). 

Table 4: Scales Items- Learning Culture 

Scale Scale Items 

Learning culture Our joint venture's senior management concur that learning is the key to gaining a 
competitive edge. 
Learning as a means of improvement is one of the joint venture's core principles. 
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In the joint venture, employee training is portrayed as an expense rather than an 
investment. 
In our joint venture, learning is regarded as a crucial resource required to ensure the 
survival of the company. 

3.2.5. Management Review 

Table 5 provides a summary of the items used to measure management review. These measures are really addressing what 
one might consider the dependent variable. These variable measurement items and indicators have been investigated for 
measuring structure in previous studies. The scale items of this variable were suggested by Wang et al (2006). 

Table 5: Scales Items- Management Review 

Scale Scale Items 

Management review Before entering into contracts, management reviews each software development to 
what extent a formal procedure is used. 
How much do first-line managers of software development approve of their schedules 
and budgets? 
How well-equipped senior management is with a system for routinely reviewing the 
progress of software development projects. 

3.2.6. Competitive Strategy 

Table 6 provides a summary of the items used to measure competitive strategy. These measures are really addressing what 
one might consider the dependent variable. These variable measurement items and indicators have been investigated for 
measuring structure in previous studies. The scale items of this variable were suggested by Santos-Vijande et al (2013). 

Table 6: Scales Items- Competitive Strategy 

Scale Scale Items 

Differentiation strategy Extensive services both before and after the sale 
Implementing novel marketing strategies 
Presenting products with differences 
Offering a wide range of products 
Highlighting the brands of the company 
Offering goods of excellent quality 

Cost leadership strategy Maximizing capacity usage 
Obtaining the best deal possible when purchasing raw materials 
Manufacturing modernization 
Enhancing the manufacturing system's productivity 
Reducing the cost of manufacturing 

4. FINDINGS 

In this paper, it is argued  that attention to activation triggers is indispensable for threshold absorptive capacity and 
innovation. After Zahra and George's article, the issue of activation triggers in absorptive capacity has been neglected and 
has not been considered in research. Activation triggers as a group of variables are useful in revamping existing skills and 
building new capabilitiy of absorptive capacity, giving managers an opportunity to explore a wide range of strategic options 
and create a distinctive advantage for their firms.  

The study of previous research shows that learning organization structure, business environment, organizational leadership, 
learning culture, management review, and competitive strategy play roles as moderator activation triggers in this study. 
According to the findings, businesses face complex and unpredictable business environment changes, as well as significant 
knowledge gaps. Decentralized and dynamic structures with participation in decision-making have a moderating effect on the 
capacity to absorb knowledge and make it easier for businesses to absorb new ideas. The results show that organizational 
culture fosters the development of fresh perspectives and encourages the integration of external knowledge to maximize the 
benefits of complementary knowledge sources. Also, the competitive strategy defines the scope and context of perception 
and learning. 
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5. CONCLUSION  

New external knowledge is continuously cultivated in absorptive capacity. Twenty years after Zahra and Gorge, there is still 
a significant gap in the literature regarding research and evidence about the complex capabilities of absorptive capacity. 
There hasn't been much research done on the activation triggers and capability of absorptive capacity. Further research 
should be done on the entire model, including endogenous and exogenous contingencies. This is because the procedure and 
capability demand mechanisms. In this theoretical article, variables that play the role of activation triggers in the effect of 
absorptive capacity were identified and determined. The background of the research shows that with organizational 
leadership techniques and management reviews, learning and searching to absorb new external knowledge can be 
encouraged and strengthened. This article demonstrates that businesses face complex, unpredictable changes in the business 
environment as well as massive knowledge gaps. This study also shows that the type of organizational structure and 
participation in decision-making have a moderating effect on knowledge absorptive capacity. This means that more 
decentralized, dynamic structures tend to change beliefs and practices. Decentralized structures increase individual cognitive 
capacity by increasing knowledge absorptive capacity and making it easier for businesses to absorb new ideas. On the other 
hand, the organizational culture fosters the development of fresh perspectives and encourages the integration of external 
knowledge to maximize the benefits of complementary knowledge sources. Learning culture is a way of understanding and 
thinking about new discoveries and knowledge created at the individual level. This perspective shapes the presuppositions, 
values, norms, and beliefs of individuals and architectures the culture of learning in a firm. The competitive strategy defines 
the scope and context of perception and learning. In fact, the choice of strategy determines the learning capacity. 
Determining this scope will strengthen the firm's future creativity and innovation. 

