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ABSTRACT

Complex business ecosystems and customer-based industries aiming to pursue technological
developments with the expansion of more market uncertainty have been surrounded by external
& internal challenges during the agile product innovation progress. This study aims to scrutinize
effective methods of manufacturing innovative products that resulted in long-term benefits
through the total innovation management (TIM) cycle being used by the X Company (part of the
global bus & coach manufacturers located in the USA, Europe, and Turkey) under the competitive
market environment. This study was conducted through a case study perspective supported by
the “Methodological Triangulation Method,” which enables researchers and business executives
to observe existing is-sues utilizing qualitative, quantitative, and interpretive approaches for
enhancing the TIM cycle with agility. X Company has expanded its product portfolio with an
innovative product family called the “XBUS,” which integrated both the digitalization and
electricity driveline technology by practicing the TIM cycle. The XBUS product increased company
sales by 6.39% in the total amount of sales. X Company increased its market share between 2018
and 2019 in the USA and Europe region by 13.2% and 11.4% respectively, whereas the Turkish
market share was decreased by 4.8% due to financial obstacles, including deficiency of
commercial credits. Additionally, total production lead time was reduced by 7.4% at X Company
by conducting agile innovation processes. Case studies regarding the TIM cycle practices in the
global bus & coach industry are limited. These studies can be expanded by observing the main
innovation challenges during the Covid-19 outbreak

Keywords: Innovation, product innovation, total innovation management, strategy.

1157


https://orcid.org/0000-0001-9999-6191

IJOESS (ISSN: 2146-1961) DECEMBER 2020

INTRODUCTION

The agile innovation process has been become an essential requirement for companies by the edge of business
model transformation at different levels with the advent of the Industry 4.0 concept (lbarra et al., 2018).
Innovation contributes a sustainable benefit to the extent of embracing opportunities for achieving profit
maximization through customer orientation in specific markets in which firms still maintain business operations
(Huhtala et al., 2014). According to Schumpeter (1939), any organization seeking profits must innovate product
and services which lead the deployment of an economic system’s existing supplies of productivity and
utilization. It has been widely accepted that innovation is considered as a fundamental requirement to keep

competitiveness concerning economic conditions (Sledzik, 2013).

Existed organizations are planned through internal and external factors that should be considered inseparable
from competing effectively in each market by management executives (Brito & Brito, 2014; Bengthsson, 2003).
Consequently, designing innovation management has to be developed through corporate strategy and
implementation along with the following functions such as defining mission & vision, idea generation,
innovative project applications, and continuous improvement (Christensen, 2002). According to circumstances
related to innovative projects, groups, or individuals confront a variety of challenges imposed by intangible and
limitations imposed by tangible factors during the agile innovation management processes (Heirman &
Clarysse, 2007). Moreover, these processes are conducted through a long path, beginning with constructing the
company’s mission and vision to commercialize the potential innovative product. Most innovation experts have
put forward their claim about the innovation management process. These steps from basic research of idea

generation to productization are either particular or non-linear (Schoen et al., 2005).

Along with the main cases and reasons mentioned above, companies have applied the process of innovation
management as a cycle to provide agility at large organizations. Innovation should be mainly integrated with
functions of ecosystems such as humanity, technology, and nature. Thus, the Total Innovation Management
(TIM) is a framework to combine interrelated factors which are comprised of knowledge, design, new project
development, and commercialization towards company strategy for leading agility during the product
innovation progress (Abraham & Knight, 2001; Drachsler & Kalz, 2016; Pumain et al., 2009; Shaw, 1998). The
TIM is implemented through different flows in most of the industries. Notably, patterns of innovation in the
manufacturing industry have significantly differed from those in services (DTI, 2007). The TIM cycle becomes
more complicated owing to the technical, social, and financial backgrounds used in a competitive market
environment. The requirements for successful innovation management are still enormously distinctive from

case to case (Kline & Rosenberg, 2009).

When project groups and individuals encounter a challenge in the middle of idea generation and product
innovation, most of the employees, managers, and executives abstain from recurring the process flow again

because of lacking physical energy, reviving creativity, and permanent motivation (Janssen et al., 2004; De
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Dreu et al., 2011). Along with these perspectives, companies have focused on noticeable outputs that drive
innovation progress conveniently during the TIM cycle implementation. Organizational and managerial efforts
maintained through conducting the TIM cycle can result in significant financial returns if the corporate vision,
strategy, and functions are well-defined and integrated enough to adapt the next business models within

disruptive technologies.

Most companies, especially domestic companies in Turkey, have not enough capability to structure a
comprehensive method to seek an effective remedy for both designing and managing the TIM. As a result, the
present study focused on modeling the TIM for bus & coach manufacturing company, called “X Company” by
generating comprehensive methods with both middle and top managers. Additionally, new approaches used by
X Company aimed to initiate an efficient and effective TIM cycle for retaining product innovativeness

leadership resulting in sales surplus and profitability (Cho & Pucik, 2005; Langerak & Jan Hultink, 2006).

