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Abstract  

Purpose: Innovation has become the basis for achieving the best performance of firms and is presently 
one of the foremost topics of research study in the business literature. Innovations can be generated by 
the firms internally or alternately firms can adopt from external sources. The purpose of this study is to 
investigate the influence of innovation generation and innovation adoption on the performance of 
companies. 

Design/Methodology/Approach: Innovation practices including innovation generation and innovation 
adoption were the independent variables and firm performance has been taken as dependent variable. 
Data were collected from employees of chemical plants, power generation plants and fertilizer plants 
through survey based on a 5-point Likert scale and then Statistical Package for Social Sciences version-
22 was utilized for analysis. 

Findings: Innovation generation and innovation adoption have positive impact on firm’s performance. 
Correlation analysis shows that independent and dependent are positively and significantly correlated. 
More specifically, innovation adoption and innovation generation on firm performance are positively and 
significantly correlated. 

Research Limitations and Implications: Business organizations unwillingly and reluctantly provided the 
information required for the study, in spite of personal influences and links, because of their 
organizational policies, commitments and no or limited concern with the research. Lists of employees 
were not shared with the researchers, which left only the option of convenient sampling. More reliable 
sampling techniques are recommended for future research on the subject. Moreover, the sampling frame 
was limited to the few firms because of shortage of resources. 

Practical Implications: Outcome of this research study will provide useful guidelines to the business 
firms by enlightening whether they are innovative generation or adoption companies and its relationship 
with performance. 
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1.0 INTRODUCTION 

Innovation is a vital element of firms’ strategies (Gunday et al., 2011). Innovation is a 

resource to ease an organizations’ adaption of changes to the business atmosphere and deal 

with business unpredictability (Damanpour et al., 2009). Companies adopt innovation to 

increase their early mover advantages those would then lead to greater performance 

comparatively (Damanpour et al., 2009) to abolish the performance hole triggered by 

uncertainties with the external business situation (Damanpour and Evan, 1984).Studies that use 

a single innovation ignore the fact that large organizations adopt many innovations in a given 

age. Results of studies may reflect the characteristics of the innovations studied more than the 

characteristics of the organizations. The business world has reach the resonances of innovation 

and the procedures of innovation generation for pretty few years. A world-shattering concept in 

the field of corporate management and marketable organization, innovation has changed the 

way managers to perform business activities. Getting the bigger picture, it is the progression 

method which is presently acting as a driving force for the economic growth. When innovation is 

activated and generated at the corporate levels, the financial activities can be fondled at the 

function levels of the organizations. A foundation for generating modest advantages and 

improving the overall performance of the organizations, survival of any company without 

innovation generation and adoption looks to have become awful.  

The study of innovation generation and adoption hardly explain because business 

administrators, community supervisors and researchers agreed that innovation is a main source 

of progress of organizations (Borins, 1998; Boyne et al., 2006). Firm’s possibility of innovation is 

very important in writings of innovation about the organizations. Therefore, the connection 

between firm size and innovation has been examined by many of the researchers. Innovation is 

a crucial element of organizational accomplishment and a company’s competence to withstand 

competitive advantages (Rhee et al., 2010). In this background, the awareness is an added 

critical resource as compare to any resources including fixed properties, when it accomplishing 

a competing advantage (Quinn et al., 2005; Carmona-Lavado et al., 2010). Creation of 

innovation means introducing the new products and /or services. It is also a brining considerable 

enhancement in the present products and/or services (Polder et al., 2010). The product 

essentially a new product or meaningfully enhanced features of product in case of product 

innovation which is projected use material. The initial digital camera and chip are the significant 

illustrations of the product innovations.  

Innovation generation process includes acknowledgement of opportunity, strategy, and 

profitable development, related to marketing of products and services and its distribution 
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(Tornatzky and Fleischer, 1990). The innovation adoption methods include two processes which 

are including innovation initiation and its application (Duncan, 1976, Rogers, 1995, Zaltman et 

al., 1973). Maximum studies on contributing factor of innovation are accomplished in developed 

countries, therefore administrators who are preparing strategies in developing countries often 

see at findings and outcomes of the policies when they measures (Radas and Bozic, 2009). 