A company that wants to improve its performance and avoid further technical lockout needs to improve the absorptive 
capacity 's performance with new external knowledge to achieve innovation by increasing the power of the activation trigger. 
To stimulate and sustain innovative activities, firms need to acquire knowledge from external sources. Therefore, the firm’s 
effectiveness in innovation is achieved through activation triggers. Effective mobilization and deployment of activation 
triggers are skills that executives must learn. 

Numerous other factors besides activation triggers can have an impact on absorptive capacity. It is recommended that more 
data be gathered about these moderating variables from the extremely rich literature. Other activation triggers that require 
more investigation include information technology, stakeholders, professional conduct, and research and development units. 
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ABSTRACT  
Purpose- The aim of the study is to determine how sustainability perception affects electronic word-of-mouth communication and purchase 
intention. The perception of sustainability consists of waste utilisation and minimisation, climate change concerns, contributing to 
environmental protection and recycling. Consumer behaviour is addressed with the dimensions of electronic word-of-mouth communication 
and purchase intention.  
Methodology- The data were collected from consumers who use white goods by online survey method and SPSS statistical programme was 
used to test the relationships. The population of the study consists of consumers who use white goods. Considering that it is not practically 
possible to reach the universe, sampling was used. Since it is not foreseen to make a generalisation about the population, convenience 
sampling method, one of the non-random sampling methods, was used. Accordingly, the participants of the study consisted of 517 people.  
Findings- In the study, sustainability perception positively affects electronic word-of-mouth communication and purchase intention. 
Moreover, sustainability perception components together positively affect electronic word-of-mouth communication and purchase 
intention.  
Conclusion- In recent years, negative impacts on natural ecosystems have increased the importance of the concept of sustainability. 
Consumers have an important role in ensuring sustainability. Consumers' increasing awareness of sustainability and parallel to this, increasing 
concerns affect their purchasing behaviour. Perceptions of sustainability strongly influence consumer purchase intentions, which in turn 
encourage positive online word-of-mouth marketing more effectively than traditional marketing tools. 
 
Keywords: Sustainability perception, electronic word-of-mouth, purchase ıntention, consumer behavior, environmental sustainability 
JEL Codes: M30, M31, M39 
 

 

1. INTRODUCTION 

The complexness of today's global economy is increasing the load on energy, food and natural resources. Increasing 
consumption has a significant impact on environmental stability, while consumers' consumption patterns and preferences 
lead to the production of large quantities of packaging. These materials create significant environmental problems. The use 
of plastics, which threatens ecosystems and creates risks to human health, also causes serious environmental problems. 
Governments, businesses and all individuals need to fulfil their responsibility for environmental problems. Environmental 
regulations, rules, legal acts aimed at solving problems and finding solutions, as well as sustainable or green strategies to be 
developed by businesses are among the things to be performed in this direction. It is an important point that the behaviour 
of the individuals who direct the change in the society should be in parallel with the sustainable perspective. 

As the level of awareness of consumers about environmental problems increases, their environmental concerns increase at 
the same rate. Increasing concerns make it compulsory for consumers to act by giving importance to the concept of 
sustainability in their lifestyles and purchasing behaviours.  Considering that the level of interconnectedness between 
businesses and consumers is constantly increasing, it is also important for businesses to develop strategies that match the 
values of consumers. 

The basis of sustainability is to take into account the right to life of future generations; therefore, marketing should undertake 
a mission within this framework. This situation can be realised primarily through understanding and practices that lead 
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consumers towards sustainable consumption that will change their consumption patterns. Thus, while this change is 
beneficial for the consumer, it can also direct production and other business activities in this direction (Yükselen, 2020). 

In the digital age, the integration of the concept of sustainability into marketing aims to gain the attention and favour of 
consumers. Consumers who think that products meet environmental needs tend to form positive purchase intentions. Brands 
that fulfil their responsibilities towards the environment and carry out activities in this direction can positively affect 
consumers' behavioural intentions and thus online word of mouth marketing communication. In this direction, determining 
the impact of consumers' perception of sustainability will contribute to the development of the right strategies as well as 
providing more efficient and effective marketing messages. 

2. Conceptual Framework 

2.1. Perception of Sustainability 

Sustainable development has emerged as the new development paradigm to help the world overtake current and future 
environmental and social challenges such as climate change, energy resource and water scarceness. Sustainable development 
is one of the greatest challenges of the twenty-first century and is recognised as an absolute imperative for the survival of 
the planet (Khalil et al., 2013). 

As environmental issues such as global warming, ozone depletion and loss of species become more apparent, sustainable 
consumption has emerged as an important social problem.  To increase sustainable consumption, some research workers 
and policy-makers suggest that people should extend product life cycles by engaging in "slow consumption" or decelerating 
the rate at which goods are consumed (Scott and Weaver, 2018). 