The TIM was developed through the agile innovation perspective owing to the disruptive and competitive era
of several industry dynamics within contemporary business models (Chen et al., 2018). With the contribution of
using an agile innovation perspective, the TIM gained a cycle structure. Considering observations above, X
Company designated its cycle of the TIM regarding critical factors integrated with challenges such as economic

fluctuations, manufacturing troubles during the adaption for technological enhancements, limited material

resources, and competitive business environment in the Turkish bus & coach industry.

The bus product itself has more than 15,000 components, mostly integrated with different areas of the engine
and body structure. The manufacturing process is finalized around three and four months and is mostly
maintained by physical efforts rather than using automation technologies owing to the structure of the product
itself. Automation technologies with fewer quality defects can manufacture only the chassis and the bodywork.
On the other hand, the bus market has been existing in competitive and disruptive industry circumstances due
to rising smart city platforms, electricity-powered engines, and digitalization (Jack & Gibbins, 2015). From these
perspectives, executives and engineers have been challenged with deciding strategic new products along with
the smart mobility, adopting new technologies in a limited time, and matching customer requirements with
high quality through being agile. To pursue both industry and market leadership in the disruptive innovation
age, managing and conducting the perpetual innovation journey is a fundamental point in embracing efficiency

and effectiveness through agility.

LITERATURE REVIEW

Along with the recent technological advancements, complex process designs, changing customer preferences,
competitive market conditions, manufacturing industries have been challenged with maintaining innovations
for becoming survival in the chaotic global business environment (Forrest et al., 2018). However, maintaining
innovation more effectively and efficiently to continue business progress among competitors rather than solely
maintaining the innovation (Stojcic et al., 2018). Especially, during the rising trend of disruptive innovations,

efficient and effective innovations require agility to respond market and customer requirements on time when
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the uncertainties of product features and interdependent manufacturing progress gain a critical point to
sustain the business (Mclay, 2014). Rather than maintaining the manufacturing progress without defects,
managing the innovation cycle can include distinctive interrelated fields such as marketing, organization, and

strategy for empowering the product to several industry and market challenges (Heiko et al., 2010).

Most of the product and service innovations lost their existence due to the lack of observations of related
product and service environments and the implementation of a strategy to execute a business plan for
maintaining the innovation by engineers (Cooper & Edgett, 2010). Total Innovation Management (TIM)
developed by Xu et al. (2007) gained its importance within these perspectives, owing to having a whole
structure including various dynamics such as organization, market, technology, and strategy. Maintaining the
innovation through TIM dynamics such as market, organization, technology, corporate strategy provides a
utilized platform for companies during the designing and launching of a new product coherent with both
industry and customer circumstances (Dershin, 2010). Apart from TIM, maintaining the continuous innovation
(Cl) gains importance during the era of disruptive innovations by actualizing product quality & features
improvement and further manufacturing technology and organization developments to preserve customer

satisfaction and market circumstances (Corso & Pellegrini, 2007).

The Turkish bus & coach has been a part of the global automotive industry owing to giant multinational
companies (MNCs) investments to Turkey after the global financial crisis occurred in 2008 (Jack & Gibbins,
2015). The bus & coach industry embraces a more complicated, comprehensive and dependent on human
physiological efforts more than automobile production owing to lacking capacity of automation technologies, a
high amount of components (about to 15,000 pieces), and have a challenge with substitute products preferred
by passengers (i.e., airways, railways). On the other hand, competition among manufacturers has been
perceived as more prevalent when the cost of production systems and implementing technological
advancements through both technology and knowledge transfer become attainable. In the Turkish bus & coach
industry, executives and engineers have dealt with struggles that are binding cases for survival in a competitive
market and industry structure during the era of disruptive innovations (Christensen & Overdorf, 2000). For
eliminating the severe effects of the market and industry circumstances, defining the company’s vision
regularly, creating a common platform which every employee expresses innovative ideas beyond the limits,
establishing project groups from different backgrounds, and actualizing continuous improvements after
product penetration to the market are supportive drivers to maintain comprehensive innovation approach
resulted in both agility and sustainability of the innovative product regarding industry dynamics (Gawer &

Cusumano, 2014; Jaijja et al., 2017; Lichtenthaler, 2016).

Within the perspectives mentioned above, the TIM has been a more critical issue for manufacturers placed in
competitive and developed industries after the industry 4.0 technologies and digitalization expanded through
pursuing customer satisfaction. The TIM model can be configured through several dynamics of platforms to

advance its effectiveness for companies by including some key drivers of the related industry, such as
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production systems, business model, organizational structure, and strategic background as well (Berkhout et

al.,, 2010).