Limited studies in developing countries were completed on the topic of innovation. It is not 

recognized to which extent it is possible to oversimplify those findings (Radas et al., 

2009).Organizations can generate and adopt innovation (Pérez. Luno et al., 2011). It can be 

seen that introducing the innovation outputs is a process within the firm, factors from outside of 

the firm, especially from customers are also important. These factors have a critical role in 

generation and adoption of innovations.  Innovation has been used like product, process, 

marketing and organizational innovation. One of the main research areas in innovation literary 

work wants to find out relationship between innovation generation and firm performance. 

2.0 LITERATURE REVIEW 

The Innovation generation is talk about to bring improvements into the current products, 

manufacturing processes, technologies or in services to present them in the market as new 

introduction in the market. Whereas innovation adoption denotes to the changes in the system 

for adopting new processes or technologies by organizations (Dewar and Dutton, 1986; Pérez-

Luno et al., 2011). Innovation generation is a process of creativity in which novel and present 

concepts are mutually collected into a distinctive way to make a creation or new formation that 

was not known to market or to firms earlier. (Duncan, 1976). Firms often bring innovation in 

products to contend in the market in the competitive environment. The product innovation 

aspect little opposition at the time of innovation of product in the market and resultant earns high 

profit (Roberts, 1999). Companies bring innovation generation as a product innovation to satisfy 

their customers. 

Innovation generation is a process that involves creating and development of new ideas. 

Many people misunderstand innovation with invention. But in reality, there is a big difference. 

Invention is the creation of new or improved products, processes and systems, innovation on 

the other hand can occur only once the new product, process or system has been 

commercialized or marketed. So, the innovation generation process in an organization involves 

coming up with new ideas to develop new or improved products, features, services, processes 

and systems. The underlying motive or foundation of the innovation generation is bringing about 
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change. This change can encompass various aspects of an organization. The new idea 

generated through this process may bring about a change in the commercial usage, 

manufacturing process, marketing, machinery, equipment, financial management and even 

research and development process. When it comes to innovation the sky is the limit. It can 

occur anywhere and on anything. The key to the success of the idea is that it should bring about 

a positive and productive change for the organization. It should be beneficial both in financial 

and non-financial terms. The innovation generation process can be further divided into two 

categories based on the area of impact for the idea created. Innovation generation can occur for 

the product or for the process. Any sort of idea that helps in improvement of the product, its 

features and services and is also successfully accepted in the market is an outcome of product 

innovation generation.  

While process innovation generation would cater to ideas about procedures like 

production, marketing, promotion and distribution, the two can work more efficiently together. 

The results of this research work shall add information to innovation knowledge theoretically. 

Their behaviors will improve towards the option of innovation adoption. Prajgo (2006) inaugurate 

that manufacturing companies basically more innovative companies comparatively and hence it 

has more effective performance and resultantly this research is conducted chemical industries 

of Pakistan. Similarly this study sightsee relationship between innovation generation and 

measurement of the performance of organizations. 

Innovation generation refers to generating new products or investigate new industrial or 

manufacturing process in any innovative firm or introduction of new technology which can be 

novel in the market whereas innovation adoption refers to adapting existing knowledge from 

outside the organization (Dewar & Duton, 1986). 

Innovation generation is artistic ingenious process in which novel ideas combined with 

existing thoughts to make/generate a unique idea that was unfamiliar heretofore (Duncan, 

1976). To cut story short, innovation generation is new to a company and innovation adoption is 

new to the firm that is going to adopt first time. Damanpour and Vischnesky, (2006) describe 

that method of innovation generation suggests the solution to issues and make new evidence 

and knowledge. Innovation similarly plays an imperative role in emergent of the economic 

growth in increasing the business and to achieve elevated performance of a company, in 

improving lifestyles of the people and in making a quality of life better (Goplakrishhnan and 

Damanpoour, 1997). 
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Organizational generation and adoption of innovation is basically an introduction of new 

products and prudent practices to conduct a better business, shaping methods of better 

workplace, business assessment system, and novel methods to handling relationship with 

others (Pollder et al., 2010). Goplakrishnan’s (2000) research associate two scopes of 

innovation study which is speed and magnitude of performance of the firm and end up with 

conclusion of positive relationship between innovation adoption speed and performance. 

Damanpour et al., (2009) examined the conclusion of innovation adoption and establish the 

positive influence of innovativeness on performance. 