The concept of sustainability includes environmental, social and economic aspects; therefore, it has a multidimensional 
structure. Since the early 1990s, the concept of sustainability has been concerned with urban development issues, while it 
has now become more widely used in issues such as sustainable cities, urban sustainability and sustainable housing. According 
to the World Commission on Environment and Development, sustainability is "evolvement that meets the needs of the 
present generation without compromising the ability of future generations to meet their own needs." (AlQahtany, 2020). In 
order to comply with this view and make suitable decisions, society and its several stakeholders need quality data. In the last 
few years, companies have used sustainability reporting as a way to fulfil at any rate of some of these needs (Coulmont et al., 
2022). 

As sustainability becomes increasingly important to consumers, manufacturer and retailer merchants are responding with 
integrated sustainability enterprise, including the introduction of new products and brands with positive social and 
environmental features (Bezençon and Etemad-Sajadi, 2015). 

In addition to international policies and actions to address environmental problems, governments have specific tasks at the 
national level. Governments have various functions in terms of the environment. Firstly, environmental protection is a public 
interest. Therefore, the public sector can intervene in the market through instruments such as taxes, subsidies and legal 
regulations, especially those aimed at limiting overproduction. Although common resources are scarce, there is no limit to 
their consumption, which increases the possibility of overconsumption. Because of these problems, governments must 
produce the most appropriate policies to maximise individual and social interests and, through coordination, achieve 
economic results and sustainable environmental goals (Caglar and Yavuz, 2023). Otherwise, an unsustainable consumption 
model brings serious environmental sustainability problems. Sustainable consumption is an important model that involves 
the consumption of environmentally friendly products to reduce the consumption of natural resources, change lifestyles and 
meet the current needs and wants of future generations (Nath and Agrawal, 2022). 

Today the global economy complexness has led to unprecedented population growth. This has increased the burden on 
energy, food and natural resources. Increased consumption importantly affects the stability of environment; most modern 
consumers have become aware of the collective impacts on the planet. Concerns arising in this direction affect consumers' 
lifestyle choices, including purchasing patterns (Ottenbacher et al., 2019). 

Although researchers have shown that humans consume goods and use services faster than the natural ecosystem can 
replenish, process or recycle them, most people still think that the economy is primarily linked to the production and 
consumption of physical goods (Saari et al., 2021). However, individuals, who directly affect the change of societies, have a 
very important role in the implementation of the principles of sustainable development. In addition to behaviours aimed at 
sustainable development, consumers can influence production in various sectors by consuming products and services offered 
by environmentally friendly or honest commercial organisations. Consumers can also contribute to increasing recycling rates 
by taking care not to waste water, electricity or petrol unnecessarily (for example, by walking or using public transport). 
Individuals' attitudes and routines are therefore related to sustainable development (Catenazzo et al., 2010).  

https://tureng.com/tr/ingilizce-esanlam/manufacturing%20business
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Consumer action is crucial for sustainability because aspects of everyday life, such as the heating and cooling systems of 
homes and water use patterns, have an important impact on greenhouse gas emissions. Individuals' environmental concerns, 
which are a reflection of a range of factors, are often cited as one of the most significant influences on "reduction behaviour". 
Other determinants include contextual influences such as values and economic policies (Nauges and Wheeler, 2017). 

Globally, everyone, including companies, is under pressure to play their part because of concern about climate change. Strict 
environmental regulations, aimed at solving problems and finding solutions, are becoming the norm in developed and 
developing economies alike. Researchers argue that such pressures, strict environmental regulations, sustainable or green 
strategies have an important role to play in helping firms succeed and are shaping a new competitive environment (Arslan et 
al., 2021). There is no doubt that among the greatest challenges facing humanity in the future are climate change and 
biodiversity loss. Climate change has an impact on natural and human systems on all continents and oceans, requiring 
humanity to adapt to a new reality (Helm et al., 2018).  

Excessive use of natural resources, consumption far beyond what the world can sustainably provide, people's consumption 
patterns and preferences lead to the production of large quantities of packaging. These materials create serious 
environmental problems. Once the products reach the consumer, packaging is no longer necessary, which leads to the 
problem of waste. Packaging should be seen as more than just a method of delivering or presenting products safely to 
consumers. The environmental impact of the packaging produced by the designer should be taken into account. Individuals' 
decisions on how to purchase pre-consumer packaging, how to use it during consumption and how to dispose of it afterwards 
are crucial to effectively addressing the waste problem (Escario et al., 2020). 