METHOD

This conducted research is a case study that has the purpose of investigating how an efficient TIM can be
maintained by companies in the Turkish bus & coach industry. The research methodology is structured with the
procedures of a case study, which provides a comprehensive approach to researchers for examining
interconnected internal & external factors and several dynamics in specified fields to obtain actual information
and market data of the industry. Based on previous data and results of interviews with executive engineers,
sources were acquired through a period between 2014- 2019. Researchers preferred to use the
“Methodological Triangulation Method (MTM)” as being part of “Triangulated Research” which includes more
than one method correlated and adopted with each other when each step is followed by the next owing to
chain structure of the Turkish bus & coach industry (Bekhet & Zauszniewski 2012; Duffy, 1987). The MTM
method involves quantitative, qualitative, and interpretive research techniques for observing market shares,
industry conditions, global policies, and competitor’s actions. Quantitative data such as market size, market
growth, and amount of sales combined with qualitative data such as experiences, views, and suggestions of
managers provide a holistic framework to analyze present findings and possible outcomes from the next
projections. In this study, a holistic approach for detailed investigation and observation is considered. Also,
rules about ethics of publishing are embraced by researchers with caution. According to the case study
methodology, researchers access information and make comprehensive observations through every group and
individual (Tellis, 1997). Case studies have also known as “Triangulated Research,” which enables researchers
to examine a specific topic with more than one method (Denzin, 2015). Thus, the implemented case study was
conducted through perspectives based on the MTM method by observing the company itself and results

obtained after implementing the TIM model instantly to compare with previous activities and implementations.

The “X Company”

The company analyzed in this study is referred to as X Company, one of the key players in the Turkish bus &
coach manufacturing industry employing approximately 2,500 personnel in Turkey. X Company has a
remarkable variety of product types from medium-sized buses (7mt — 9mt) to large-sized coaches (9mt -13m)
with different features and transactions in terms of customer orientation. Total production per year is around
6,000 units that depend on demands by public and private bus dealers and operators. Therefore, these abilities
make X Company powerful in domestic and foreign markets. The following table illustrates the distribution of
sales volume in percentages to have a clear insight into the recent market position of X Company. According to
Table 1, each market has an impactful role for X Company and also represents the answer to why innovation

becomes a crucial requirement for success at the global level.
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Table 1. Sales Distribution of “X Company” over the World, 2014 - 2018 (%)

Market/Year 2014 2015 2016 2017 2018
Turkey 81.55% 83.11% 73.80% 54.89% 54.22%
Europe 11.28% 10.59% 20.24% 36.81% 34.15%
United States 6.55% 5.95% 5.64% 7.12% 6.65%
Rest of World 0.61% 0.36% 0.32% 1.19% 4.99%
Total Sum: 100.00% 100.00% 100.00% 100.00% 100.00%

X Company describes itself as an innovative solution maker, ecologic balance provider and user-friendly in each
market by using the “Smart Mobility” motto in a digital world. As similar to other major global automotive
manufacturers in the industry, X Company has focused on representing smart solutions to their customers due

to the rapid change in technological inventions and improvements.

Case Study — The Cycle of the Total Innovation Management (TIM) at “X Company”

Most of companies have several challenges over implementing the TIM cycle efficiently and effectively. The
TIM cycle holds a completely multifaceted structure to determine the applicable innovation model for
companies which are a part of the competitive market. The TIM cycle of X Company is composed of several
methods that include general snapshot and definition of critical areas about firm. There are five distinctive but
interrelated steps (i.e., vision & strategy, idea generation & evaluation, innovative project applications, market
position & product value offer and continuous improvement) followed by X Company to maintain the TIM
model by transforming to a cycle with generating some configurations through company, industry and market
dynamics. It commenced with identifying the company strategy and finalized with the continuous improvement

of the product innovation.

Vision
&
Strategy

Idea Generation
&

Evaluation

Continuous

Improvement Total

Innovation

Management

Market Position
&

Product Value
Offer Aplpications

Innovative

Project

Figure 1.The Total Innovation Management Cycle of “X Company”

In order for each step of the TIM cycle illustrated in Figure 1 to be implemented comprehensively and result-

oriented, first of all, strategic analyzes that can objectively reveal the company's vision and strategy should be
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applied. This approach can contribute new solutions for “how the company should be positioned in the future
of the industry” by combining the perspectives of managers from several departments. Subsequently, an idea
workshop is held with the employees involved in the scope of the vision and strategy within the entire
organization. New innovative ideas compatible with the company’s evaluation progress are included in the
innovative product transformation process. Afterwards, extensive R&D and market researches are conducted
to maintain the product validness among more agile and developing fast technologies. Continuous
improvements and quality researches on the released product are conducted for maintaining the customer
satisfaction and adaptation for disruptive innovations which transform existed businesses into more uncertain

and complicated model (Jalonen, 2012).

