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ABSTRACT  
This research evaluated innovative competitive advantage, product excellence, or technological 
acceptance as the fundamental dynamic capacities of manufacturing SMEs. The research was 
backed by the dynamic characteristics concept of the company. This study's objective was to 
evaluate the influence that two aspects of innovative competitive advantage, namely consumer 
choice and innovative business architecture, have on item excellence for the aim of achieving 
sustainable development between small and medium-sized businesses (SMEs). In addition to this, 
it investigated how the deployment of technologies might act as a moderating factor in the 
connection between innovative economic strength as well as product excellence. According to 
the findings, the preferences of customers do not immediately influence the quality of the 
products themselves; rather, the deployment of new technologies moderates the link between 
consumer preferences & product excellence. It was discovered that the strategic business model 
had a considerable & favorable impact on item excellence, indicating that the incorporation of 
new technologies facilitated the connection between these two factors. According to the findings 
of this study, the supervisors of manufacturing SMEs should take note of the actuality that 
increasing product quality thru into the implementation of innovative marketable additional 
benefit techniques & technological advancement is beneficial to the SMEs' ability to expand 
sustainably. 
Keywords — Market, Consumer, Innovation, Technology, Sustainable, Organization, SME 

AN INTRODUCTION 

Even national innovation systems or local producers are having trouble keeping up with the ever-
evolving requirements of the worldwide competitive market. As a result of the move in the 
industry away from manufacturing or toward either activity and as waves of sociotechnical 
growth influence the creative landscape, nations, districts, or towns across the globe are 
undergoing significant structural adjustments. It is necessary to establish and improve regional 
innovation ecosystems to successfully regulate the structural transformation & provide the most 
effective support for innovations as is feasible [1]. The purpose of this essay is to elicit 
conversation and provide novel points of view about innovation. In this essay, we argue that the 
resolution of difficult issues or the generation of sustained well-being is not only necessary for 
innovation but also serves as a potential element of a competitive benefit for innovative or 
information ecosystems [2]. The ever-shifting forces that motivate innovation give the kindling 
that is required for fresh laws & procedures to be implemented all over the globe to access 
previously untapped possibilities for development. Since creativity is often connected with issue-
solving, the unique innovation difficulties of today are tied to terrible issues. Systematic errors 
are concerns in society and everyday life that are extremely complex, and multi-faceted, and that 
demand innovative remedies. The concept of sustainable development is an example of a typical 
sort of difficult issue. "development that satisfies the demands of the current without damaging 
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the capacity of future generations to satisfy their needs," is how the Global Council on 
Environmental & Development describes sustainable development. Understanding & resolving 
difficult and pervasive issues may be facilitated by sustainable innovation, which incorporates 
and builds upon sustainable development, and organizational sustainability, including ecosystem, 
though. Sustainable innovations are being developed all over the globe in areas such as eco-
innovation enterprise, architecture, peer-to-peer practices, policy-making, or improvements in 
sustainable behaviors; yet, the notion of sustainable innovation has to be systemically clarified. 
The purpose of this essay is to expound on the topic suitably. 

 
Figure 1. Sem Model Of The Effect Of Innovation Management On Sustainable Competitive 

Advantage In Contemporary Organizations 
OBJECTIVE 
The following are some of the goals that the study attempted to accomplish: 

 To study innovation from the point of view of an environment 

 Examine the framework of consumer preference, strategic business model, reliability of 
the product, and technology adaption. 

 Study regarding SME consumer preferences & technologies adaptation for sustainable 
development 

 To Study SME sustainable development involves a strategic business plan & technology 
adoption 

 Examining SME sustainable development involves an organizational marketing strategy 
and excellent products. 

 Study about the measurement model assessment 
 
 
AIM OF THE STUDY 
The basic aim of the study is focused in : 



86 | P a g e 

Central European Management Journal 
Vol. 31 Iss. 1 (2023) 

ISSN:2336-2693 | E-ISSN:2336-4890 
 
 

 

                        

 Understanding the role of Consumer Preferences & Technologies Adaptation For 
Sustainable Development 

 Analysing the Sustainable Development Involves A Strategic Business Plan & 
Technology Adoption 

 Adressing the Sustainable Development Involves A Organisational Marketing Strategy 
And Excellent Products. 
 
RESEARCH QUESTIONS 
The following are the research questions of the study: 

 Does the role of consumer preferences & technologies adaptation support in sustainable 
development of the organisation? 

 Will the adoption of strategic business plan & technology adoption enable in sustainable 
development?  

 Is the application of organisational marketing strategy support in sustainable development 
and creatimg excellent products. 
 
