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Currently, there is an increasing trend in the organizations towards examining the artificial intelligence and nonartificial in-
telligence for the innovation and success of the new product, as well as getting the intentions of the upcoming researchers. -us,
the purpose of the ongoing study is to examine the role of artificial and nonartificial intelligence in the new product success along
with the moderating role of new product innovation in the manufacturing organizations of China.-e quantitative methods have
been followed by the study and gathered the responses from the respondents using questionnaires, and analysis has been
conducted by using the smart-PLS. -e results exposed that artificial intelligence and nonartificial intelligence have positive and
significant nexus with the new product success. -e outcomes also revealed that the new product innovation significantly
moderated the links among the nonartificial intelligence and new product success, but it insignificantly moderated the links
among the artificial intelligence and new product success in the manufacturing organizations of China. -ese findings have
provided the guidelines to the manufacturing companies and their policies developing authorities that they should be developed
and implement the suitable policies regarding the adoption of artificial intelligence and nonartificial intelligence that enhance the
success of the new product, which ultimately enhances the success of the organization.

1. Introduction

By now, the introduction of new products and their pop-
ularity and success in the market has become a hot topic in
academia, where there have been many discussions and
debates. -ere is a prominent as well as constantly devel-
oping competition in the markets, in addition to rising shifts
in the business atmosphere and frequent changes in cus-
tomers’ tastes. So, one of the basic objectives of business
organizations is to bring changes, improvement, and crea-
tivity in the production of goods and services to respond to

the existing and anticipated changes [1]. In this highly
competitive atmosphere, business enterprises attempt to
introduce a wide range of new products and make their
marketing successful as well. In order to make new products
successfully compete in the market, several changes in the
business policies, managerial strategies and practices, in-
frastructure, personnel expertise, production, andmarketing
procedures are required to occur. Some scholars and re-
searchers [2, 3] have investigated and talked about how to
create and launch new products in the market and how to
make them successful among market competitors. Although
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they have shed light on some factors that are beneficial in
new product innovation and success under their investi-
gation and studies, they are still unable to cover the overall
scope of variables that also affect the popularity and mar-
keting success of new products. -is paper is an attempt to
resolve this research gap by interacting with the role of
artificial and nonartificial intelligence in the achievement of
competitive advantages for the new products. Similarly, this
piece of study is an initiative to expand the scope of new
product success with the empirical support from the
manufacturing companies working in China. In China, the
incorporation of artificial and nonartificial intelligence to
launch a new variety of products and make them successful
among competitors in the market is being developed among
the manufacturing companies. In this study, the moderating
effects of new product innovation between artificial intel-
ligence and nonartificial intelligence and new product
success are addressed.

-is paper proposes that the incorporation of artificial
intelligence is of great significance to the emerging business
organizations for attaining the competitive advantages for
the products. It has been elaborated in this study that there
are several ways through which artificial intelligence proves
to be useful to the manufacturing organizations to promote
the new products in the market as per the evolving mar-
keting requirements. -e incorporation of artificial intelli-
gence is being proved to be a source of success for the latest
variety of products in the manufacturing companies in
China. It is an initial attempt to examine the role of artificial
intelligence in the creation, introduction, and success of the
latest products in the market places in the presence of shifts
in market and consumers’ tastes. As proposed by [4], ar-
tificial intelligence facilitates the acquisition of up-to-date
information with the superior quality communication
network that is useful to sense and respond to the changes in
technology, market strategies, policies of competitors, and
customers’ demands. Artificial intelligence makes it possible
for the manufacturing enterprises to incorporate up-to-date
technology, innovative techniques, and superior and higher-
quality production and marketing procedures to meet the
evolving requirements. Such intelligence also speeds up the
operational and production processes by introducing fast
and improved infrastructure [5]. Moreover, it makes the
acquisition of raw material in the factory and delivery of
finished goods into the marketplaces agile and safe, which in
turn serves the marketing success of a new variety of
products. Under the incorporation of artificial intelligence,
the dynamic core competencies are developed in manage-
ment for efficient planning, policies, strategies, decision-
making, and their implantation in the operational,
manufacturing, and marketing procedure. -ese dynamic
core competencies enable the management to sense the
emerging requirements of the market and perform activities
accordingly [6]. In addition, artificial intelligence adds to the
creativity in production and successful promotion of new
products by getting the personnel trained periodically to run
up-to-date technology and procedures to develop new
products. -is study expresses that the incorporation of
artificial intelligence in the manufacturing firms in China

has been making rapid progress in the introduction of new
manufacturing products and their marketing. -e trend of
implementing artificial intelligence in the manufacturing
procedures and advertisement of new products is getting on
with the passage of time and guarantees the success of new
products.