Identifying the Vision & Strategy

The strategic vision embraces a multiple comprehensive understanding of an organization's stakeholders (e.g.,
competitors, suppliers, and shareholders), its markets, and the external environment (Morris, 1987). As
mentioned above, the TIM cycle is initiated by identifying the vision and strategy of X Company concerning the
marketplace and its environment. Before using the strategic management tools, the company analyzed its

current market position, using historical sales data and product portfolios within features.

Most importantly, strategic and sustainable visions do not always fit with existing models (Morris, 1987).
Afterward, X Company tends to find an answer to the question where it intends to position itself. Successful
companies follow a systematic strategy development process by answering questions such as identifying the
current business, corporate goals, and competition (Kaplan et al., 2008). This attitude increases its awareness
in the volatile market conditions and fulfills customer expectations as well. A strategy must be designed
corresponding to the vision of the company. Companies in a competitive market have a vital need to produce
an effective strategy to reach their corporate visions and make them viable. In light of this perspective, X
Company defines its vision as a company that designs the future of mobility by establishing and retaining a
sustainable relationship between customers and implementing new technological trends with low operational,

purchasing, and financing costs for customers, potential customers, and non-customers as well.

PEST Analysis

Today, due to commonly accepted effects of globalization, all companies from all industries need to analyze
external conditions via a macro perspective. The PEST analysis is applied by businesses which observe macro-
economic issues, global market conditions, and social and technological trends to have a clear insight about
external issues from an industry-market perspective. PEST analysis stands for political, economic, social and
technological analysis and describes a framework of macro-environmental factors used in the environmental

viewing constituent of strategic management (Gupta, 2013).

In the automotive industry, global issues combined with political conflict between countries like trade wars

increases the risk level and reflects negatively to financial stability of business environment. Following graph
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describes the PEST analysis of X Company that possesses a willingness to position itself for future mobility.
Figure 2 points out holistically that the future of mobilization is based on two major statements as political and
technological issues rather than economic and social issues because of the remarkable connection between

them.

In this manner, X Company draws periphery borders of the strategy frame that also reflects the better
customer, market, and manufacturer relationship in terms of expectations than previous approaches that were
applied. The external environment of business consists of variables beyond the control of a firm, but requires
analysis to realign corporate strategy to shifting business environments (Sammut-Bonnic & Galea, 2015). As a
result, technology is the major factor which illustrates the whole functions of the PEST analysis and has

developed new business models oriented towards products in recent years.

i Political i § | Economic
» Expanding Smart City ! » Increasing O&M Cost of
Platforms i i Vehicles
» Limited Using of Fossil i | » Severe Foreign Currency
Powered Enginesin 2030 | ! Rate Effects
» Governmental Financial | i » Unpredicted Volatility on
Support Programs for o B Commercial Trade Tariffs
Electric Vehicles i
i Social i Technology
» Public Demand for i B | > Componentsofartficial
Transportation & Cyber | | | Intelligence Functions
Security » Incremental Utilization on
» High Populated Mass : i Solar & Charged Battery
Transportation i { » Digitalization Age
» Air Pollution Effect i Opportunities

Figure 2. PEST Analysis of “X Company”
SOAR Analysis

Presently, “X Company” is able to recognize the horizon, but does not have adequate capability to develop a
company vision due to a lack of awareness of their existing resources. The SOAR analysis framework is a
dynamic, modern, and innovative approach to frame strategic thinking, assessing individual and team
performance, building strategy, and also creating strategic plans. SOAR stands for strengths, opportunities,

aspirations, and results (Stavros & Cole, 2013).

According to Figure 3 indicates that X Company has a mutual direction between the PEST and SOAR analyses.
Hence, the results could be a sign for progressing the innovation cycle. If there is any differential point between
them, it may be difficult to implement efficient company strategy regarding to X Company as expected. These
outcomes are constituted of historical sales, market share, resources and customer feedbacks. According to
Figure 3 as follows, when considering internal competencies of X Company, customer-oriented product
solutions, product design know-how and cluster with smart technologies are key assets for obtaining the next

accomplishments.
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The SOAR framework presents a guide to understand how the whole system can get involved in the strategic

analysis approach, the required resources for implementing strategy well, and expedites the strategic planning

efforts that provide motivation to the organization’s members and their future (Stavros, 2013).

SWOT Analysis

Strengths

> Design & Production
Know-How

» Customer Oriented
Product Solutions

> Material & Assembly
Line Quality

Opportunities

» Global Market Demand in
Optimum Prices

» Smart Vehicle Platform
Transformations

» Inter-Connected Smart
Vehicles

Aspirations

» Agile Technology Adopter

> Possess Diversified
Electric Vehicles within
Smart Technology

> Offer Low O&M Prices to
Global Markets

Results

» Competitive Market Share

» One of the Key Innovative
Technology Leader in
Automotive Indusny

» Embracing Globally
Well-Known Brand Image
& Customer Satisfaction

Figure 3. SOAR Analysis of “X Company”

The TIM requires observing the general view of the industry from past to present with positive and negative

aspects. Companies which apply for a SWOT Analysis, aim to have a brief understanding of industrial

environment. The SWOT analysis is a tool for development of both strategic planning and strategic

management in organizations. It can be used effectively to build organizational strategy and competitive

strategy (Gurel & Tat, 2017). Also, a SWOT analysis is a summary of both the

previously used by Company X.