Innovation From The Point Of View Of An Environment 
Innovation seems to concentrate on certain industries or regions that expand quicker and 
frequently need structural adjustments. Likewise, local growth is trending towards big clusters, 
towns, or metropolitan regions, with worldwide-level innovative centers hosting the majority of 
value creation, and R&D activity, including patent rights. Global value chains benefit greatly 
from creative centers in the worldwide economy. They are well and draw talent, businesses, or 
capital. They can reinvent themself in a shifting context. They contain dynamics in the invention 
ecosystems in which innovations develop when diverse entities interact [3]. 
 
Originally, we claimed that top-tier colleges and research institutes, enough finance and a local 
market, a trained labor force, specialization, collaboration between enterprises, & worldwide 
connectivity are all required for creativity. According to this viewpoint, there is a necessity to 
establish world-class creative clusters that integrate a great standard of life with outstanding 
commercial opportunities. This is accomplished via close collaboration between local, regional, 
or international players. Activities & assets must be concentrated towards local advantages & 
merged to form new sectors. In practice, though, only a few locations have shown this kind of 
rejuvenation potential [4]. 
 
A dynamic, active network that fosters invention is referred to as an "innovation ecosystem." In 
practice, it might relate to local hubs, networks, or technological platforms. Its origins may be 
found in industrial or business groups, the theoretical evolution of innovation, as well as the Triple 
Helix strategy to economic growth and state tech networks. Several studies have focused on 
regional or national environments & their evolution. 
 
The ecosystems model highlights the importance of regional or public players in the development 
of the innovative activity. Because of the countless benefits affiliated with hub affiliation, 
including such connectivity to founded marketplace, brand recognition as well as corporate 
benefits, as well as connect directly to the academic estate as well as technological knowledge, 
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the hub-based technology ecosystem led by a single company has emerged as the majority notable 
background for new company formation. An innovative ecosystem is a web of links that allows 
knowledge and skill to flow across systems of long-term value creation. The systematic 
methodology has been employed to define the complexities of innovation at different levels - 
national, regional, scientific, as well as sectoral - as well as the procedures by which study 
functionalities construct understanding and afterward transmit understanding to assist business 
growth in the sense of the Triple Helix of business, government, and academic communication. 
The ecosystem metaphor also adds value and culture to the systems approach. An ecosystem's 
transformation is defined by a continuous realigning of synergistic interactions between people, 
information, and assets for both incremental and transformative value co-creation. Value co-
creation networks emerge from genuinely advantageous partnerships between individuals, 
businesses, and investment groups. 
 

 
Figure 2. Conceptual Framework Of The Effect Of Innovation Management On Sustainable 
Competitive Advantage In Contemporary Organizations 
 
LITERATURE REVIEW 

I. Consumer Preference  
Manufacturing SMEs, in particular, are commercial firms operating in an extremely aggressive, 
complicated, and rapidly shifting business environment based on client demands. As a result, 
SMEs are faced with the obligation of prioritizing consumer choice, which offers a substantial 
competitive edge for enterprises. Consumer preferences are defined as a consumer's expression 
of needs regarding item attributes or future product prospects; it is therefore an important element 
to examine while developing design ideas [5]. To demonstrate, notwithstanding the greater 
pleasure provided by shopping malls, retail streets are much more responsive to client desires. 
Conversely, household size or gender are socioeconomic characteristics that have the greatest 
influence on consumer desire. Because consumers sometimes purchase items at current prices 
before even putting them to use, a product's visual look is an additional crucial component that 
determines customer choice in regards to how consumers view an item's value [6]. 
 

Consumer 
Preference 

Technology 
Adaption 

Strategic 
Business Model 

Reliability of 
Product  
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II. Strategic Business Model 
Organizations need to acquire the expertise to investigate, plan, or construct new business sectors 
to assure their continued competitiveness over a lengthy period. A business concept is a statement 
of an organization and how it runs to achieve its objectives, including revenue, development, and 
social implications [7]. This definition is made to achieve the aforementioned goals. It has been 
demonstrated to be an essential tool for bringing new concepts as well as innovations to the 
industry, so it acts as a driver of advancement to unlock technical possibilities. Strength is defined 
as the capacity of a business framework to remain feasible as well as feasible in an evolving 
business ecosystem. Strength is recognized as the capacity to unleash technical possibility [8]. In 
line with this idea, a strategic business model emphasizes that strategic thinking needs to be 
continually maintained in the formation and expansion of an organization's business operations. 
This is necessary to ensure that the company is successful. The major element of competitive 
advantage or leveraging that improves the sustainability effectiveness of firms, particularly 
SMEs, is the operational capacity to migrate into different economic patterns rapidly and 
profitably. As a result, the strategic business paradigm as an important component of innovative 
competitiveness edge has become significant in the field of study on the sustainability of 
businesses [9]. 