The perception of product sustainability should be considered when designing and developing new sustainable package 
materials. Consumers should be able to easily recognise sustainable packaging based on direct clues provided by the material 
itself, without the need for labels and claims (Schoubroeck et al., 2023).  

Within the scope of sustainability in the literature, 3-R concepts have been developed, which include the joint action of 
producers and consumers and consciously managing resources (Kayıkçı et al., 2019): 

• Reduce: Choosing the products used in a way that minimises the amount of waste after the consumption and production 
of the products. 

• Reuse: Reuse of all or some parts of the products. 

• Recycle: It is the transformation of waste into a new product.  

The principle of "first reduce, then reuse and then recycle" can be thought of as an inverted pyramid. According to the 
pyramid, the more waste is reduced, the less reuse is required and the more waste is reused, the less recycling is required 
(Kayıkçı et al., 2019). 

Recycling is a waste management strategy, but it can also be seen as a current example of the application of the concept of 
industrial ecology. However, in a natural ecosystem there is no waste, only products. Recycling of plastics is one of the 
methods used to reduce depletion and environmental impact of resources. Recycling can therefore reduce the energy use 
and materials per unit of output, thus enabling better eco-efficiency (Hopewell et al., 2009).  

The 3Rs, symbolising "Reduce, Reuse, Recycle", have become a similar paradigm for waste management by consumers. 
Despite increasing the awareness of public of plastic pollution (European Commission-2020), plastic consumption patterns 
persist (Steinhorst and Beyerl, 2021). 

Global environmental pollution caused by plastics not only threatens ecosystems around the world, but also poses a risk to 
human health. One of the main causes of this pollution is the uncontrolled use of single-use plastic packaging. Reducing the 
plastics crisis is the focus of both political measures and food industry businesses. Taking political measures into account, the 
Canadian government classifies manufactured plastics as toxic due to their harmful effects on the environment. The EU has 
banned the use of plastic cutlery and straws. In addition, many countries of the world have banned single-use plastic bags 
(Herrmann et al., 2022). 

2.2. Consumer Behaviour  

Consumers have tendency to prefer brands that are recognised for their sustainability activities. Perceptions of sustainability 
include perceptions of brand efforts, losses and gains in sustainability efforts. When green products arouse high trust and 
positive brand attitudes, consumers have tendency to form positive purchase intentions because they think that the products 
meet their environmental needs. Brands which have transparency and social responsibility efforts strongly influence 
consumer attitudes and behavioural intentions, which in turn encourage positive WOM and online WOM marketing more 
effective than traditional marketing tools (Kong et al., 2021). 
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2.2.1. E-WOM Communication 

The rapid growth of electronic commerce has led thousands of businesses which have traditional stores to seek an on-line 
presence and develop mobile applications, among other strategies, in order to respond to market needs (Siqueira Jr et al., 
2019). Through the rapid development of social media and the use of smart devices, e-WOM communication is ubiquitous. 
Unlike traditional-WOM, e-WOM enables customers to obtain real-time, real-life data from previously inaccessible sources. 
Social media networks accelerate the spread of e-WOM communication by enabling consumers to easily share and collect 
brand-related data in a well-timed and cost-effective manner  (Sun et al., 2021). 

Before the widespread of the internet, consumers shared out their experiences of product or service through personal verbal 
communication; however, the development of technological progress has provided many opportunities for consumers to 
interact with businesses and other consumers through multiple channels, such as social media, which helps them to create 
e-WOM. The e-WOM is described as "an active and continuing information exchange process between potential, current or 
former consumers about a product, service, brand or business that is made accessible to a large number of individuals and 
organisations over the internet" (Akbari et al., 2022). 

The e-WOM is similar to offline WOM in that consumers share information about products and services directly and indirectly. 
In addition, since e-WOM marketing communication uses the Internet as an intermediary, it can convey information much 
more efficiently and quickly than offline WOM communication (Lee and Choi, 2019, 10). Although electronic WOM is an 
extension of offline WOM, it has a few more unique features that differentiate it. Some of these are speed of information 
dissemination, wider reach, multi-directional information exchange, availability at all times, greater reliability and greater 
measurability (Shankar et al., 2020). 

The e-WOM is any informal communication to consumers, via Internet based technology, about the features or uses of 
particular products and services or their sellers. Consumers' evaluations of a product or service can be easily influenced by 
WOM communication (Kwok et al., 2019). The e-WOM communication is an advertising tool used to share other customers' 
perspectives with each other due to the customer's awareness of the products (Hussain et al., 2018). 

