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 A B S T R A C T  
This study aims to investigates the influence of Open Innovation (OI), Customer-
Centricity (CC), and Competitive Orientation (CO) on organizational resilience among 
creative industry and tourism-related MSMEs in Magelang, Indonesia. Using a 
quantitative approach with survey data from 161 respondents, the analysis, conducted 
via multiple linear regression, shows that OI and CO significantly enhance resilience, 
while CC does not have a statistically significant effect. Grounded in Organizational 
Resilience Theory, the study emphasizes that resilience is strategically developed 
through innovation and market adaptability. The findings contribute to resilience theory 
and provide practical insights for strengthening resilience in the creative and tourism 
sectors. 

A B S T R A K  
Penelitian ini bertujuan untuk menganalisis pengaruh Open Innovation (OI), 
Customer-Centricity (CC), dan Competitive Orientation (CO) sebagai konstruk New 
Product Development (NPD) terhadap ketahanan organisasi pada UMKM sektor 
industri kreatif dan pariwisata di Magelang, Indonesia. Dengan pendekatan kuantitatif 
dan data survei dari 161 responden, analisis menggunakan regresi linier berganda 
menunjukkan bahwa OI dan CO secara signifikan meningkatkan ketahanan, sementara 
CC tidak berpengaruh signifikan. Berdasarkan Teori Ketahanan Organisasi, penelitian 
ini menekankan bahwa ketahanan dikembangkan secara strategis melalui inovasi dan 
adaptasi pasar. Hasil penelitian ini memberikan kontribusi pada teori ketahanan dan 
memberikan wawasan praktis untuk memperkuat ketahanan UMKM di sektor kreatif 
dan pariwisata. 

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

INTRODUCTION 
The tourism industry in Magelang—comprising 178 registered destinations, including 

natural, cultural, and culinary sites—has emerged as a critical driver of regional economic 
development. In 2024, the area recorded approximately 3.58 million tourist visits, 
underlining the sector’s strong potential (Badan Pusat Statistik Kabupaten Magelang, 2024; 
Badan Pusat Statistik Kota Magelang, 2024). This tourism ecosystem is supported by 
approximately 80,263 micro, small, and medium enterprises (MSMEs) engaged in culinary 
services, handicrafts, homestays, transportation, and tourism-related activities (CIMB 
Niaga, 2024; Jejaring Desa Wisata, 2024). However, the industry remains highly vulnerable 
to a wide range of disruptions—from economic shocks such as the 1997–1998 monetary 
crisis, terrorism-related downturns like the 2002 Bali bombing, to global disruptions like 
the COVID-19 pandemic—all of which have disproportionately affected MSMEs (Breier et 
al., 2021; Kromidha & Bachtiar, 2024; Prayag et al., 2024). 

These recurring disruptions illustrate a state of permacrisis, in which organizations 
operate under prolonged volatility. In such environments, the capacity of MSMEs to adapt 
and recover becomes essential. This underscores the relevance of organizational resilience, 
defined as an organization’s ability to absorb shocks, maintain core functions, and 
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effectively evolve amid adversity (Burgiel, 2024; Odeh et al., 2021). Rather than being a 
reactive mechanism, resilience is increasingly seen as a proactive capability shaped by 
leadership, culture, strategic planning, and innovation (Georgescu et al., 2024; Hu et al., 
2024; Zhang & Li, 2025). In the context of small businesses, resilience is further strengthened 
by social capital, government support, entrepreneurial self-efficacy, and strategic 
adaptation (Chowdhury et al., 2018; Hamid et al., 2023; Purwanti & Hapsari, 2022; Shafie 
& Isa, 2021). 

A strategic approach to building resilience is found in the construct of New Product 
Development (NPD), which integrates innovation, organizational learning, flexibility, and 
digital transformation to help businesses adapt to dynamic market conditions (Dan, 2023; 
Do et al., 2022; Duchek et al., 2019). Open Innovation, Customer-Centricity, and 
Competitive Orientation serve as key strategic dimensions that enable MSMEs to develop 
resilient capacities (Baierle et al., 2020; Lu et al., 2024; Ismael, 2023; Tuominen et al., 2022; 
Pan et al., 2021; Zhou et al., 2005). These variables help organizations to continuously 
innovate, understand shifting customer needs, and respond proactively to competitive 
threats—enhancing both market relevance and adaptive strength. 