Strengths

» Powerful Dealer &
Services Network

» Skilled & Talented
Engineers & Operators

» Collaboratedwith
Qualified Basic Material
Supply Manufacturers

Weaknesses

» Increasing Production &
Operation Costs

» Lacking Financial
Options to Customers

» Long Time Period of
Technology Insowrcing

Opportunities

» Global Market Demand
Jfor Smart Vehicles

» Several Varieties of
Tender & Regional Trade

» Progressing Business
Venture & Collaboration

Threats

> Risky Rate of Return on
Investment Ratio

» Cheap & Long Ranged
Transportation Options

> Unexpected Governmental
Transportation Policy &
Regulations

Figure 4. SWOT Analysis of “X Company”

PEST and SOAR analyses

Figure 4 illustrates that X Company employed a wide analysis to develop an innovation strategy and to make

effective decisions. SWOT reflects the company’s market positioning and draws the general frame basically in

order to compose a guide for the next innovations which X Company intends to observe and implement in case

of possibility depending on resources, global conditions and profitability.
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Idea Generation & Evaluation

Ideas are beginning part of the product innovation process in which all stakeholders are included. According to
many innovation settings, executive managers face a decision about providing in-process feedback to the idea
generators about the quality of the submitted ideas (Wooten & Ulrich, 2013). As generally accepted, ideas are
not limited to any specific group, unit, or individual to be sustainable. Creativity is an essence for individual
pursuit, which may or may not draw on others for inspiration and validation (Flynn et al., 2003). Companies
possess unique ideas to overcome their specific problems, and that provides flexibility to individuals for
generating ideas quickly and efficiently. X Company divided the idea generation platform into two parts for
main groups, which are open to public access and restricted to the company's stakeholders. Primary sources of
ideas are; extranet for public users, intranet for the staff, exhibitions, universities, customers, and non-
customers that generate comprehensive brainstorming to provide an examination according to a global
perspective. Ideas are collected by the "ldea Generation Platform" and sorted with specific patterns related to

innovative projects.

Idea Idea
Database ‘ Evaluation ’

Transferring to
Business Unit

Department Management
Approval - Confirmation

Project
Implementation

Figure 5. Idea Generation Process of “X Company”

Figure 5 represents the idea generation cycle of X Company which is beginning from idea database to project
implementation at final point that supports innovation teams to organize ideation cycle in harmony with
reasonable approach. Unfortunately, implementation is not as easy as describing how it works or how to
design a concept to obtain creative ideas. Therefore, executive leadership enables the company to maintain
creativity within the context of a business environment and provide new ideas to employees which are brought

up with both side partners of X Company.
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Digital Idea Generation Platform

Ideas should be independent of any limitation, restriction, and the inability of access to maintain creativity.
Thus, companies turn towards designing a free-access platform that contains ideas from every distinctive group
of individuals in private or public places. The direction of interaction evolves by one-way knowledge import and
interactive dialogue that permits companies to gain implementation skills progressively on each issue and learn
from individuals and groups of customers (Urgal et al., 2013). The richness of the interaction between company
and ideas increases because virtual communities of customers help firms tap into cultural knowledge and

specific customer knowledge (Swahney et al., 2005).

X Company purchased a digital platform to provide online access for its stakeholders. The idea was for
stakeholders to input a new idea on the system, which would retain the ideas in a database for tracking and
evaluating processes implemented by innovation supervisors. The process begins with an idea input from the
user to the system. It continues with the following steps as verifying, filtering, evaluating, and assigning ideas to

specified departments and project groups for the implementation cycle.

Additionally, a digital platform provides users with a follow-up project cycle in terms of the project
management function. The software supervisor verifies ideas for suitability and applicability then defines three

different factors that are sensible, valuable, and suitable for collaborative workgroups to verify new ideas.

These approaches gain effectiveness and productivity for X Company to keep them agile and pertinent for the
competitive marketplace. Today, all organizations which aim to be innovative and sustainable, need to insource

digital infrastructure to access customers and stakeholders.

Idea Filtration & Checklist

Since the expansion of the world-wide web, humanity has been living on the era of ultimate knowledge with
full access to information at every location on the world. According to this perspective, ideas get out of control
and less significant if there is not any capability or adding value to current subject. Ideas need to be filtered in
related with specified checklists for evaluating the creativity. Filtration has to be challenging and should point
out successful innovative idea through some criteria assessment tools. List of available methods and
techniques should be constantly updated and participants should be trained to use those (Rebernik et al.,
2008). X Company customized a method about investigating ideas efficiently and obtaining the best resulted
idea in related with its innovation strategy. Hence, a multi-dimensional checklist is designed to have

sustainability of innovation.