3.0 CONCEPTUAL FRAMEWORK  

3.1 Innovation Generation 

 Fostering and encouraging an organizational culture that supports new idea generation 

and bringing about innovation in both products and processes is necessary for all types of firms 

today. Innovation generation can help originations to ensure the provision of employees with a 

challenging environment that fosters thinking out of the box and unconventional. Organizations 

required to provide employees and staff members with the ability to create innovation in their 

own domain and ensure that all the requirements for bringing about change and innovation are 

made available. Promotions of teams and groups that are diverse in their perspectives and have 

a variety in skills and capabilities of innovation generation. Delegation to change and innovation 

promotion authority at managerial and supervisory levels and improvement of support by 

organizations for employees to bring about new and innovative ideas. To address the innovation 

adoption and improvement in the context of firm’s performance, this study examine how the 

innovation generation affects inter-organizational adaptability and performance. It also look into 

how innovation generation affects the connection between infrastructure of information 

technology and performance of the organizations. 

 In firm’s performance, innovation generation involves changes in product, process, or 

service that either reduces cost, thus enhancing their adaptability (Roy et al., 2004). To enhance 

inter-organizational adaptability, manufacturing firms often depends on a high degree of 

innovation generation that it develops and implements with their performance. Organizational 

innovation is often used to indicate the new type of product or service in a company. According 

to the viewpoint of researcher, an individual puts forward an innovation solution to address a 

specific firm’s problem and he/she defenders implementation and adopting of the solution 
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(Burgelman, 1983). Sharing of knowledge or transferring of knowledge is also a one of the 

requirement of innovation generation. 

Hypothesis 1: Innovation generation will positively affect the firm’s performance. 

3.2 Innovation Adoption 

 Innovation adoption is regarded as a procedure that comprises actions that lead to 

choice decision to adopt and happenings that simplify driving an innovation into practice and 

ongoing to use those innovations. Innovation adoption brings immense benefits to the 

organizations Van Woekom& Sander, (2010). It has constructive relationship between 

competency of employees and performance of the firm.  Competent employees are human 

capital of firm who contribute to performance of the organization (Hsu, 2008). For a company to 

remain competitive as well as survive in the fast changing and dynamic business environment of 

today’s technological world a lot of challenges need to be faced. With rapid technology shifts 

and smaller product life cycles, the need for innovation is essential for the survival of the 

growing business entities. Keeping in view the dynamism and pace of the business industry, 

experts believe that organizational innovation is becoming more and more significant for growth.  

 The concept of innovation adoption and diffusion has therefore become a key area of 

concern. In depth studies of the innovation adoption system, its inhibiting factors and stimulation 

generators has helped innovators in marketing their newly development products with increased 

effectiveness. Before going ahead into the functions and benefits that can be achieved through 

the innovation adoption process, let us first look into its brief description. Adoption and 

exchange of knowledge from employee to employee generate knowledge and provide sources 

including new knowledge, new methods and new work routines (Jo et al., 2008). Knowledge is 

not uniformly distributed in an organization. Knowledge is used for application during their 

routine jobs to facilitate resource structuring as well as to enhance capacity. Innovation is an 

ability to create/produce novel idea, new product or new work process. In more advanced 

studies, it has also been described as an incremental or evolutionary improvement in an existing 

product or process. It is considered to be a very important factor for the growth and success of a 

business entity. In an organization, innovation occurs in the following stages. Invention or 

generation of a new idea after a need or requirement has been identified by the organization or 

other market players. Develop, produce and test the new idea as a prototype or sample. Allow 

innovation to diffuse and get adopted by the users. Although different experts have highlighted 

different stages of innovation, the basic concept remains the same as above. The adoption 
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procedure refers to sequence of different steps by which a consumer progress from first 

knowledge of the product to acceptance of the new product or innovation finally. Innovation is 

something which is accepted by an individual of the social system. Taking into account the 

underlying innovation behavior, we have studied the adoption of innovation as a set of three 

different processes, i.e. product awareness process, product motivation process and the 

adoption process. Innovation is a critical section of the strategic decisions of the firms (Gunday 

et al., 2011). Innovation is a means of facilitate an organization’s behavior to change and handle 

with reservations (Damanpour and Evan, 1984, Damanpour et al., 2009). 

 In this process the last stage calls for innovation adoption. This concept highlights the 

process in which users or stakeholders accept or adopt the new idea or product. It was in 1962 

that innovation adoption was first identified as a significant process of organizational growth. 

Everett Rogers described this model in his book called the Diffusion of Innovations. Popularly 

known as the Rogers Innovation Adoption Model, it provides a classification of the adopters or 

users on the basis of their level of readiness to the acceptance of these new ideas or products. 