 
 
Figure 3. Strategic Business Model 
 

III. Reliability of Products 
To guarantee that goods gain continual market focus from consumers, a production SME must 
prioritize product endurance. Quality is recognized as the primary and most important basis of a 
company's customer happiness, consumer devotion, or revenue. It was said that the user-based 
concept of quality includes aesthetically or actual excellence, whereas the product-based 
definition of quality is concerned with efficiency or functionality [10]. A manufacturing-based 
concept of excellence, which stresses procedures that result in a product and services that meet 
standards, was presented as an alternative. Exceptional quality enhances consumer choice & 
retention, resulting in item qualitative sustainability in SMEs. SMEs frequently perform an 
important function as innovators who influence consumers' opinions of goods excellence. As a 
result, they have been identified as the best players in terms of item excellence, marketing, or 
innovation [11]. Nevertheless, when they make items that are intrinsically identical to the 
products of other companies, their product offerings are not distinctive. To drive long-term 
development, SMEs must continue to dominate the competitive marketplace by focusing on 
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product quality to please consumers. 
 

IV. Technology Adoption 
In reaction to the global trends that are now taking place all over the globe, organizations are 
presently going through significant changes, which require the creation of competencies that are 
electronic, intelligent, or virtualized. Without the accessibility of information and the willingness 
of people to use it, almost no SMEs could operate. Adaptability is recognized as the fundamental 
method for the electronic transition of an organization, which recognizes it as the fundamental 
method for the strategic regeneration of an organization's business model, cooperative method, 
as well as ultimately heritage [12]. The digital transition is the continuing procedure of just using 
fresh electronic innovations in everyday organizational life. This transition would not have been 
possible without the contribution of innovation, which has enabled services advances not only 
technically feasible but also commercially viable. For small and medium-sized businesses 
(SMEs) to achieve fundamental skills and to enhance their competitive advantages, 
technologically innovative capacities (TICs) are essential [13]. In point of fact, according to the 
findings of a study of Chinese high-technology businesses, price strategy, consumer focus, or 
creative advertising support higher item development efficiency in contexts with significant 
levels of dysfunctional rivalry. 
 
 
SIGNIFICANCE OF THE STUDY 
It would seem that the majority of innovations are aimed at industries or fields that are fast 
expanding and, as a result, need constant structural adjustments. The vast majority of value 
creation, research and development (R&D), and intellectual rights are hosted by global-level 
innovative hubs, although local growth is moving toward big clusters, towns, or metropolitan 
regions. It is impossible to exaggerate the significance of cultural hubs to the formation of global 
value networks. They are effective at enticing people or businesses with coveted skill sets or 
financial resources. They are able to adapt to new circumstances and conditions as they arise. 
They encompass the dynamics of the ecosystems in which new innovations arise as a 
consequence of interactions between diverse players. These ecosystems provide the setting for 
the emergence of new inventions. 
A dynamic and active network that fosters invention is referred to as a "innovation ecosystem." 
This network is named for its usage of the phrase "innovation ecosystem." It is possible that this 
refers to either physical or virtual nodes that are part of a bigger network. Its origins may be traced 
back to business and industry, as well as to the notion of innovation's progression, the Triple 
Helix strategy for encouraging economic growth, and government-sponsored research and 
development networks. Quite a few studies have been carried out with the purpose of tracing the 
evolution of various national or regional ecosystems. 
 
Businesses need to arm themselves with the information necessary to investigate, develop, or 
establish new business sectors in order to assure their continued competitiveness over the long 
term. A description of a firm and the way it conducts its business in order to achieve its objectives, 
which may include monetary success, growth, and a beneficial influence on society is what is 
meant by the term "business concept." These goals will hopefully be met by the application of 
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this definition. It has been demonstrated to be a crucial resource in introducing novel ideas and 
innovations to the market, thereby acting as a catalyst for development and opening up new 
avenues of technological possibility. This is due to the fact that it has been shown to play an 
important role in introducing novel ideas and innovations to the market. The ability of a business 
framework to efficiently adjust to changing circumstances in the operating environment is a good 
indicator of how robust the framework is. It is generally accepted that power derives from the 
capacity to fully exploit available technical potential. In light of this, a strategic business model 
places an emphasis on the need of continuing to engage in strategic thinking throughout the 
process of establishing and expanding a company's commercial activity. 
 