-e incorporation of nonartificial intelligence has equally
contributed to the creation of new products, their introduction
into the market, and their success among competitors [7]. -is
study suggests that nonartificial intelligence plays a crucial role
in gaining competitive advantages for the new products. In the
evolving competition among manufacturing companies, it has
become a necessity for the promotion of new products to have a
sight on the emerging changes in the technology used for
production, production techniques, marketing strategies, and
consumers’ preferences so that companies can act accordingly
[8]. In this context, nonartificial intelligence provides oppor-
tunities to the business organizations to have information about
the changing manufacturing and marketing requirements and
process that information to make it useful in getting reliable,
superior-quality, and innovative products.-e incorporation of
nonartificial intelligence focuses on the discovery and accom-
plishment of customers’ needs by providing them with new
products having customers’ desired qualities. It creates self-
awareness in the companies’ personnel and awareness of the
marketing trends and customers’ thinking and desires by
establishing collaboration between companies’ personnel and
outsiders [9].-is paper is a contribution to the research on the
successful promotion of new products, as it describes the sig-
nificance of nonartificial intelligence in maintaining and cre-
ating a new market for the goods achieving confidence of the
customers. Nonartificial intelligence in the form of emotional
intelligence serves to the personnel’s ability to analyze their self-
emotions and the emotions of others. In this way, it enables
them to adjust their emotion with the emotions of customers
and act accordingly to respond to the changing social envi-
ronment [10]. -us, nonartificial intelligence leads to the
personnel’s mental health and their working performance and
gives rise to leadership qualities. On the other hand, spiritual
intelligence also facilitates the success of new products among
product competitors as its implementation induces the per-
sonnel to judge their emotions, experiences, and activities
keeping the business legal standards under consideration.-us,
nonartificial intelligence creates a sense of responsibility in
organizational personnel and motivates them to perform their
duties honestly [11]. It urges them to perform activities in the
favor of society, especially of customers. In this way, non-
artificial intelligence creates and maintains confidence of cus-
tomers in the concerned companies’ products and services,
raises market for the new products, and makes them successful
among market rivals. In China, the manufacturing companies
that are actively incorporating nonartificial intelligence in the
management, operational, manufacturing, and marketing
procedures are enjoying greater competitive advantages for the
new products.-us, the implementation of artificial intelligence
and nonartificial intelligence serves as a guarantee for the
success of new products.

-e study implies that new product innovativeness plays
a significant moderating role between artificial intelligence
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and nonartificial intelligence and new product success. -e
long-term research has proved that, in current marketing
atmosphere, the innovation in the products and services
attracts more and more customers. In the modern age,
people prefer to buy up-to-date products as these products
satisfy their urge for social prestige and meet their needs in a
better way. It has been argued by [12] that the process of
bringing innovation in the products removes the previous
defects found in the products, and it adds to their utility and
improves the quality of goods. -e goods having a better
quality, utility, and minimum side effects are considered to
be preferable in the market. -e introduction of such in-
novative new products gains more success among the
competitors. -e need of innovativeness in the products
leads to the artificial intelligence, as it pressurizes the or-
ganizations to bring improvement in the organizational
infrastructure and personnel expertise, and it makes the
management tend to adopt dynamic capabilities to run the
organization on the innovative scale [13]. -ereby, it
strengthens the relationship between artificial intelligence
and the success of newly introduced goods in the market.
Similarly, the emerging requirement of innovation in the
new products facilitates the incorporation of nonartificial
intelligence as, to bring innovation in the production, it is
compulsory to sense and respond to the changes in the
market and customers’ demands [14]. -ereby, it
strengthens the mutual relationship of nonartificial intelli-
gence and new product success.

2. Literature Review

A variety of variables influence the introduction and success
of new products and services in the market. Some of these
variables have gone through examination and debate by
scholars like Aquilani et al. [15] in connection with the
achievement of success of new products. -e point of at-
tention is that some other factors also perform a key role in
the creativity in the new products and their successful
marketing by achieving more competitive advantages for
them. But the sad fact is that these factors are still unex-
plored. -is study has been conducted to resolve this gap by
addressing these unexplored attributes along with previous
ones. -is piece of study checks the influences of artificial
and nonartificial intelligence through a theoretical structure,
with empirical proofs from the manufacturing organizations
working in China. -e research by Eidizadeh et al. [16] has
also suggested that the artificial intelligence and nonartificial
intelligence play a crucial role in the production of a new,
higher-quality variety of products and achievement of their
success among the market rivals. In addition, companies’
efforts to bring innovation in the quality of new products
also impart strong influences on the mutual association of
artificial and nonartificial intelligence and the success of new
products.