Divided into five different categories, the model shows that each adopter group has different 

characteristics and each innovation or idea has to travel through these five groups before being 

accepted by the vast majority of the market. The innovation adoption model is like an S shaped 

graphic curve that is plotted along time duration.  

 Innovators people are those people who carry the new ideas. Early Adopters is the first 

group of people who adopt the new idea once it is introduced. Early majority people accept the 

innovation but a later point in time. Those who accept the new idea even after the average 

users are the late majority group. The last ones in the innovation adoption process are laggards. 

Apart from the above, innovation adoption also includes gatekeepers and opinion leaders and 

some change agents may come from outside the organization. Innovation adoption is important 

for an organization but its diffusion or communication is equally significant. Both processes go 

together in a collaborative manner. Diffusion ensures that innovation is conveyed to all the five 

participating groups of the society or organization. 

Hypothesis 2: Innovation adoption will positively affect the firm’s performance.  
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3.3 Performance  

 Performance is the measure of the given assignment against preset known standards of 

accurateness, comprehensiveness, cost, and speediness. In a contract, performance is deemed 

to be the fulfillment of an obligation from liabilities to the performer. Innovation has a direct 

impact on a company’s abilities to compete not just at the micro level but also at the macro 

levels. The processes that incorporate innovation and change management exhibit 

manifestations of new ideas and fresher methods of carrying out various activities. You get to 

introduce better and reformed products as well as processes. These in return add to the profit 

building goals of the organization at large. Considering the organization as a collection of 

various assets, skills and competent capabilities, the innovation generation process facilitates 

the transformation of these into productive resources. It ensures the building of internal 

competencies, nurturing the environment of adaptability, enhancing the learning capabilities and 

allows manipulation of original better ideas. This type of a flexible behavior is vital for the 

survival in the dynamic markets of the global business world. Therefore the innovation 

generation process allows development and improvement in the organizational competitiveness.  

 The innovation generation process can impact performance of business in different 

ways. Aspects that innovation generation can impact organizational performance are when new 

and improved ideas are encouraged, the company can increase its efficiency and effectiveness 

of not just products but also processes. Many new ideas lead to cost saving and financial 

improvements and changes brought about by the innovation generation process are mostly to 

maximize profits or cut down expenses. It helps in increasing customers and an innovative 

culture within the organization promotes an environment that is convivial to change and 

adaptability. This increases flexibility among organization members and brings about business 

skill. With new and better products and services, customer satisfaction is enhanced and 

increases loyalty. An environment that welcomes new ideas and promotes positive and 

productive changes is bought to supportive of diversity and variety. The ultimate goal and 

objective achieved with the innovation generation in an organization is development of a 

competitive advantage giving it an edge over the rivals. Performance can show an 

organization’s status and contribute to leaders’ and organizations’ effective functioning. In most 

cases performance is based on financial and economic efficiency, and it can be measured by 

variables such as annual turnover, share price, assets, number of employees, and profitability 

(Sirelli, 2000). Measuring a company’s performance is necessary and vital. 
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3.4 The influence of innovation Adoption on performance of a company 

 In many researches related to business, more emphasis is given to innovation diffusion. 

This involves the marketing, distribution and transferring of innovation or new idea to the end 

users or customers. However, the process by which the users are going to adopt this new idea 

or innovation is often left out. For the overall success and long term survival of an organization 

adoption of the new idea or innovation is much more significant than just marketing it to the 

user. The adoption phase encompasses the actual decision making process of the potential 

customer. If an organization is able to persuade all its five categories of adopters into accepting 

the innovation or new idea, the concept will be considered a success. The innovation will then 

be easily institutionalized for a longer term benefit of the organization. If a company is able to 

catalyze its innovation adoption process and improve the rate of adoption in terms of time and 

customer base, it can have many advantages for overall organizational performance. It allows 

generation of an effective framework for the promotion of future innovations. With its help 

organizations can ensure fast identification of new niches and areas of innovation where they 

can work on and gain more profits. The assistance in improving the innovation launch timing for 

different products and methods is also made possible with a good innovation adoption strategy 

and rate. As the organization is able to recognize new opportunities in the market easily it can 

positively determine and draft its innovative goals and objectives with an organizational 

approach towards new ideas. When a company works on adoption process of innovation and 

monitors the various stages of this process according to roger’s model, it can effectively foresee 

the upcoming resistance to change within the organization and deal with it in a proactive and 

efficient manner. Through innovation adoption process the enhancement of returns on 