Open Innovation involves incorporating both internal and external sources of 
knowledge into the innovation process. It enables firms to collaborate with various 
stakeholders, such as customers, suppliers, and research institutions, to enhance NPD 
outcomes (Baierle et al., 2020; Lu et al., 2024). This collaborative model supports resilience 
by ensuring that product development remains agile and resourceful amid uncertainty. 
Customer-Centricity is central to resilience-building through NPD. Firms that embed 
customer feedback into their innovation processes are better positioned to develop relevant 
and timely offerings, enhance customer loyalty, and reduce time-to-market (Cunff & 
Schlick, 2023; Tuominen et al., 2022). Competitive Orientation refers to a firm’s proactive 
posture in anticipating and responding to market dynamics. This includes continuous 
monitoring of competitors and strategic alignment with evolving customer expectations, 
which together foster adaptability and long-term survival (Pan et al., 2021; Zhou et al., 
2005). 

Although these variables have been individually studied in innovation literature, limited 
empirical research has explored them collectively as NPD constructs for enhancing 
organizational resilience, especially among MSMEs in the tourism sector of emerging 
economies. This study addresses this gap by proposing that Open Innovation, Customer-
Centricity, and Competitive Orientation serve as enablers of resilience when integrated into 
the organization’s innovation strategy. 
Accordingly, this study formulates the following hypotheses: 
• H1: Open Innovation positively influences organizational resilience  
• H2: Customer-Centricity positively enhances organizational resilience  
• H3: Competitive Orientation positively strengthens organizational resilience  

This research applies a quantitative approach, collecting survey data from MSMEs in the 
tourism and creative industry sectors of Magelang. The model positions Organizational 
Resilience as the dependent variable and includes Open Innovation, Customer-Centricity, 
and Competitive Orientation as independent variables, operationalized as components of 
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the NPD construct. Using multiple linear regression and robustness testing, the study 
examines the individual and combined effects of these variables in fostering resilience. 

By aligning strategic innovation orientations with resilience theory, this research 
contributes to a more integrated understanding of how MSMEs in crisis-prone sectors can 
sustain performance and navigate disruption. The results are expected to offer both 
theoretical insight and practical guidance for MSMEs, development agencies, and 
policymakers seeking to enhance resilience in volatile business environments. 

LITERATURE REVIEW  
Organizational Resilience 

This study is grounded in the theory of Organizational Resilience, which refers to an 
organization’s capacity to withstand disruption, maintain functionality, and strategically 
adapt amid change (Burgiel, 2024; Odeh et al., 2021). Unlike static risk management 
frameworks, organizational resilience emphasizes proactive adaptation through leadership, 
culture, innovation, and strategic decision-making (Georgescu et al., 2024; Zhang & Li, 
2025). This is particularly critical for MSMEs operating in dynamic sectors like tourism, 
which are exposed to environmental volatility and socio-economic crises (Kromidha & 
Bachtiar, 2024; Prayag et al., 2024). Organizational resilience is strengthened by a range of 
interrelated capabilities, including transformational leadership, learning-oriented culture, 
strategic HRM, and information management (Burgiel, 2024; Lansonia & Austin, 2024; 
Odeh et al., 2021). Firms with high resilience often exhibit strong innovation capacity, 
digital integration, and adaptive structures that allow them to not only survive crises but 
emerge stronger (Hu et al., 2024; Orengo-Serra & Sánchez-Jauregui, 2021). In this study, 
organizational resilience is examined through the lens of New Product Development 
(NPD)—a strategic construct that embodies the organization’s ability to learn, innovate, 
and respond through product development. Three dimensions of NPD are used: Open 
Innovation, Customer-Centricity, and Competitive Orientation, each contributing to 
resilience through unique mechanisms of adaptability. 