2.1. Artificial Intelligence

2.1.1. Technical Infrastructure Quality. In their studies,
Klievink et al. [17] are of the view that, in an organization, the

infrastructure is as crucial as the backbone in a human body.
For the achievement of competitive advantages for the new
products, infrastructure plays a significant role. -e incor-
poration of technical infrastructure quality proves to be a
source of innovativeness in the production of a new variety of
goods and services in several ways. -e incorporation of
technical infrastructure quality enables the business organi-
zations to acquire adequate, required, in time, and up-to-date
information through the implementation of the better-quality
communication network. -rough this quality network, in-
formation is communicated not only within but also outside
the organization when needed [18].-e information acquired
by an efficient network proves to be useful to make the
production and marketing strategies, technology, and pro-
cedures innovative. It brings about improvement in the
quality of new products and ensures the effective advertise-
ment of the goods, thus enhancing the marketing rate for
them. -e fast quality transportation system adds to the
successful marketing for the new variety of goods as it ensures
the acquisition of better-quality rawmaterial from the remote
areas and in-time introduction of finished items in the
market. -e artificial intelligence in the form of technical
infrastructure quality brings about improvement in the
technology used in operational and production areas, which
facilitates the quality and speed of new production [19, 20].
-rough the constant availability of fuel, water, and elec-
tricity, the technical infrastructure quality makes the working
atmosphere peaceful, comfortable, and flexible, which mo-
tivates the employees to work wholeheartedly and further
leads to the improvement in the production. In China, the
manufacturing companies that are employing better-quality
technical infrastructure have better competitive advantages
for the marketing of new products. In this context, the fol-
lowing hypothesis can be developed:

H1: the technical infrastructure quality is positively
linked with the success of new products.

2.1.2. Management Capability. Management capability is
taken as a business entrepreneurial approach that implies the
use of a set of core capabilities with the basic aim of raising
the rate of profitability and the market status among the
business rivals. To achieve its objective of higher earnings
and strong and superior market position at both the national
and international levels, it infuses crucial capabilities in the
management personnel so that they may examine the
current and anticipated shifts in the market requirements,
business environment, and customers’ preferences andmake
an alteration in their strategies and policies accordingly
[21, 22]. -e management capability approach is considered
to be based on or an extension to the previous business
approach resource-based view (RBV). -is theory states that
the valuable, uncommon, distinguishable, and heteroge-
neous organizational resources should be arranged and
integrated efficiently so they may be deployed to the max-
imum extent of the quality with better market results. As the
management capability approach is an extension to the RBV
approach, it examines the business shifts, changes in the
market trends, production technology, and changes in

Complexity 3



customers’ tastes and helps the manufacturing firms to
perform functions to react to these shifts [23, 24]. -e
management capability theory brings about alternatives in
the organization strategies, policies, resources, technology,
and production andmarketingmethods tomeet the evolving
requirements [25]. In addition, the organizational resources
(both physical and human resources), as well as production
processes, are reconfigured and reintegrated to give inno-
vative and maximum production of new goods. -e in-
vestigation has proved that, with quality management
capabilities, the manufacturing companies in China are
enjoying distinction while introducing new products in the
market. So, based on this literature, the following hypothesis
is developed by the current study:

H2: management capability has positive linkage with
the success of new products.

2.1.3. Personnel Expertise. -is study is a contribution to the
literary works as it addresses the influences of personnel
expertise on the creativity in production and successful
advertisement and marketing of new products. -is ex-
pertise comprises technical, analytic, cognitive, and moti-
vational skills [26]. -e organizations arrange the
improvement in existing personnel skills and development
of new skills in them for the improvement in their func-
tioning in business. For this purpose, personnel are peri-
odically trained with the time, whichmotivates them to work
efficiently and wholeheartedly, which further contributes to
the quality of new products and their success in the mar-
ketplace [27, 28]. -e analytic skills in personnel help to
analyze their surroundings and changes in circumstances.
-e cognitive skills are needed to acquire knowledge, ma-
nipulate the acquired information, and understand the logic
behind them.-ey help to solve problems arising in business
operations, production, and marketing. As Rashid and
Gianduzzo [29] suggest in their study, the development of
technical skills in personnel enables them to run up-to-date
technology, machinery, and new production techniques and
remove difficulties in employing technology and machinery.
Motivational skills urge the personnel to perform functions
actively and honestly. -e personnel expertise improves
problem-solving and decision-making skills in personnel;
they can detect defects in products and remove them by
manufacturing new better-quality products that produces
success in markets [30].