The evaluation of ideas contain essential criteria corresponded with percentage weights to calculate idea
scores for making a decision objectively without any forces or obliges from top to bottom level of company.
Percentage weights are output of current company issues and requirements about their future expectations. As
indicated at Table 2, main assistive variables for acquiring the most beneficial idea are implemented at product

innovation cycle with observations and calculations.
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There are six different criteria which are essential functions of innovative idea with every significant level (Table
3). As a result, the applied company’s approach combines all divided variables into one direction which directs
the company to find the accurate grade of an idea. Definitions of variables are explicitly written and explained
in parts of a decision model as following;

Table 2. Finding the Best “Innovative ldea” Decision Model

Decision Model: Variables:
6 Siz Score of Idea
Z SixW; . -
L Wi: Weight-% of each Criterion
i=
i: Number of Criterion

X Company defined a special weight for each decision criteria to get best innovative idea and preventing
employees from being unconfused. Thus, upcoming projects will be recognized as a product innovation by
employees and also executives if the score of idea is more than 60 in total. Calculation is constituted of sum
formulation in respect to criteria and decision factor weights defined by innovation supervisors.

Table 3. Findings of the Best Innovative Idea — “XBUS”

(i) Decision Criteria Weight Point Score
1 Originality & Creativity 30% 90 27
2 Market Opportunities & Competitiveness 20% 85 17
3 Customer Willingness 15% 90 13.5
4 Financial Gain 15% 75 11.25
5 Business Risk 10% 40 4

6 Investment Cost 10% 35 3.5

Consequently, X Company decided to launch the “XBUS” project after all steps beginning from
corporate vision & strategy to idea evaluation part. The XBUS project makes X Company capable of
distinguishing market leadership from market follower apparently. The XBUS includes adaptive technological
enhancement towards customer satisfaction to obtain market leadership and significant support for leveraging

the brand identity.

Innovative Project Organizations

So far, we see that X Company has focused on innovation dynamics by capturing both internal and external
conditions, market requirements considering future trends. Hence, X Company adjusted its sails against harsh
winds coming from the “Red Ocean” where there is a massive competition among rivals. In the aftermath,
these conditions created a “Blue Ocean” community, which is described as new potential markets with
customers from different perspectives that have not yet been discovered by the X Company. Blue oceans are
defined by unlimited market space, demand creation, and the opportunity for highly profitable growth (Kim &
Mauborgne, 2005).

At the project designing step, the innovation team organized a workshop to determine project cycles and

horizons for building a lean implementation process. There were five steps to manufacture the XBUS product:
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designing, product tree mapping, production process, and quality inspection and trial-testing the product. As

seen, it is not possible to lead a new project cycle by one specified unit or group.

Due to several dimensions of the innovative project, the complexity of the implementation constituted high
numbers of comprehensive workforce with skill and motivation. Therefore, the innovation team created the
leading group of appropriate members for the project from different departments like R & D, production, after-
sales, marketing, and finance. This group had a common purpose for sustaining the project cycle under any
circumstances. First, the team redefined the specified project’s aim to clarify requirements to prevent any
failures that might occur at unexpected periods (e.g., production defect related to product design that will face
with mortality before birth). On the other hand, organizing a group of people to make a successful innovation is
a compelling situation for the human resources (HR) department. In this stage, HR assumes an important role
to stabilize the motivation, increase group inter-communication by using a reward system, invite keynote

speakers, and ask for an executive guide from top management in case of any challenge or heated debate.

Consequently, the leading group started the implementation with the guidance of executive management
under the innovation team’s control. In the long run, the leading group finalized the project and got ready to

productize the invention to gain the innovation identity, including commercial-financial benefits to X Company.

Project Organization

Cross-functional teams (CFTs) are typically composed of individuals who have a functional base (e.g.,
production, marketing, sales, purchasing), but also who work collaboratively on projects or process cycles
requiring diversified tangible and intangible resources (Kettly & Hirsh, 2000). HR department of X Company
decided to establish CFTs in the project groups to organize the innovation process in an agile way that makes

group members effective rather than efficient.

Today's organizations have entered a new business age with rapidly changing technologies and markets. Thus
companies are obliged to work respecting shorter and shorter deadlines and error-free (Dinca & Voinescu,
2012). In such a world, X Company was exposed to different problems because of competition among members
of the CFTs that affected the process negatively. Some CFTs members acted out individually to increase their

own reputation and benefits.