Open Innovation and Organizational Resilience 
Open Innovation (OI) is defined as the purposeful inflow and outflow of knowledge to accelerate 

internal innovation and expand markets for external use (Hung & Chou, 2013). It encompasses both 
external technology acquisition and external technology exploitation, enabling firms to access 
broader networks, share ideas, and co-create products. This approach is especially beneficial for 
MSMEs with limited internal R&D capacity (Hung & Chou, 2013; Olaleye et al., 2024).From a 
resilience perspective, OI increases a firm’s adaptability by facilitating flexible responses to external 
changes, accelerating innovation cycles, and reducing uncertainty in new product development 
(Baierle et al., 2020; Dan, 2023). Studies show that inbound and outbound OI strategies are positively 
associated with firm performance, particularly in turbulent environments (Hung & Chou, 2013; Lu 
et al., 2024). 

Customer-Centricity as a Resilience Enabler 
Customer-Centricity refers to an organization’s ability to deeply understand customer needs, 

integrate customer feedback, and prioritize value co-creation in product development (Narver & 
Slater, 1990; Tuominen et al., 2022). In the context of resilience, this orientation helps firms detect 
early signs of shifting market demands and respond rapidly with relevant solutions (Cunff & 
Schlick, 2023; Ismael, 2023). Dean et al., (2024) emphasize that customer involvement is not merely 
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supplementary but central to resilient innovation. Actively engaging users throughout the NPD 
process enhances market fit, customer loyalty, and speed-to-market—factors that are critical in 
unstable market conditions. 

Competitive Orientation and Strategic Resilience 
Competitive Orientation describes a firm’s proactive awareness and responsiveness to 

competitors’ strategies, industry movements, and environmental threats (Gatignon & Xuereb, 1995; 
Narver & Slater, 1990). In uncertain environments, such as those faced by tourism-based MSMEs, 
this orientation enhances resilience by allowing firms to anticipate changes and pivot their business 
models accordingly (Olaleye et al., 2024; Zhou et al., 2005). Empirical evidence suggests that a strong 
competitive orientation supports innovation outcomes, opportunity recognition, and strategic 
agility—essential components of resilience in crisis contexts (Gatignon & Xuereb, 1995; Pan et al., 
2021). 

New Product Development (NPD) as a Vehicle for Resilience 
Open Innovation, Customer-Centricity, and Competitive Orientation collectively form the NPD 

construct, which has been linked to both product success and organizational resilience (Dan, 2023; 
Do et al., 2022; Oiku, 2024). These strategic orientations help organizations absorb external inputs, 
maintain market relevance, and transform disruption into opportunity. According to Olaleye et al., 
(2024), NPD serves as a resilience mechanism by integrating external knowledge flows, user 
insights, and competitive scanning into a coherent innovation strategy. A diverse and cross-
functional approach to NPD enhances learning, adaptability, and collaborative problem-solving—
factors that significantly increase organizational survivability in crises. Furthermore, empirical 
studies emphasize the complementary role of internal and external innovation capabilities in 
enabling small firms to overcome limitations and scale impact in volatile environments (Dean et al., 
2024; Hung & Chou, 2013). 

Organizational Resilience as an Outcome 
Organizational resilience arises from a firm’s ability to continuously adapt, innovate, and 

coordinate strategic actions during disruptions. For MSMEs, particularly in the tourism and creative 
industries, resilience requires more than endurance—it calls for transformation, market alignment, 
and engagement with multiple stakeholders (Oiku, 2024; Orengo-Serra & Sánchez-Jauregui, 2021). 
By embedding Open Innovation, Customer-Centricity, and Competitive Orientation into their 
product development processes, firms can build resilience frameworks that not only minimize crisis 
impact but also foster long-term competitiveness. This is consistent with studies highlighting the 
role of social capital, innovation, and entrepreneurial orientation in small business resilience 
(Chowdhury et al., 2018; Hamid et al., 2023; Purwanti & Hapsari, 2022; Shafie & Isa, 2021). Thus, 
this study adopts Organizational Resilience Theory as its guiding framework to examine how NPD-
based strategies contribute to resilience among tourism-related MSMEs in Indonesia. 