H3: personal expertise is positively associated with new
product success.

It can be analyzed that customers prefer innovative
goods to previous ones. In the competitive atmosphere, only
those companies that keep on introducing innovation in
their products and services can survive and enjoy more
competitive advantages. As Ettlie et al. [31] propose in their
article, the success of new products depends on the inno-
vativeness and development in the features of products. To
infuse innovation in production, companies incorporate
technical infrastructure quality in the organization. Better-
quality infrastructure ensures the acquisition of useful and

in-time information, better-quality raw material, up-to-
dated technology, and in-time delivery of finished goods to
market. Management capabilities and personnel expertise
are needed to touch the target of innovativeness. -ey bring
innovation in the business resources, procedures, tech-
niques, and production sensing and responding to the up-to-
date requirements [32, 33]. -e innovation in the new
products affects but strengthens the mutual association of
artificial intelligence and new product success. -e higher
the innovativeness is in new products, the stronger is the
relationship between artificial intelligence and the success of
new products.

H4: new product innovativeness is moderating among
the nexus of artificial intelligence (technical infra-
structure quality, management capabilities, and per-
sonal expertise) and new product success.

2.2. Nonartificial Intelligence

2.2.1. Emotional Intelligence. -e emotional intelligence
refers to the abilities of individual employees of the business
enterprises to identify and compare their self-emotions and
the emotions of outsiders, trying to find discriminations
between them and minimize them. -e motive of emotional
intelligence is to enable the person to manage their senses,
thinking, and behavior according to those of stakeholders,
especially customers, for the achievement of business targets
[34]. In the business world, the term emotional intelligence
was used for the first time in 1964, while it achieved pop-
ularity among businessmen and scholars in 1995 when this
term was discussed in detail in the book “Emotional In-
telligence,” written by Daniel Goleman. Emotional intelli-
gence creates awareness of self-emotions and experiences
and those of business stakeholders and enables them to
mould their senses, business conduct, and personal skills to
adapt to the social behaviors, especially those of customers.
According to Mohamad and Jais [35], the alteration in
personal emotions, skills, and business conduct by using
emotional information leads to the products having the
quality to conform to the customers’ changing demands.
-us, emotional intelligence is useful for creating and
maintaining the confidence of customers in the quality of
products of the concerned organization. -e achievement of
customers’ confidence raises themarket for the products and
makes the new products successful as well [36, 37].

H5: emotional intelligence imparts positive influences
on new product success.

2.2.2. Spiritual Intelligence. -is term was first introduced in
1997 by the Danah Zphar in “Rewiring the Corporate Brain.”
At the outset, this term was perceived from a religious
perspective. Still, only a few academics like Ken O’ Donnell
and Steven Benedict (2000) have shed light on its role in the
business world. -e paper is an effort to indicate the im-
portance of spiritual intelligence in the creativity in pro-
duction and the achievement of new product success.
Spiritual intelligence creates awareness of moral values
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[38, 39]. It motivates the individuals in the organization to
have fair dealings with others within the organization and
outside as well. It urges the business personnel to perform
their duties honestly taking the moral value under consid-
eration. Spiritual intelligence develops a sense of goodness
and a sense of responsibility towards the concerned firm and
society as well. -e expression of spiritual intelligence in the
workforce reduces the events of fraud and cheats, which
smoothes the business functions [40, 41]. Spiritual intelli-
gence reduces the chances of disputes among employees and
provides a favorable atmosphere for work and thus it im-
proves the quality of business procedures and its production
and guarantees the success of new products.

H6: spiritual management is positively linked with new
product success.