The e-WOM enables consumers to compare alternatives for products or services after searching for information. Moreover, 
at the final stage of the purchase decision, which involves the choice of product or service, brand and retailer, e-WOM 
communication reduces the perception of risk, which has an important impact on the consumer decision. E-WOM constantly 
influences consumer behaviour. The e-WOM communication continuously influences consumer behaviour because the 
process continues after the purchase and includes the post-purchase stage regarding consumers' expectations and 
satisfaction (Hussain et al., 2018). 

WOM communication in marketing is a consumer-oriented marketing communication channel in which the sender is 
independent from the market. Consumers tend to see WOM marketing communication as more credible, reliable, useful and 
therefore more persuasive than information generated by the marketer (Lim et al., 2022). 

Online shoppers always consider the comments and experiences of other shoppers before purchasing products online. 
Millions of people have access to online comments; this is where the power of e-WOM marketing communication lies. 
Customers who have a good experience with a seller are more likely to engage in favourable WOM marketing communication. 
Since consumers trust user-generated content more than other forms of communication, they are more likely to be 
influenced by other consumers in their decision-making process (Duarte et al., 2018). 

Studies have shown that people prefer to take into account the opinions of others online when making decisions online. In 
this respect, positive WOM communication refers to the sharing of positive valuation and satisfactory quality with others 
after consumption, while negative WOM communication refers to the consumer telling others about the unsatisfactory 
purchase and use experience and even suggesting not to consume such products (Shu and Wu, 2014). 

In the digital age, the integration of the concept of sustainability into marketing directs to gain the prominence and favour of 
consumers. Sustainable marketing is not only to introduce the product and increase profits, but also to create positiveness in 
society in the sense of emotionally influencing the consumer to favour responsible brands. When trends in online promotion, 
consumer behaviour and digital communication are examined, it appears that both customers and the brands are becoming 
increasingly active on-line, particularly on social media. Previous studies have suggested that social networking can be a good 
platform for sustainability as it provides the data people aim to make wiser purchasing decisions and authorise customers to 
demand quality (Anastasiei and Dospinescu, 2019). 
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2.2.2. Purchase Intention 

Intention is defined as "an individual's willingness or capacity to perform a certain behaviour". In marketing, purchase 
intention is a concept used for the long term prediction of purchasing behaviour as it is related to the willingness to purchase 
of potential customers (Nguyen et al., 2023).  

Purchase intention is the predisposition of customers regarding their purchasing actions. Consumers' willingness to purchase 
a product can be defined through the extent of purchase intention. Purchase intention is the pre-planning of customers to 
purchase certain products in the future. Therefore, it explains the individual's preference for product purchase and 
categorisation of available options. Purchase intention is the consumer's willingness to purchase (Rakib et al., 2022). 

Although customers' purchase intention is not the only factor to be considered in marketing, it is a measurement value for 
predicting future sales of a particular product. Understanding customer purchase intent is a critical part of planning for future 
sustainability, because achieving a sustainable consumption pattern means, in part, selling sustainable products to as many 
customers as possible around the world (Panuju et al., 2019). 

Environmental anxiety, which has been accepted as a significant determinant of ecological behavioural aim, involves 
individuals' emotional reactions to ecological problems. Previous research has shown that individuals' feeling that they are 
more responsible for the environment and taking responsibility for preserving the environment are related to an increase in 
environmental concern; in addition, when individuals have environmental concerns, they adopt green products. 
Environmental concerns affect green purchase intention. Individuals with high environmental concern indicate a clear 
intention to preserve the environment, making it simple for individuals to adopt green products (Yeğin and Ikram, 2022). 

Consumers' concern for green issues is a global issue that has led them to significantly change their lifestyles and become 
more environmentally responsible. As consumer awareness of the benefits of green products has increased, consumers' 
concerns about saving the world from global warming problems have also increased, leading to the development of green 
consumerism. Green awareness influences human behaviour in several ways (Lestari et al., 2021). 

The buyer intention of consumers who consume green products or services is necessarily influenced by sustainable 
behaviours that care about the environment; therefore, these behaviours motivate the people to choose products that not 
harmful for the environment. Therefore, the aim to choose environmentally friendly product or service will result in a high 
impact on the consumer's sustainable consumption behaviour (Brandão and Miranda 2022). 