RESEARCH METHOD  
This study employs a quantitative research design with a survey-based approach aimed 

at empirically testing the influence of Open Innovation, Customer-Centric Orientation, and 
Competitive Orientation—as constructs of New Product Development (NPD)—on 
organizational resilience among tourism-related and creative industry MSMEs in Magelang 
City and Regency, Indonesia. The quantitative approach allows for the objective 
measurement of relationships between variables and the generalization of findings to the 
broader MSME population operating within tourism value chains. The research focuses on 
MSMEs directly involved in tourism or supporting activities within the creative economy, 
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including culinary providers, handicraft producers, souvenir shops, homestays, vehicle 
rental services, tour guides, cultural performers, and currency exchange operators. These 
businesses represent vital nodes in the tourism ecosystem and significantly contribute to 
regional economic resilience. Although a complete registry of tourism-related MSMEs in 
Magelang is unavailable, regional estimates suggest that approximately 80,263 MSMEs 
operate in the area (Badan Pusat Statistik Kabupaten Magelang, 2024; CIMB Niaga, 2024; 
Jejaring Desa Wisata, 2024), making the total population size effectively unknown for 
sampling purposes. 

Purposive sampling was applied, with inclusion criteria requiring MSMEs to have been 
in operation for at least five years and to be classified as tourism-related or tourism-
supportive, following the typologies of Harfaz et al. (2021). Given the unknown population 
size, Cochran’s formula was employed to determine the minimum sample size, resulting 
in a required minimum of 96 respondents. To strengthen statistical power, the study 
targeted 100–150 respondents, ultimately securing 161 valid responses, thereby exceeding 
the requirement and enhancing reliability (Hair et al., 2010). Data were drawn from both 
primary and secondary sources. Primary data were collected using a structured 
questionnaire distributed through online and offline channels, while secondary data 
included institutional reports, field observations, and documentation from government 
and industry sources. The questionnaire, based on validated constructs from prior studies, 
used a five-point Likert scale ranging from 1 (strongly disagree) to 5 (strongly agree). 

The operational definitions of variables were as follows. Organizational resilience, the 
dependent variable, reflects the ability of MSMEs to survive, adapt, and grow amid 
disruptions, measured by adaptability, optimism, composure, problem-solving confidence, 
and social connectedness (Demmer et al., 2011; Olaleye et al., 2024; Pettit et al., 2010). Open 
Innovation is defined as the use of internal and external knowledge flows in new product 
development, measured through knowledge acquisition, external collaboration, and 
innovation partnerships (Hung & Chou, 2013; Olaleye et al., 2024). Customer-Centric 
Orientation emphasizes the integration of customer needs into innovation processes, 
particularly customer involvement in product development strategies (Dean et al., 2024; 
Narver & Slater, 1990). Competitive Orientation refers to firms’ responsiveness to 
competitor actions and market signals, including proactive positioning and competitive 
benchmarking (Gatignon & Xuereb, 1995; Olaleye et al., 2024). 

Table 1 Indicators Variables 
No. Variable Statement 

1 

Open Innovation 

We acquire knowledge of new technologies from 
outside the company. 

2 We regularly seek ideas from external parties that 
are useful to us. 

3 We have effective procedures to acquire 
technology from external sources. 

4 We proactively reach out to external parties for 
better product knowledge. 
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5 We build close relationships with external parties 
and rely on their innovation. 

6 

Customer-Centric  

We develop products according to customer 
needs. 

7 Customers often provide input on our product 
development. 

8 Customers contribute during our new product 
testing. 

9 

Competitive Orientation  

We have better competitive knowledge compared 
to our competitors. 

10 Compared to competitors, our new products are 
more attractive. 

11 We respond quickly to competitors' actions. 

12 We have clear targets to achieve our business 
superiority. 

13 

Organizational Resilience 

Our business has strong social ties with all 
stakeholders. 

14 Our business easily adapts to changing situations. 

15 Our team remains optimistic even in difficult 
situations. 

16 Our team stays calm in high-pressure situations. 

17 We are confident in our ability to solve problems. 
Data analysis was conducted using IBM SPSS Statistics 25. Prior to hypothesis testing, 

validity and reliability tests were applied to ensure that the research instruments measured 
the constructs accurately and consistently (Sugiyono, 2017). The core analysis technique 
used was multiple linear regression, which examined the influence of the independent 
variables (Open Innovation, Customer-Centricity, and Competitive Orientation) on the 
dependent variable (business resilience). Hypothesis testing was conducted using the t-test 
(to examine partial effects), the F-test (to assess overall model fit), and the coefficient of 
determination (R²) to measure the explanatory power of the independent variables (Ghozali, 
2018). 