Analysis of the performance of manufacturing compa-
nies in the market represents that new product innova-
tiveness influences the success of the new products as the
products that have improvement and innovation in their
quality and durability are sold like hotcakes. Nonartificial
intelligence such as emotional intelligence and spiritual
intelligence proves to be an active construct of new product
innovativeness. In addition, Sánchez-Álvarez et al. [34]
indicated that emotional intelligence motivates the orga-
nizational personnel to adjust their emotions and skills
according to those of customers and other stakeholders;
thus, up-to-date awareness about the thinking and desires of
customers leads to the innovation in products. According to
Srivastava [42], spiritual intelligence creates a sense of
morality, goodness, and responsibility in organizational
individuals. It motivates the employees to perform in the
favor of organization and society as well. -is moral sense of
responsibility induces the employees to have fair dealings
with seniors, colleagues, and stakeholders, imparting fa-
vorable influences on their working and then on the quality
of operations and production.-e necessity of innovation in
new products promotes the relationship between non-
artificial intelligence and the success of new products.

H7: new product innovativeness is significantly mod-
erating between nonartificial intelligence (emotional
and spiritual intelligence) and new product success.

3. Research Methods

-e present study aims to investigate the effects of artificial
and nonartificial intelligence on the new product success
along with the moderating role of new product innovation in
the manufacturing organizations of China. -e quantitative
methods have been followed by the study and gathered the
responses from the respondents.-e adopted questionnaires
have been used for the data collection. -e survey has been
distributed to the respondents by personal visit and through
the mail. -e manufacturing organizations have been se-
lected by using purposive sampling and selected the orga-
nization that meets the purpose of high growth in the last
five years. However, the respondents have been selected by
using simple random sampling. -e employees of the

research and development department of manufacturing
companies in China have been selected as the respondents;
thus individuals are the unit of analysis of the current study.
A total of 990 questionnaires have been forwarded to the
respondents but, out of them, only 760 that represented
about 74.77 percent response rate have been returned. Most
of the respondents have graduation qualification, while the
respondents who have master qualification are also quite
prominent. However, a limited number of respondents have
Ph.D. and other qualifications and then the graduation and
Master.-ese are shown in Figure 1. In addition, most of the
respondents are working as the permanent employees,
which means that they have enough knowledge about the
questions that researchers asked from them. However, a very
limited number of employees are on a contractual basis and
another type of contract with the organization and were
included in the study because they also have relevant
knowledge about the subject matter. -ese characteristics of
the respondents are mentioned in Figure 2.

Most of the respondents that have been selected by the
study have two to five years of experience in the organi-
zation, while many of the respondents have five to ten and
more than ten years of experience in the organization and
are considered as the appropriate respondents who have
enough knowledge about the organizations and their ac-
tivities. However, a very limited number of respondents who
have less than one year of experience in the organization and
their characteristics are mentioned in Figure 3.

In addition, analysis has been conducted by using the
smart-PLS because the purpose of the study is hypotheses
testing. Moreover, the framework of the study has been
complex, which is another reason for adopting PLS-SEM
because it provides the best estimation in case of the complex
model [43]. -e selected variables include the five predictors
that have two main types, namely, artificial intelligence and
nonartificial intelligence. -e artificial intelligence has three
dimensions, namely, management capability (MC) that has
seven items [44], technical infrastructure quality (TIQ) that
also has seven items [45], and personal expertise (PE) that
has three items [46]. In addition, nonartificial intelligence
has two dimensions, namely, emotional intelligence (EI) that
has three items [47] and spiritual intelligence (SI) that has
five items [48]. Moreover, four items have been associated
with the new product innovativeness (NPI) that is used as a
mediator in the study [49]. Finally, new product success
(NPS) has been adopted as a dependent variable that has
three items [50]. -ese constructs have been mentioned in
Figure 4.

4. Findings

-e results include the assessment of measurement along
with the structural model. -e assessment of measurement
model includes the convergent along with discriminant
validity, while the assessment of the structural model in-
cludes the path analysis for hypotheses testing. Firstly, as-
sessment of measurement model has been executed by the
study in which convergent validity has been examined first.
-e convergent validity exposed the links among the items
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and the figures show that values of AVE and loadings are
larger than 0.50, while the values of CR and Alpha are more
than 0.70.-ese are the indication of high correlation among
items and indication of valid convergent validity. -ese
figures are highlighted in Table 1.

In the assessment of the measurement model, dis-
criminant validity has been examined second. -e dis-
criminant validity exposed the links among the variables.
-e Fornell-Larcker and cross-loading methods of checking
the discriminant validity have been executed first. -e fig-
ures show that values that show the links among the vari-
ables themselves are larger than the values that show the
nexus with other variables. -ese are the indication of no
high correlation among items and indication of valid

discriminant validity. -ese figures are highlighted in Ta-
bles 2 and 3.