resources invested on the innovation are ensured. This is the ultimate goal of any organization 

and is compulsory for its optimal performance in the industry. Inability to gain profits from 

whatever you invest in a business is the required outcome from any business entity. Thus not 

only does this process brings improvement in the organization’s abilities towards anticipation of 

innovation needs but also ensures sustenance of competitive advantage and facilitation of long 

term growth of organization. Therefore, it can be concluded that without innovation adoption 

within and outside the organization, the whole process of innovation generation becomes 

useless. If there is no one to use the new idea, the reason for its creation and promotion by the 

organization is unnecessary. The average time of the innovation adoption of every company 

comparatively to the other companies is normal mean time consumed in adoption of the 

innovation. 
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 Innovation adoption is assets for organizational reworking to smooth the achieving of 

goals of the companies to perform better. The performance which intensively competitive to 

fulfill the quality demand of the market as well as customers (Boyne et al. 2003: Jansen et al 

2006). This research study emphases on the significances results of the adoption of innovation 

on performance of association or firm. Innovation may be taken as fresh or unknown to any 

adopter. Innovation may be taken as novel to complete organization or sub unit of an 

organization or to entire industrial sector. 

Hypothesis 3: Innovation generation and innovation adoption both will positively affect the 

firm’s performance. 

 

Figure 1: Model 

4.0 METHODOLOGY 

4.1 Variables 

 In this study, innovation generation and secondly innovation adoption have been 

considered as independent variables and the organizational performance was 

considered a dependent variable. 

4.2 Measure 

 Innovation is complex and multidimensional activity that cannot be measured 

directly or it also cannot be measured with single variable and hence there is need to 

have amalgamated and combined measure which can reflect the firm’s innovation 

capability. 

4.3 Innovation generations and innovation adoptions 

 To compute the numeral value of innovations generated, our survey is based on 

the leadership necessary to create an innovation-driven organizational culture. The 
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survey has been developed by combining practical experience with academic research 

and measures the driving factors for innovation. Based on the survey responses, an 

indication can be made of which areas that have potential for improvement within the 

innovation driven leadership.  

4.4 Performance 

 A system for the measurement of performance in the company guide to plan, 

control and evaluate the performance according to a pre-defined company’s strategy. In 

short, it permits a company to accomplish anticipated results. The innovation generation 

and adoption are the resources which guides for change in the organizations. 

Occasions, worries, and changes in the environment inspire organizational searches for 

change to adapt. The implementation of a definite characteristic of the organization’s 

continued performance though, when it pile up with the passage of time. Adoption of 

unlike types in all over the time the different types of adoption desires additional 

modification and change in the organizations in the direction of achieving its 

performance related objectives. 

4.5 Population and sample description 

 The power generation plants and petrochemical sector of Pakistan has been 

selected as the target population for research study since it is prearranged on up-to-

date lines involving prudent practices introduced by multinational companies. In spite of 

declining economic condition of the country it is evident that high quality and 

commendable performance can be achieved due to the effectiveness of innovation 

practices. Employees of the electricity power generation and fertilizer plants in Pakistan 

is the population for this research study. True size of the population might not be 

acknowledged due to the often companies do not want share or disclose its information. 

Therefore, guidelines put forward by Bentler and Chou (1987) for an unknown 

population size were used. 

4.6 Data collection method/procedure 

 Data was collected through floating a survey questionnaire to the respondents. 

Demographic questions are including education, age, job title and name of organization 

was included in second part of the questionnaire. A five Likert measuring scale for used 

to measure the behavior of respondents from population. Data was collected from 
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respondents of chemical firms, power generation companies and fertilizer companies of 

Pakistan. Data was collected from the middle managers, senior managers, production 

managers, maintenance engineers, and other related technical and non-technical staffs 

who are most informed people of the company and most of the time involved in 

innovation related activities directly in their companies. Questionnaire was sent in-

person, through e-mail and by online data collection method. These respondents were 

those who competently work on innovation related activities and they have very well 

information about the organization where they work. 

4.7 Respondents’ feedback ratio 

 Total 500 questionnaires were circulated. The respondents were included lower, 

middle, and senior level of employees of power sector as well fertilizer sector. In spite of 

rigorous follow-up and personal connections, only 233 questionnaires were received. 

Therefore the feedback ratio of the respondents calculated as 46.60 percent. 