RESULT and DISCUSSION 
Instrument Validity and Reliability Testing 
Validity Test 

To evaluate the construct validity of the instrument, a Pearson correlation test was 
conducted between each item and the total score. The results showed that all 17 indicators 
used in the questionnaire demonstrated significant positive correlations with the total 
variable score, with correlation coefficients ranging from r = 0.499 to r = 0.677, and all values 
were significant at p < 0.05 or p < 0.01. This indicates that each item contributes 
meaningfully to measuring the intended construct. The correlation matrix also reflected 
strong inter-item consistency across variables such as Open Innovation, Customer-
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Centricity, Competitive Orientation, and Organizational Resilience. These findings confirm 
the content and construct validity of the measurement instrument. 

Reliability Test 
Reliability was tested using Cronbach’s Alpha, with a result of α = 0.887, well above the 

0.70 threshold suggested by (Hair et al., 2010). Furthermore, the “Cronbach’s Alpha if Item 
Deleted” values ranged between 0.878 and 0.883, which demonstrates that no item 
weakened the scale’s reliability. This high internal consistency affirms that the instrument 
is stable and dependable for capturing perceptions related to business resilience and 
strategic orientations. 

Classical Assumption Testing 
Before performing regression analysis, classical assumption tests were carried out to 

ensure the appropriateness of the model and the robustness of the results. 

Normality 
A Kolmogorov–Smirnov test was conducted to assess the normality of residuals. The 

result showed a significance value of p = 0.086, which exceeds the threshold of 0.05. This 
confirms that the data are normally distributed and suitable for further parametric testing. 

Multicollinearity 
Multicollinearity was tested using Variance Inflation Factor (VIF) and Tolerance 

statistics. The results for the independent variables were as follows: 
• Open Innovation: VIF = 1.286, Tolerance = 0.778 
• Customer-Centricity: VIF = 1.363, Tolerance = 0.734 
• Competitive Orientation: VIF = 1.337, Tolerance = 0.748 

All VIF values were well below 10, and Tolerance values were above 0.1, indicating that 
multicollinearity is not present in the model. This confirms the independence of each 
predictor. 

Heteroscedasticity 
The Glejser test revealed a significant result for Competitive Orientation (p = 0.003), 

indicating the presence of heteroscedasticity. To address this, a robust regression (HC3 
method) was applied, allowing for heteroscedasticity-consistent standard errors in 
estimating the model parameters. 

Multiple Linear Regression Analysis 
Initial Regression Results 

The initial regression model, without heteroscedasticity adjustment, yielded the 
following results: 
Table 2 Initial Regression Result 

Variable Unstandardized B 
 

Std. Error 
 

t Sig. 

(Constant) 1.093 0.281 3.896 0.000 
Open Innovation 0.259 0.063 4.125 0.000 
Customer-Centricity 0.110 0.062 1.780 0.077 
Competitive Orientation 0.385 0.069 5.566 0.000 
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R² = 0.414, Adjusted R² = 0.403 
F = 37.048, Sig. = 0.000 

The results indicate that Open Innovation and Competitive Orientation have a 
significant and positive effect on Organizational Resilience. Customer-Centricity, however, 
did not reach statistical significance. 

Robust Regression Results 
Due to heteroscedasticity, robust standard errors were computed using the HC3 

(Heteroskedasticity-Consistent standard error estimator type 3) method: 

Table 3 Robust Regression Result 
Variable B Robust SE t Sig. 
Intercept 1.093 .301 3.637 0.000 
Open Innovation 0.259 0.085 3.028 0.003 
Customer-Centricity 0.110 0.073 1.507 0.134 
Competitive Orientation 0.385 0.093 4.153 0.000 

These results confirm the findings of the initial regression, with Open Innovation and 
Competitive Orientation remaining significant, while Customer-Centricity remains 
statistically non-significant at the 5% level. 