Sustainable consumption behaviour refers to the extent to which individuals' choices and actions towards products and 
services reduce environmental impacts, the exchange of available materials or energy in the environment, or change the 
structure of ecosystems (Jung et al., 2020). The behaviour of sustainable consumption concerns consumers who attach a 
huge significance to sustainability and aim to meet their basic regular needs, significantly improving the life quality of 
consumers without menacing the demands and interests of future generations. These consumers accomplish their activities 
aimed at protecting the environment and preferring this lifestyle by keeping away from behaviours that harm the natural 
environment, living organisms and other people. Sustainable consumption behaviour takes into account the life cycle of 
products and services as well as issues such as production, transport, circulation, use, disposal and recycling. Sustainable 
consumption aims to reduce environmental concerns, increase safety, ensure an adequate distribution of natural resources, 
increase well-being, create a healthy life and embrace social responsibility (Brandão and Miranda, 2022). 

Consumers concerned about sustainability issues may be willing to pay for recycled products. They are therefore more likely 
to buy recycled products, especially when they are aware of the associated environmental benefits. Discreet consumers 
understand the environmental challenge facing society today and therefore act in an environmentally sensitive manner and 
prefer to buy environmentally sustainable products (Queiroz et al., 2021). 

When environmentally friendly customers become conscious of environmental degradation and develop a more competent 
attitude towards ecological protection, their concerns will influence their purchasing choices and lead them to buy green 
products that have a significant impact on the environment (Wijekoon and Sabri, 2021). Consumers with more environmental 
knowledge are generally more likely to engage in environmentally friendly purchasing behaviours (Kim and Oh, 2020). 

3. METHODOLOGY 

3.1. Purpose, Conceptual Model and Scope of the Study 

The aim of the research is to determine how sustainability perception affects e-WOM communication and purchase intention 
of consumers using white goods. The conceptual model of the study is shown in Figure 1. In the conceptual model of the 
study, sustainability perception consists of waste utilisation and reduction, climate change concerns, contributing to 
environmental protection and recycling components. Consumer behaviour is addressed with the dimensions of e-WOM 
communication and purchase intention. 
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Figure 1: Conceptual Model of the Study 

 Perception of Sustainability                                                   Consumer Behaviour                                                                                                               

                                                                                                                    

 

 

   

The following sources were utilised for the scale questions related to the variables in the conceptual model of the research: 
Perception of sustainability, Aleixo et al., 2021; e-WOM communication, Siqueira Jr. et al., 2019; purchase intention, Ha et 
al., 2014.  

The population of the study, which aims to determine how consumers' perception of sustainability affects e-WOM 
communication and purchase intention, consists of consumers using white goods. Considering that it is not practically 
possible to reach the universe, sampling was used. Since it is not foreseen to make a generalisation about the population, 
convenience sampling method, one of the non-random sampling methods, was used. 

The sample size was determined as follows (Yükselen, 2017): 

p: Ratio of consumers influenced by sustainability approach (0.5) 

q: 1-p (0.5) 

Z: Normal value at safety level (±2 at 95.5%) 

e: Tolerance level (± 4%) 

n= p * q *(Z/e)2 = 0.5 * 0.5 * (2/0.05)2 = 400 

Online survey method was used as the data collection method and for this purpose, a questionnaire form was created with 
questions related to the variables that make up the model using a 5-point Likert scale.  

3.2. Hypotheses 

Individuals who are effective in the implementation of sustainable development can influence the production in different 
sectors by preferring environmentally friendly and responsible brands. In addition, it is important for the implementation of 
sustainable development that individuals do not spend resources unnecessarily in their routine actions in their daily lives and 
display an environmentally sensitive attitude.  

Most consumers are concerned about the future as they are aware of the negative impacts on the ecosystem. Increasing 
concerns influence choices in consumers' lives, including purchasing patterns. 

Online platforms, where consumers and brands become active and interact with each other every day, are effective in 
consumers' purchasing decision processes. Transparent and socially responsible brand efforts encourage online word-of-
mouth marketing. Consumers tend to prefer brands that are recognised for their sustainability activities. Based on this point, 
the hypotheses of the research were determined as follows: 

H1. Perception of sustainability positively affects e-WOM communication. 

H2. The components of sustainability perception together positively affect e-WOM communication. 

H3. Perception of sustainability positively affects purchase intention. 

H4. The components of sustainability perception together positively affect purchase intention. 

 

✓ Waste Utilisation and Reduction  

✓ Climate Change Concerns  

✓ Contributing to Environmental 

Protection 

✓ Recycling 

Electronic Word-of-Mouth 
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3.3. Data Analysis 

3.3.1. Descriptive Information on Respondents and Brands  

The distribution of white goods brand users who participated in the survey within the scope of the research according to 
demographic characteristics is shown in Table 1. The majority of the respondents were males between the ages of 18-30. The 
majority of the respondents use Samsung and Siemens white goods.  