 

5.0 ANALYSIS AND FINDINGS 

5.1 Reliability Assessment 

The internal consistency or reliability of the each variable is assessed by finding 

the Cronbach’s Alpha. Table 1 shows the value of Cronbach’s Alpha, which is greater 

than 0.70 (acceptable), therefore the measures are reliable. 

Table 1: Reliability 

Variable  Value of Cronbach’s Alpha 

Innovation adoption (11 
items) 

0.987 

Innovation generation (8 
items) 

0.959 

Firm Performance (6 items) 0.934 

 

5.2 Factor Analysis 

5.2.1 Validity of independent variables measure 

Table 1 provides two factor solution in shape of innovation generation (8 Items), 

innovation adoption (11 items), having acceptable loading (greater than 0.5). Kaiser-

MeyerOlkin (KMO) measure of sampling adequacy of three independent variables is 

acceptable and significant (0.856). 
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1.1. KMO and Bartlett's Test 

KMO - Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 
Bartlett's Test of Sphericity 

0.856 

Approx. Chi-Square 1298.470 
Df 15 
Sig. 0.000 

Table 2: Factor analysis of Independent variables 

Rotated Component Matrixa 

 

Component 

Innovation adoption Innovation Generation 

AD8 .974  

AD7 .974  

AD6 .974  

AD5 .956  

AD10 .952  

AD11 .943  

AD4 .939  

AD2 .929  

AD3 .918  

AD9 .871  

AD1 .860  

INO7  .946 

INO2  .946 

INO5  .946 

INO1  .919 

INO4  .919 

INO6  .919 

INO3  .707 

INO8  .707 

 

5.2.2. Factor Analysis of dependent variables 

Table 3 provide one factor solution: firm’s Performance (6 Items) having 

acceptable loading (greater than 0.5). Kaiser-Meyer-Olkin (KMO) measure of sampling 

adequacy of dependent variables is acceptable and significant (0.856). 

 

 



South Asian Journal of Banking and Social Sciences,  

Vol. 03, No.01 (2017), ISSN: 2410-2067 
© Institute of Banking & Finance, BZU Multan 

 

114 
 

Table 3: Factor Analysis of D.V Firm Performance 

Component Matrixa 

 

Component 

Firm performance 

PER2 .920 

PER3 .916 

PER4 .892 

PER1 .853 

PER6 .825 

PER5 .818 

 

5.3 Correlation Analysis 

As the purpose of study was to find out the relationships of innovation adoption 

and innovation generation on firm performance. Table 4 shows that independent, 

dependent are positively and significantly correlated each other. More specifically, 

innovation adoption and innovation generation on firm performance are positively and 

significantly correlated with each other. 

Table 4: Correlation Analysis 

 INOVATION 

GENERATIO

N 

INNOVATION 

ADOPTION 

PERFORMANCE 

INOVATION 

GENERATION 

1 .187** .247** 

INNOVATION ADOPTION .187** 1 .646** 

PERFORMANCE .247** .646** 1 

**at level 0.01 there is significant correlation 

5.4 Regression Analysis  

Regression analysis has been carried out to determine the impact of innovation 

adoption and generation on the performance of the firm. In table 5 numerical values of 

β, t. stat, and R2 show that independent variables innovation generation and innovation 

adoption are positively and significantly related with dependent variable firm 

performance. 
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Table 5: Regression Analysis 

Model  I.V D.V β t.stat. P R2 

1 Innovation 
adoption 

Firm’s 
Performanc
e 

0.247 3.874 0.000 0.06
1 

2 Innovation 
generation 

Firm’s 
Performanc
e 

0.646 12.87
4 

0.000 0.41
8 

3 Innovation 
adoption 
&generation 

Firm’s 
Performanc
e 

0.652 13.05
9 

0.000 0.42
5 

 

6.0 DISCUSSION & CONCLUSION: 

An innovative firm is perceived as the firm that generates and adopts innovation 

continuously and efficaciously. In contrast a non-innovative firm as one that does not 

generate as well adopts innovation. 

Innovation practices including innovation generation and innovation adoption 

were the independent variables and firm performance has been taken as dependent 

variable. Data were collected from employees of chemical plants, power generation 

plants and fertilizer plants through survey based on a 5-point Likert scale and then 

Statistical Package for Social Sciences version-22 was utilized for analysis. Innovation 

generation and innovation adoption have positive impact on firm’s performance. 

Correlation analysis shows that independent and dependent are positively and 

significantly correlated. More specifically, innovation adoption and innovation generation 

on firm performance are positively and significantly correlated. 
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