Discussion 
This study provides empirical insight into the strategic antecedents of organizational 

resilience among creative industry and tourism-related MSMEs in Magelang. Drawing 
upon Organizational Resilience Theory, resilience is understood as a firm’s ability to 
withstand disruptions, adapt to environmental uncertainty, and continue functioning 
effectively (Burgiel, 2024; Odeh et al., 2021). Rather than a passive trait, resilience is an 
active, multi-dimensional capability influenced by leadership, culture, innovation, and 
strategic adaptability (Georgescu et al., 2024; Zhang & Li, 2025). Within this framework, 
Open Innovation, Customer-Centricity, and Competitive Orientation—as dimensions of 
New Product Development (NPD)—are conceptualized as strategic drivers that contribute 
to building resilient MSMEs in volatile settings. 

1. The Influence of Open Innovation on Organizational Resilience 
The results confirm that Open Innovation has a positive and statistically significant effect 

on organizational resilience. This supports the proposition that openness to external 
knowledge flows—through partnerships, technology sourcing, and idea exchange—
enables MSMEs to innovate more responsively under turbulent conditions (Baierle et al., 
2020; Hung & Chou, 2013a). From the perspective of Organizational Resilience Theory, this 
finding reflects the importance of external collaboration as a resilience enabler. Openness 
allows firms to rapidly access new resources, interpret environmental signals, and 
implement novel solutions to withstand disruptions (Georgescu et al., 2024; Zhang & Li, 
2025). In the context of MSMEs, especially those with limited internal capacity, such 
external engagement is not just beneficial but often essential (Olaleye et al., 2024). This 
result is consistent with prior studies highlighting that open innovation enhances 
adaptability and recovery in crisis-prone settings. For example, Olaleye et al., (2024) found 
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that SMEs that embed external innovation mechanisms are better equipped to survive 
uncertainty. Dan, (2023) also notes that open systems promote absorptive capacity—
allowing firms to internalize and utilize knowledge effectively for adaptive innovation. 
Thus, the finding affirms that Open Innovation operationalizes resilience through 
knowledge-sharing, product diversification, and real-time responsiveness, reinforcing the 
proactive and learning-centered aspects of the resilience construct. 

2. The Influence of Customer-Centricity on Organizational Resilience 
Although Customer-Centricity showed a positive relationship with resilience, the 

statistical analysis revealed that the effect is not significant. This indicates that while 
understanding customer needs and involving users in product development remains 
important, it does not independently drive resilience outcomes within this sample. 
According to Organizational Resilience Theory, awareness of external changes—including 
customer behavior—is critical (Odeh et al., 2021). However, such awareness must be 
accompanied by agile internal systems and decision-making capabilities to translate 
insights into meaningful strategic adaptation (Burgiel, 2024; Carlos & Tan, 2021). This 
finding echoes Dean et al., (2024), who argue that customer involvement improves product 
relevance but may not impact broader organizational resilience unless embedded within 
agile innovation processes. Similarly, Ismael, (2023) dan Tuominen et al., (2022) highlight 
that customer orientation is effective when paired with the ability to act swiftly and 
structurally on feedback. In the case of MSMEs in Magelang, this could reflect a gap 
between sensing and execution—possibly due to constraints in digital infrastructure, 
innovation capability, or resource allocation. As such, Customer-Centricity appears to be a 
necessary but insufficient driver of resilience; it builds awareness but requires alignment 
with Open Innovation and Competitive Orientation to deliver measurable adaptive 
capacity. 