Table 1: Demographic Characteristics of Respondents 

Demographic Characteristics  Number Ratio 

Gender 
Female 

Male 
238 
279 

46.0 
540 

 
Age  

18-30 
31-40 
41-50 
51 +  

190 
160 
104 
63 

36.8 
30.9 
20.1 
12.2 

 

Table 2: White Goods Brands Used 

Brand Number Ratio 

Samsung 
Siemens 

Bosh 
Vestel 

Huawei 
Arçelik 

131 
192 
62 
38 
58 
36 

25.3 
37.1 
12.0 
7.4 

11.2 
7.0 

 

3.3.1. Factor Analysis Results Regarding the Perception of Sustainability Variable 

In the exploratory factor analysis, four components of sustainability perception were included in the exploratory factor 
analysis with 17 questions. The KMO value was 0.913, indicating that the sample size was suitable; the Bartlett's Test of 
Sphericity chi-square value was 4496.327, indicating that the distribution fit the multivariate normal distribution at 1% 
significance level. In the analysis, the quadruple structure in the model was found to be a triple structure (Table 3). The three-
factor structure explains 60.842% of the total variance. Since the factor loading was below 50%, AQA1 was removed from the 
structure. 

Table 3: Factor Structure After Exploratory Factor Analysis 
 

Rotated Structure Matrix 

 Factor 

1 2 3 

AKA2  .598  

AKA3  .771  

AKA4  .762  

AKA5  .685  

AKA6  .612  

AKA7  .525  

IDE1   .732 

IDE2   .741 

IDE3 .572   

IDE4   .839 

CKKB1 .704   

CKKB2 .818   

CKKB3 .778   

CKKB4 .636   

GD1   .509 

GD2 .539   
Source: AKA: Waste Utilisation and Reduction, IDE: Climate Change Concerns, CKKB: Contribution to Environmental Protection, GD: 
Recycling. 
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As a result of the analysis, the three factors were named as follows: 

Factor 1: Contribution to Environmental Protection,  

Factor 2: Waste Utilisation and Reduction, 

Factor 3: Climate Change Concerns. 

According to these results, the sustainability perception variables in the conceptual model have been changed and the 
conceptual model has been arranged as follows: 

Figure 2: Conceptual Model after Exploratory Factor Analysis 

    Perception of Sustainability                                                                   Consumer Behaviour                                                                                                               

                                                                                                                    

 

 

 

 

3.3.2. Reliability Analysis of Scales Related to Model Variables 

The reliability analysis of the scales related to the variables in the conceptual model of the research is shown in Table 4. As 
can be seen in Table 4, the reliability coefficient of the scales related to all variables is high and it can be said that the scales 
have high reliability.  

Table 4: Reliability Analysis 

Variables Number of Questions        Cronbach’s Alpha 

Perception of Sustainability 16 0.917 

Contribution to Environmental Protection 6 0.850 

Waste Utilisation and Reduction 6 0.841 

Climate Change Concerns 4 0.852 

E-WOM Communication 3 0.867 

Purchase Intention 3 0.771 

Whole Scale 22 0.925 

3.3.3. Analysing the Effect of the Perception of Sustainability on E-WOM Communication 

The effect of the perception of sustainability on e-WOM communication was tested by simple regression analysis. The 
correlation coefficient showing the relationship between sustainability perception and e-WOM communication is 0.427 and 
the determination coefficient is 0.182. In other words, the relationship between the two variables is moderate and 
sustainability perception explains 18.2% of e-WOM communication. As seen in the table, the significance level of the model 
is significant at 1% significance level. According to these results, hypothesis H1 is supported; perception of sustainability has 
a positive effect on e-WOM communication. 

Table 5: Relationship between Sustainability Perception and E-WOM Communication 

F p R R2 Adjusted R2 

114.573 0.000 0.427 0.182 0.180 

 
Model 

Coefficients 
Standardised 
Coefficients 

 
t 

 
p 

B 
Standard 

Error 
 

Beta 

Fixed 
Perception of Sustainability 

0.672 
0.701 

0.274 
0.066 

 
0.427 

2.4491 .015 

10.704 .000 
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3.3.4. Analysing the Effect of Sustainability Perception Components on e-WOM Communication 

The effect of sustainability perception components together on e-WOM communication was tested with multiple regression 
analysis. The correlation coefficient showing the relationship between sustainability perception components and e-WOM 
communication is 0.458 and the determination coefficient is 0.210. In other words, the three components of sustainability 
perception together explain 21% of e-WOM communication. According to these results, H2 hypothesis is accepted; 
sustainability perception components together positively affect e-WOM communication. In addition, as seen in the table, 
although the model is significant, when the regression coefficients are taken into account, this effect is largely due to the 
contribution to environmental protection and waste utilisation and reduction components. 