METHODOLOGY 
This study examined manufacturing SMEs' creative competitive advantage, product perfection, 
and technology acceptability. Dynamic corporate characteristics supported the study. This 
research aimed to examine the effect of customer choice & creative business architecture on item 
excellence for small and medium-sized firms' sustainable growth (SMEs). It also examined how 
technology deployment may moderate the link between creative economic power and product 
quality. Emerging innovations mitigate the relationship between customer desires and product 
perfection, according to the study. The strategic business model had a positive influence on item 
excellence, demonstrating that new technology supported this relationship. Based on this 
research, manufacturing SME supervisors should notice that raising item excellence via new 
marketable extra benefit strategies & technical improvement is advantageous to the SMEs' 
potential to grow sustainably. The researchers intend to use a quantitative methodology; the 
primary objective of their investigation is to learn how small and medium-sized businesses 
(SMBs) can use creative competitive advantage in the form of customer choice and innovative 
business architecture to produce high-quality products while also minimising their impact on the 
environment (SMEs). In addition, the use of technology was investigated to see whether or not it 
may have a moderating function in the connection between creative economic power and product 
quality. The researchers acquire primary data by having survey participants complete a 
questionnaire that does not include any open-ended questions. In order to carry out the research 
project, the researcher has decided to use a sample size of 181. Secondary data are used while 
attempting to make head or tail of a previously conducted study in the same geographical location 
as the current investigation. The challenge of achieving sustainable development is illustrative of 
a typical kind of difficult issue. According to the definition offered by the Global Council on 
Environmental and Development, sustainable development is defined as "development that fulfils 
the demands of the present without compromising the capacity of future generations to meet their 
requirements." Nevertheless, sustainable innovation, which integrates and builds upon 
sustainable development and organisational sustainability, including ecosystem, may be able to 
assist in the knowledge of and contribution to the settlement of difficult and pervasive problems. 
 
FINDINGS 

A. SME Consumer Preferences & Technologies Adaptation For Sustainable Development 
Inconsistencies in consumer choice tend to impact technological changes in a company, hence 
the link among customer choice & technological adoption has lately gained rigorous studies. A 
considerable relationship appears among customer-firm interaction (CFI) and several personal, 
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business, and environmental characteristics, confirming the view that CFI is employed 
intentionally to strengthen market dominance in innovative or small enterprises. Similarly, prior 
researchers have emphasized the importance of consumer dynamics or consumer satisfaction 
while using breakthrough smart technology in a retail context. Furthermore, despite the 
development of internet financials, scientific research suggests that consumer banking consumers 
prefer face-to-face engagement. Understanding clients' cross-technology usage is also required, 
including their rotating preferences for engaging social networking sites, internet business 
information, or dependable chain-based payment systems [14]. The creation of innovative 
customer segments is a prerequisite for capitalizing on organizations’ expanding technical 
capacities. Whereas numerous consumers use fundamental modern technologies (e.g., digital 
money transfers at the spot of buying), innovations that seem to be non-core or perhaps more 
tangential to the particular market (e.g., the program helped marketing) see highly variable stages 
of adaptation throughout consumer sections, including demographics, psychographics, as well as 
brand- or marketing-related desires. In respect of hotel service offerings, for example, consumer 
or hotel management demands were discovered to constitute a spectrum of network choices. 
Customers who are receptive to the application of linked household innovations, on the other 
hand, have been shown to take advantage of their capacity to outsource engagement with 
technologies, and because they are humanizing new tech, they want innovation to fit societal 
duties & standards. 
 

V. SME Sustainable Development Involves A Strategic Business Plan & Technology Adoption 
The past study suggests several efforts to investigate the link between the planned business 
strategy and technological uptake. It was shown, in particular, that firms have traditionally been 
pushed to integrate information and communication technology (ICT) to ease the development 
of creative business models. However, just joining business-to-business e-commerce, which 
necessitates the implementation of new business strategies, is insufficient. There is a significant 
favorable association between devotion to technological needs and the performance of 
manufacturing SMEs throughout the plan execution phase. Similarly, technological policy 
decisions vary greatly between firms with diverse business goals, and the intensity of the 
association between corporate performance and particular technologies strategies is influenced 
by the business plan [15]. Whatever technological deployment must be considered within the 
framework of the particular company. Nonetheless, the previous study has failed to adequately 
highlight the link between strategic business models on technological uptake within 
manufacturing SMEs. 
 