Transforming the Innovative Project into Productization

Projects under management of the CFTs have an effect on the TIM cycle because they contain an essential
point for sustaining the project well before the implementation process of the product. As previously
mentioned X Company divided the project into five different steps connected strictly and had a domino effect.
Moreover, these steps should be managed at the same time before or during the implementation; for instance,
tracking project schedule and cost-quality optimization. These are related with each aspect of project such as
design, workforce, production, technological enhancement and also existing sub-groups of the product

determined at the product tree stage that makes process too complicated to manage them independently.
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Therefore, X Company decided to purchase the Product Lifecycle Management (PLM) software to attain an
agile and sustainable project process that includes all new product development stages beginning from product
design to development. The PLM enabled company managers to monitor the whole project cycle and if there
was any mistake or change for improvement, they would share comments or ideas on the PLM software
screen. Other stages such as cost minimization, quality detection, technology enhancement, and creating spare

parts of the product were maintained by the PLM software users to be transparent in the company.

CFTs and innovation team recorded what they have done carefully to clarify question marks coming from
executives of the organization. The process of the project was reviewed by the executives via a Gantt-Chart
module that ensures productivity by means of time. This also helped project manager to assess each project
member’s performance through performance-reward system reporting automatically to human resources.
Gantt charts are applied in manufacturing industries with multiple products competing for capacity on multiple
machines spread over a sequence of processing operations across several manufacturing departments
involving people whose commitment to the schedule was a concern (Wilson, 2003).

After the design stage, X Company directed to use rapid prototyping technologies like 3D-Printers for reducing
the cost of production and, if necessary, they would change any parts or the shape of the product. Fast
prototyping with a 3D-Printer provides some benefits such as time, money, and customer satisfaction. Hence, X
Company did not reflect the increasing cost of price to commercialized product. After faultless finalization of
the design and prototyping stages, employees in the manufacturing unit start to conduct the process with the
guidance of project managers and also monitored themselves at each period by the Gantt-Chart module on the

PLM Software (Huang et al., 2007; Stark, 2015).

Consequently, technological enhancements of the XBUS product were implemented with care to prevent any
problems which company or customer may encounter because of the unique technological features of the
product. When all processes ended, the X Company was ready for launching its new product after determining

how the XBUS will be positioned in the market and how its value proposition will be created.

Market Position & Product Value Offer

Market positioning is the process of identifying and selecting a specific market with limited segment that
represents business potential, focused on competitor’s movements and form a strategy to compete (Dimingo,
1987). The XBUS product was a niche product with its passenger friendly characteristics in its market by
bringing technological features to potential customers with low operational costs. Furthermore, the XBUS
combines electrical driveline engine with durable high capacity batteries and also tracks whole parts of the

vehicle such as spare parts, consumption and bus operator activities.

The XBUS was designed for urban transportation, so it should have the optimum price with high quality to meet
the demands of the focused market composed of municipalities and private operators. Market positioning has

to be recognized as pre-cautions for sustaining leadership at a competitive market.
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Figure 6. Market Position of the “XBUS” Products

As Figure 6 illustrates that, different model types of the XBUS named as “XBUS-1", “XBUS-2", and “XBUS-3".
The X Company decided to reach main customer groups (municipalities and fleet operators etc.) which have
limited financial assets, but intend to keep service quality for passengers. Each of the three products had
distinctive functions and features that present user experience to customers with flexible combination of

quality-price options.

Determining Product Value Offer

The value proposition is a central element of the value model that describes the logic of what products and
services are offered to the customer. This logic can be clarified when looking at the customer needs and wants
as value always stems from their satisfaction (Petrovic & Kittl, 2003). In business, it is very important to be able
to demonstrate the value of a product, service or a solution. Achieving this goal requires a methodology known

as the “value proposition”.

Essentially, a value proposition states the measurable value or tangible customer benefits that a product or
service will provide to its customers and will illustrate the return on the investment or other tangible positive

outcomes of choosing a particular service provider over its competitors (Camlek, 2010).

X Company used fundamental points of the “XBUS” product which were designed and applied for customers
and passengers to determine product value proposition. Company directed to fulfill and display customer’s
requirement in their daily lives. Therefore, the product value proposition of the XBUS was composed of safety,
technological enhancements such as electricity engine and comfort area for both passengers and bus

operators.
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Table 4. The“XBUS” Market Position & Product Value Offer

P/M Bu:ngalri::(:h Market Position Product Value Offer
XBUS-1 Optimum Price Low Operation Cost
High Quality Smart Mobility Applications
XBUS-2 Optimum Price Low Operation Cost
PRODUCT TYPE High Quality Smart Mobility Applications
. . Smart Mobility Applications
XBUS-3 Premium Price Luxury Passe:geprrii Driver

High Quality Area

Table 4 indicates that value offers of each product are defined by features, solutions to customer and cost
benefits. When the price level rises, the value offers of product has more premium standard than the other

products.

Continuous Improvement

Continuous improvement (Cl) is a well-known philosophy for both production and service businesses that
Deming (1993) described as constituted of "Improvement initiatives that increase success and reduce failures"
(Juergensen, 2000). To be defined in more general, Cl is a culture of sustained improvement targeting the
elimination of waste in all systems and business processes. It gathers all businesses' functions to make
connected improvements without necessarily making extensive capital investments (Bhuiyan & Baghel, 2006).