-e Heterotrait-Monotrait (HTMT) ratio method of
checking the discriminant validity has been executed second.
-e figures show that the values of HTMT ratio are lower
than 0.90. -ese are the indication of no high correlation
among items and indication of valid discriminant validity
(Figure 5). -ese figures are highlighted in Table 4.

In the assessment of the structural model, hypotheses
testing has been executed by path analysis. -e results ex-
posed that all the dimensions of artificial intelligence have
positive and significant nexus with the success of the new
products and accept H1, H2, and H3. In addition, the results
also exposed that all the dimensions of nonartificial intel-
ligence also have positive and significant nexus with the
success of the new products and accept H4 and H5.
Moreover, the outcomes revealed that the innovation of new
products significantly moderated the links among the
nonartificial intelligence and the success of new products
and accept H7. However, the innovation of new products
insignificantly moderated the links among artificial intelli-
gence and the success of new products in the manufacturing
organizations of China and rejects H6.-ese links have been
exposed in Table 5 and Figure 6.

-emoderating role of new product innovation has been
highlighted in Figure 7, which shows positive and significant
moderation among the links of emotional intelligence di-
mension of nonartificial intelligence and the success of new
products of the manufacturing organizations in China.

-e innovation of new products has negative and sig-
nificant moderation among the links of spiritual intelligence
dimension of nonartificial intelligence and the success of
new products of the manufacturing organizations in China.
-ese links are highlighted in Figure 8.

-e moderating role of the innovation of new products
has been highlighted in Figure 9, which shows positive but
insignificant moderation among the links of technical in-
frastructure quality dimension of artificial intelligence and

21%
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10+ years

Figure 3: Length of the services of the respondents.
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Figure 1: Education of the respondents.
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the success of new products of the manufacturing organi-
zations in China.

-e innovation of new products has negative but in-
significant moderation among the links of management
capabilities dimension of artificial intelligence and the

success of new products of the manufacturing organizations
in China. -ese links are highlighted in Figure 10.

-e innovation of new products has negative but in-
significant moderation among the links of personal expertise
dimension of artificial intelligence and the success of new

Table 1: Convergent validity.

Constructs Items Loadings Alpha CR AVE

Emotional intelligence
EI1 0.848 0.775 0.821 0.606
EI2 0.760
EI3 0.721

Management capabilities

MC1 0.781 0.802 0.865 0.564
MC2 0.837
MC4 0.825
MC6 0.626
MC7 0.662

New product innovation

NPI1 0.874 0.890 0.924 0.752
NPI2 0.812
NPI3 0.904
NPI4 0.876
NPS1 0.782 0.827 0.898 0.747
NPS2 0.909
NPS3 0.895

Personal expertise
PE1 0.878 0.798 0.883 0.716
PE2 0.906
PE3 0.746

Spiritual intelligence

SI1 0.792 0.773 0.803 0.511
SI2 0.513
SI4 0.747
SI5 0.772

Technical infrastructure quality

TIQ1 0.835 0.869 0.900 0.600
TIQ3 0.731
TIQ4 0.727
TIQ5 0.785
TIQ6 0.763
TIQ7 0.802

Nonartificial intelligence

Artificial intelligence

New product 
innovativeness

New product
success

Emotional intelligence

Spiritual intelligence

Technical infrastructure quality

Management capability

Personnel expertise

Mediator
H1

H2

Figure 4: -eoretical framework.
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products of the manufacturing organizations in China.
-ese links are highlighted in Figure 11.

5. Discussion and Implications

-e results exposed that the technical infrastructure quality
dimension of artificial intelligence has positive and signif-
icant nexus with the success of new products. -ese out-
comes are in line with the study in [51] that also exposed that
the success of new products depends on the quality of
technical infrastructure of the organization. -e results have
proved that the dimension of artificial intelligence, man-
agement capability, is associated with new product success in
a positive manner. -e study by Najafi-Tavani et al. [52] also
agrees with our results as they also have proved the positive
association of management capability with the market
success of new products. In short, both our results and the

mentioned studies focus on the positive contribution of
management capability to the creativity in new products and
their success among competitors. Besides this, it has been
indicated by the results that the incorporation of personnel
expertise has positive relationship with new product success.
-ese results agree with the results shown by recent studies
[53], which present and prove the same hypothesis. Quite
surprisingly, the results have not supported the appropriate
moderating role of new product innovation between the
three discussed dimensions of artificial intelligence and new
product success. -e recent article [54] agrees with the result
in the same context.