VI. SME Sustainable Development Involves A Organisational Marketing Strategy And Excellent 
Products. 
The client is at the heart of every company, and gauging consumer happiness is an essential 
component of any plan for improving corporate success; this makes the consumer experience a 
motivator of existence, profitability, and development. In small enterprises, market volatility 
substantially predicts organization paradigm shifts, while technical volatility does so for SMEs. 
Given the increased competitiveness in today's corporate climate, there is a growing tendency to 
introduce new items or enhance the value of existing goods to acquire additional customers. A 
research project looked at company models, company strategies, and creativity [16]. The core of 
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a business model, according to the expert, is its statement of how the firm gives value to 
consumers, tempts consumers to spend for worth, or translates those transactions into revenue. 
The amount of compatibility between strategic profile features and perfect profile qualities 
determines the strategy-business paradigm development synchronization. Small company 
owners' productivity grows as operational coherence improves, meeting utilitarian motives. 
Nevertheless, the researchers pointed out that platforms with more integration and community 
engagement in fulfilling hedonic motives enhance the productivity of all small enterprises [17]. 
 
DISCUSSION 
Measurement Model Assessment 
The measurement model was already evaluated to guarantee the legitimacy as well as the 
accuracy of the survey framework before performing PLS-SEM analysis. The divergent 
legitimacy, as well as dependability of the prototype, were assessed by examining the key 
component workloads, Cronbach's alpha (CA), Average Variance Obtained (AVO), but also 
Composite Reliability (CR). The measurement model is depicted in Table 2: The factor loadings 
are greater than 0.6, which is the recommended value. Whenever the outer variability inflation 
component (VIC) morals in research exceed 10, multicollinearity problems will arise. As a result, 
the current study's findings showed that all of the VIF values referenced were within the ideal 
range of 1.486 to 2.437, proving the absence of multicollinearity problems in this research [18]. 
 
Table 2. Illustrates The Measurement Model: 

Construc
t 

Item Loadin
g 

CA CR AV
O 

Strategic 
Business 
Model 

SBM 
1 

0.83 0.7
6 

0.84
1 

0.63
8 

SBM 
2 

0.80 

SBM 
3 

0.76 

Reliabilit
y of 
Product  

RP 1 0.83 0.8
3 

0.89
1 

0.67
3 RP 2 0.88 

RP 3 0.85 
Consum
er 
Preferen
ce 

CP 1 0.84 0.8
4 

0.90
8 

0.76
7 CP 2 0.87 

CP 3 0.90 

Technolo
gy 
Adoptio
n 

TA 1 0.81 0.7
8 

0.87
8 

0.64
4 TA 2 0.83 

TA 3 0.78 

 
In Table 3: Validity of Discriminant Measures Using Heterotraits and Monotraits (HTMT) 
 

 CP SBM TA RP 
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Consumer 
Preferred 

-    

SBM 0.645 -   
Technologies  
Adoption 

0.666 0.710 -  

Reliability of 
Product  

0.577 0.688 0.790 - 

 
The discriminatory accuracy of the model was determined by calculating the heterotrait-
monotrait (HTMT) correlation ratio, which should be less than 0.85. According to Table 3, the 
research concepts also satisfied the convergent reliability requirements. 
 
FINDINGS 
Based on tbe analysis it is noted that the critical variables like SBM; Technologies  Adoption and 
Reliability of Product possess effective relationship between them. The analysis further mentions 
that the factor loadings are greater than 0.6, which is the recommended value. Hence,  the role of 
consumer preferences & technologies adaptation for sustainable development, furthermore, it can 
be stated that the sustainable development involves a strategic business plan & technology 
adoption, furthermore, the organisational marketing strategy and excellent products possess 
impact on sustainable development.  
 
CONCLUSION 

Technology natural systems are similar to organic ecosystems in that they are made up of 
specialized, diversified organizations that "feed off, assistance, as well as communicate with one 
another." They are embedded in far more contexts that include jurisdictions, governmental 
organizations, legislation, and regulations. This situation necessitates cross-functional 
collaboration among all collaborators as well as stockholders. Cooperation among businesses, 
academic institutions, enterprise corporatists as well as other financiers, municipalities, as well 
as residents is particularly essential. In conclusion, the consumer-preferred option only influences 
item performance when it is influenced by technological adoption, so even though strategic 
business models influence item skill directly as well as indirectly. This study uncovered that there 
are favorable connections between invention competitive edge and the quality of the product for 
SMEs' long-term expansion. As a result, it recognizes that technology competitor benefit is an 
outstanding tactic that supervisors of manufacturing SMEs can use to enhance item performance 
for long-term expansion. 
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