3. The Influence of Competitive Orientation on Organizational Resilience 
The results reveal that Competitive Orientation is the strongest and most significant 

predictor of organizational resilience among the three strategic orientations examined. This 
suggests that MSMEs with heightened awareness of competitor strategies, market trends, 
and differentiation opportunities are more capable of adjusting to external shocks. In line 
with Organizational Resilience Theory, this finding underscores the importance of strategic 
foresight and rapid reconfiguration as key components of resilience (Georgescu et al., 2024; 
Hu et al., 2024). Competitive Orientation enables firms to anticipate threats, reposition 
offerings, and implement adaptive strategies in a timely manner—particularly vital for 
firms in volatile markets like tourism. The finding is also consistent with Gatignon & 
Xuereb, (1995), who emphasize that market-driven strategic orientation enables firms to 
navigate change effectively. Olaleye et al., (2024) similarly found that proactive market 
behavior enhances SMEs’ survival and growth. Pan et al., (2021) and Zhou et al., (2005) 
further demonstrate that firms that are competitively oriented are better equipped to 
innovate, reduce uncertainty, and respond to competitors' actions. For tourism MSMEs, 
where rapid shifts in demand and service expectations are common, competitive 
orientation acts as a strategic buffer—allowing firms not just to survive but to identify and 
exploit emerging opportunities during crises. 
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Synthesis and Theoretical Implications 
Overall, the results reinforce the proposition of Organizational Resilience Theory: that 

resilience is not merely a trait but an outcome of deliberate and strategic organizational 
behavior. Each NPD construct examined contributes to resilience through different 
mechanisms: 
• Open Innovation supports proactive learning and external adaptation. 
• Customer-Centricity enhances environmental awareness but requires structural agility 

to be fully effective. 
• Competitive Orientation strengthens strategic responsiveness and market-driven 

adaptability. 
The empirical evidence supports the view that organizational resilience is a multi-

dimensional outcome built through the integration of external collaboration, market insight, 
and competitive foresight (Burgiel, 2024; Oiku, 2024; Olaleye et al., 2024). For MSMEs 
operating under constant uncertainty—such as those in tourism and creative industries—
these capabilities are critical not only for crisis survival but also for opportunity generation. 
Practically, this study offers insights for MSME owners, development practitioners, and 
policymakers seeking to enhance resilience capacity. Investment in innovation networks, 
market intelligence systems, and organizational agility will help build tourism ecosystems 
that are not only competitive but also crisis-ready. 

CONCLUSIONS and SUGGESTION 
This study explored the influence of Open Innovation, Customer-Centricity, and 

Competitive Orientation—as dimensions of New Product Development (NPD)—on the 
organizational resilience of tourism-related and creative industry MSMEs in Magelang. 
Grounded in Organizational Resilience Theory, resilience is understood not as an inherent 
trait but as a dynamic and strategic outcome shaped by continuous learning, innovation, 
and responsiveness to environmental uncertainty (Burgiel, 2024; Odeh et al., 2021). Using 
data from 161 MSME respondents analyzed with multiple regression, the findings reveal 
that both Open Innovation and Competitive Orientation significantly and positively 
contribute to resilience, while Customer-Centricity, though positively related, did not show 
a significant effect in this context. 

The results highlight that resilience grows through strategic engagement with external 
knowledge, proactive competitive positioning, and adaptive capacity. Open Innovation 
enhances resilience by allowing firms to access and apply external ideas, technologies, and 
partnerships—particularly important for MSMEs with limited internal R&D resources 
(Hung & Chou, 2013; Olaleye et al., 2024). Competitive Orientation strengthens resilience 
by fostering vigilance and responsiveness to market dynamics and competitor strategies 
(Gatignon & Xuereb, 1995; Zhou et al., 2005). The non-significant effect of Customer-
Centricity indicates that understanding customers alone is insufficient; it must be 
integrated with operational agility and innovation capacity to translate insights into 
resilience (Dean et al., 2024; Tuominen et al., 2022). 

Theoretically, this study enriches Organizational Resilience Theory by demonstrating 
how strategic innovation constructs (OI, CC, CO) enable resilience in resource-constrained 
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and crisis-prone contexts. Practically, it provides guidance for MSMEs and policymakers to 
strengthen resilience through innovation, market intelligence, and collaborative 
ecosystems. MSME leaders are encouraged to build networks with external stakeholders 
and sharpen competitive awareness to anticipate volatility, while policymakers should 
invest in digital innovation training, cross-sector platforms, and early-warning market 
systems. Future research could extend this work by examining interactions with other 
strategic dimensions such as entrepreneurial orientation, digital capability, or leadership 
style to deepen understanding of resilience in diverse small-business contexts. 
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