-e results of this paper have expressed that emotional
intelligence put positive influences on the success of new
products. -ese results match with the previous studies [55]
that shed light on the point that emotional intelligence, the
dimension of nonartificial intelligence, makes a positive

Table 2: Fornell-Larcker.

EI MC NPI NPS PE SI TIQ
EI 0.778
MC 0.405 0.751
NPI 0.481 0.502 0.867
NPS 0.523 0.606 0.542 0.864
PE 0.485 0.519 0.703 0.594 0.846
SI 0.482 0.452 0.544 0.533 0.538 0.715
TIQ 0.471 0.575 0.583 0.692 0.610 0.548 0.775

Table 3: Cross-loadings.

EI MC NPI NPS PE SI TIQ
EI1 0.848 0.384 0.467 0.481 0.480 0.471 0.442
EI2 0.760 0.236 0.275 0.357 0.294 0.319 0.273
EI3 0.721 0.310 0.359 0.369 0.334 0.314 0.368
MC1 0.296 0.781 0.318 0.426 0.369 0.342 0.449
MC2 0.289 0.837 0.345 0.478 0.412 0.377 0.513
MC4 0.309 0.825 0.307 0.523 0.370 0.352 0.471
MC6 0.313 0.626 0.443 0.393 0.370 0.281 0.339
MC7 0.320 0.662 0.498 0.439 0.432 0.339 0.367
NPI1 0.417 0.398 0.874 0.416 0.568 0.482 0.430
NPI2 0.340 0.457 0.812 0.540 0.605 0.415 0.586
NPI3 0.478 0.418 0.904 0.448 0.626 0.493 0.508
NPI4 0.444 0.454 0.876 0.450 0.630 0.503 0.470
NPS1 0.553 0.517 0.504 0.782 0.538 0.424 0.557
NPS2 0.409 0.516 0.436 0.909 0.497 0.485 0.627
NPS3 0.391 0.535 0.462 0.895 0.501 0.470 0.606
PE1 0.330 0.424 0.565 0.515 0.878 0.452 0.505
PE2 0.365 0.438 0.585 0.534 0.906 0.441 0.554
PE3 0.558 0.460 0.646 0.455 0.746 0.477 0.489
SI1 0.389 0.404 0.400 0.404 0.404 0.792 0.402
SI2 0.263 0.229 0.252 0.270 0.301 0.513 0.282
SI4 0.363 0.340 0.478 0.465 0.477 0.747 0.480
SI5 0.349 0.295 0.381 0.345 0.319 0.772 0.365
TIQ1 0.393 0.481 0.459 0.651 0.500 0.548 0.835
TIQ3 0.408 0.520 0.563 0.595 0.550 0.414 0.731
TIQ4 0.397 0.346 0.366 0.567 0.378 0.443 0.727
TIQ5 0.329 0.460 0.449 0.446 0.465 0.354 0.785
TIQ6 0.338 0.416 0.430 0.400 0.454 0.348 0.763
TIQ7 0.290 0.430 0.425 0.466 0.474 0.375 0.802
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contribution to the achievement of marketing success for the
new products. -ese studies also examine that it is useful in
creating marketing advantages for the new products as it
brings about improvement in production as per the cus-
tomers’ emotions and desires. In addition, the results in-
dicated that spiritual intelligence adds to the success of new
products in a positive manner.-e previous studies [56] also
comment in this favor for they examine that the incorpo-
ration of spiritual intelligence in organizational individuals
increases the market for the new products by creating
confidence in the customers. Finally, the results have in-
dicated that the innovation of new products has a consid-
erable moderating role between nonartificial intelligence like
emotional intelligence and spiritual intelligence and new

product success. -e results of this study are in accordance
with those of previous ones such as [57], which has also
presented the significant influence of the innovation of new
products on the mutual association of emotional and
spiritual intelligence and new product success.

-is paper has both theoretical and empirical implica-
tions. From the theoretical point of view, it has made re-
markable contributions to business-related literature. Some
constructs of new product success have been discussed but
hardly a study has talked about the role of both the artificial
intelligence and nonartificial intelligence in new product
success. -is study gives a theoretical framework to the
business organizations for the creativity and success of new
products. -is paper contributes to the literature by

PE1 PE2 PE3

0.878 0.906 0.746 0.848 0.760 0.721
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MC1
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MC4
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MC
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0.662

0.835
0.731
0.727
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0.763
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SI
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[+]
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[+]

[+]

TIQ∗NPI

MC∗NPI
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NPS
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NPS3

0.782
0.909
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0.604

Figure 5: Measurement assessment model.