Table 6: Analysing the Effect of Sustainability Perception Components on e-WOM Communication  

F  p R R2 Adjusted R2 

45.514  .000 .458 .210 .206 

3.3.5. Analysing the Effect of Sustainability Perception on Purchase Intention 

The effect of sustainability perception on purchase intention was tested with simple regression analysis. The correlation 
coefficient showing the relationship between sustainability perception and purchase intention is 0.570 and the coefficient of 
determination is 0.325. In other words, sustainability perception explains 32.5% of purchase intention. As seen in Table 7, the 
model is significant at 1% significance level. According to these results, hypothesis H3 is supported; sustainability perception 
positively affects purchase intention.  

Table 7: Relationship between Sustainability Perception and Purchase Intention 

F p R R2 Adjusted R2 

247.364 .000 .570 .325 .324 

3.3.5. Analysing the Effect of Sustainability Perception Components on Purchase Intention 

The effect of sustainability perception components together on e-WOM communication was tested with multiple regression 
analysis. The correlation coefficient showing the relationship between the components of sustainability perception and 
purchase intention is 0.607 and the determination coefficient is 0.368. In other words, the relationship between the three 
components of sustainability perception and purchase intention is strong and the components of sustainability perception 
together explain 36.4% of the purchase intention. According to these results, hypothesis H4 is accepted; the components of 
sustainability perception together positively affect purchase intention. In addition, as seen in Table 8, although the model is 
significant at 1% significance level, when the regression coefficients are taken into account, this effect is largely due to the 
contribution to environmental protection and waste utilisation and reduction components. 

 

 

 

 

Model 
Coefficients Std. 

Coefficients 
 

t 

 

p 

Co-linearity  

B Std. Error Beta Tolerance VIF 

Fixed 

Contribution to Environmental Protection 

Waste Utilisation and Reduction 

Climate Change Concerns  

.620 

.411 

.385 

-.065 

.274 

.072 

.089 

.075 

 

.297 

.248 

-.048 

2.267 

5.731 

4.330 

-.869 

.024 

.000 

.000 

.385 

 

.572 

.469 

.499 

 

1.749 

2.134 

2.005 

 

Model 

Coefficients Std. Coefficients  

t 

 

p B Std. 
Error 

Beta 

Fixed 

Perception of Sustainability 

1.074 

.681 

.181 

.043 

 

.570 

5.926 .000 

15.728 .000 
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Table 8: Analysing the Effect of Sustainability Perception Components on Purchase Intention  

F p R R2 Adjusted R2 

99.216 .000 .607 .368 .364 

4. CONCLUSION AND IMPLICATIONS 

With globalisation, the consumption of natural resources, energy and food resources is increasing day by day. This leads to 
consumption faster than the ecosystem can replenish or recycle. Therefore, the realisation of much more consumption than 
the world can sustainably provide raises concerns about the future. The reasons for these concerns include problems such as 
climate change, plastic and air pollution, and loss of biodiversity. 

Most consumers are concerned about environmental issues. Increasing concerns affect consumers' preferences. Consumers' 
conscious behaviour on this issue and doing their part will create pressure on various sectors and encourage them to be 
sensitive on this issue.  Especially on online platforms that are effective in consumers' purchasing decision processes, 
transparent and socially responsible brand efforts direct consumers' word-of-mouth communication and purchase intentions.   

In the study, it was found that sustainability perception positively affects e-WOM communication and purchase intention. In 
addition, contribution to protecting the environment, climate change concerns, waste utilisation and reduction, which are 
components of sustainability perception, together positively affect e-WOM communication and purchase intention.   

It should be taken into consideration that the findings should be evaluated within the framework of the research sample. The 
sample size does not allow generalisation for the population. However, considering both the study conducted and previous 
studies, brands should give importance to the issue of sustainability and emphasise this issue at every point where they 
interact with their customers, especially in the online environment. They can raise awareness of brands by communicating 
their sustainability efforts and policies, their contributions to sustainable development to their customers. Considering the 
findings of the studies in general, it can be said that consumers' sustainability perceptions positively affect their purchase 
intentions and e-WOM communication.  

It would be useful to examine whether the consumer behaviours towards the sustainability perceptions of consumers in 
white goods brands, which are discussed in the research, support the results obtained by applying them in other products or 
in different sectors. Applying the effect of sustainability perception on consumer behaviour to a larger sample size will 
increase the contribution to the validity of the results obtained. 
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