Table 4: Heterotrait-Monotrait ratio.

EI MC NPI NPS PE SI TIQ

EI
MC 0.545
NPI 0.611 0.600
NPS 0.691 0.742 0.623
PE 0.659 0.658 0.838 0.731
SI 0.697 0.607 0.689 0.700 0.726
TIQ 0.593 0.679 0.647 0.791 0.729 0.684
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addressing the role of the innovation of new products as a
moderator between artificial intelligence and nonartificial
intelligence and new product success. From the perspective
of empirical implications, this study has also effectively
contributed to the performance of the organizations in case
of marketing new products. -ese findings have provided

the guidelines to the manufacturing companies and their
policies developing authorities that they should be developed
and implement the suitable policies regarding the adoption
of artificial and nonartificial intelligence, enhancing the
success of the new products, which ultimately enhances the
success of the organization.

Table 5: Path analysis.

Relationships Beta S.D. t-statistics P values L.L. U.L.
EI⟶NPS 0.187 0.032 5.874 0.000 0.122 0.250
MC⟶NPS 0.237 0.033 7.157 0.000 0.179 0.304
PE⟶NPS 0.104 0.040 2.625 0.010 0.019 0.172
SI⟶NPS 0.077 0.032 2.402 0.018 0.015 0.137
TIQ⟶NPS 0.356 0.037 9.588 0.000 0.279 0.424
EI∗NPI⟶NPS 0.068 0.024 2.799 0.006 0.019 0.106
SI∗NPI⟶NPS −0.101 0.032 3.134 0.002 −0.152 −0.024
MC∗NPI⟶NPS −0.038 0.029 1.337 0.184 −0.091 0.030
PE∗NPI⟶NPS −0.018 0.028 0.632 0.529 −0.078 0.038
TIQ∗NPI⟶NPS 0.049 0.042 1.173 0.244 −0.037 0.118

PE1 PE2 PE3

72.876 34.422 35.123 66.249 32.504 24.758

EI1 EI2 EI3

MC1

MC2

MC4

MC6

MC7
MC

TIQ

PE EI
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39.391
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46.394
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TIQ5
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35.027 11.934 30.789 30.550
SI
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74.341 63.156 123.322 65.180

[+]

[+]

[+]

[+]
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MC∗NPI
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9.588 1.173

2.402 3.134 0.466

NPS
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NPS3

50.121
117.468
72.114

Figure 6: Structural assessment model.
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6. Conclusion and Limitations

With the evidential support from the manufacturing com-
panies, this paper suggests how to incorporate artificial
intelligence and nonartificial intelligence (emotional and
spiritual intelligence) in organizations for the creativity and
success of new products. -e results conclude that the three
dimensions of artificial intelligence, technical infrastructure,
management capabilities, and personnel expertise, ensure
competitive advantages for the new products and their
success among the market rivals, because they bring about
improvement in the operational, production, and marketing
strategies, technology, and procedures, coping with the
changing trends. -e artificial intelligence brings about
innovation and agility in the production on which new
product success is dependent. Moreover, the results prove
that the two dimensions of nonartificial intelligence, emo-
tional intelligence and spiritual intelligence, also contribute
to the success of new products. From the above discussion, it
can be concluded that the individuals having emotional and
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spiritual intelligence in an organization win trust of cus-
tomers by satisfying their emotions and desires. In this
context, spiritual intelligence is more useful as it minimizes
the contaminating factors in production in other marketing
procedures considering the moral sense of goodness and
responsibility towards society along with the organization.
According to results, the innovation in new products can be
a considerable moderator between nonartificial intelligence
and the success of new products as it makes their mutual
relationship stronger.

Although this study has made theoretical contributions
to literature and empirical contribution to the business
success by addressing the influences of different dimensions
of artificial and nonartificial intelligence on the success of
new products, it has some limitations that must be removed
by the future scholars. -is study has addressed only three
dimensions of artificial intelligence and only two dimensions
of nonartificial intelligence in relation to the achievement of
new product success. While there are still many other di-
mensions of artificial and nonartificial intelligence andmany
other factors except these that may also affect new product
success, future scholars are recommended to explore the
hidden factors that are too effective in this regard. Further,
this paper has shown the implication of artificial and
nonartificial intelligence in relation to new products only in
the case of manufacturing companies in China. Hence, this
paper lacks generalizability. We recommend future scholars
to address the factors affecting the success of new products
taking the greater area under consideration.
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