For obtaining the identity of an innovative key player in the competitive market, Cl has been a significant role

for X Company to arrange possible discounts on prices and maintaining the quality of innovative products.

R&D and production department executives at the company decided to implement Kaizen as a clear guide for
the staff in the product development cycle. The first well-known and most frequently cited proponent of Kaizen
was M. Imai, author of "KAIZEN — The Key to Japan's Competitive Success" (1986) outlined the concept, its core
values, principles, its relation to other business models and practices used in the Cl process (Berger, 1997). Imai
(1986, p. 74) strongly emphasizes the importance of standards for gaining the improvement cycle effectively in

his famous quote "There can be no improvement where there are no standards".

The production cycle for kaizen-inspired Cl models has generally been in work environments with repetitive or
unique separate tasks and highly standardized in terms of processes and products (Adler, 1993; Adler & Cole,
1993; Shingo, 1988). Thus, X Company applied the Cl Model rapidly and efficiently for its product development
steps such as total quality inspection, cost minimization, and materials utilization in terms of kaizen

management tools that contributed to market competition skills for the company.

Customer Feedback Procedure Flow Diagram

Today, most technological advancements have still progressed through several customer feedbacks that
reflects the next direction of product enhancement. Customer feedback provides a significant support during

the innovation progress by contributing new ideas improving the features and quality of the related product in
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a long-term period. In particular, industries, in which mostly depended on customer preferences should
generate a framework to combine customer and manufacturer in a common area (Desouza et al., 2008). In the
Turkish bus & coach industry, there are various types of customer profiles ranging from passenger to vehicle
fleet owners who are the main determinants of innovations by creative ideas and product expectations. When
customers have an opportunity to express their feedback about a specific product, customers perceive their
existence in purchasing and after-sales period. With the fever competition at the Turkish bus & coach market,
customer feedbacks become essential than other manufacturing industries in several circumstances to keep
loyalty, engage attention with competitor’s customers and reach potential customers as well. X Company
generated a customer feedback flow diagram that encompasses feedback providers and evaluation

mechanisms such as supervisors, top management, and departmental functions.
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Figure 7. Customer Feedback Flow Diagram of “X Company”

According to Figure 7, customer feedback providers are divided into four groups as a dealer, fleet owner, bus
operator and passengers which have possessed a key role at product innovation and enhancement workshops.
The digital idea generation platform mentioned in the second phase of the implemented the TIM cycle
possesses a resource role for the next innovative solutions initially evaluated by innovation supervisors.
Afterwards, the HR functions at companies encourage employees to be part of the project regarding innovative
products. Fundamentally, the solution-oriented and attractive product that awakens customer awareness can
become the reflection of the market requirements through observing feedbacks of different customer groups

and their expectations in future as well to obtain effectiveness with agility.

RESULTS

The TIM cycle conducted at X Company, has been resulted in a new product (XBUS) in 2018, almost 14 months
after initiated by innovation supervisors. The XBUS product increased company sales by 6.39% in total amount
of sales. X Company increased its market share between 2018 and 2019 in USA and Europe region by 13.2%
and 11.4% respectively, whereas Turkish market share was decreased by 4.8% due to the financial obstacles,
including deficiency of commercial credits. Table 5 illustrates market share projections of X Company including

the XBUS from 2018 to 2022 in percentages.
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Table 5. Market share of “X Company” including the “XBUS” Product

Country/Year 2018 2019 2020 2021 2022
Turkey 29.49% 28.07% 27.53% 25.27% 25.04%
Europe 5.34% 5.95% 6.38% 6.69% 6.68%
United States 2.49% 2.82% 2.93% 3.04% 2.97%
Total Sum: 37.32% 36.87% 36.84% 35.00% 34.69%

With the increasing of sales and market shares, X Company has benefitted beyond financial gains such as brand
awareness, customer satisfaction and market leadership which ensure the sustainability of X Company at its

business environment in the future.

The Innovative Product Lead Time
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Figure 8. The Innovative Product Lead Time of “X Company”
Apart from the results mentioned above, implementing the TIM cycle provides significant time optimization

(7.4%) for X Company by the year of 2015 with the agile business progress.

CONCLUSION and DISCUSSION

In today’s business environment, preserving a company from any disruption force is unneglectable and
inevitable for each industry. Ease of resource transferring and low-cost operation alternatives lead to reveal
new startups and empower present companies except for outdated ones. This case study noted that
comprehensive thinking on the TIM cycle provides motivation and financial gains for managers and employees
at the competitive market conditions (Raasch et al.,, 2013). As generally accepted, linear innovation
management models cannot possess any defined borders or framework of strict rules because of specific
industry dynamics combined with corporate strategy during the innovation progress (Anthony, 2010). When
considering innovation cycle is not only the commercialization process of invention, companies have been
obtained more financial and non-financial (i.e., brand perception, customer satisfaction) gains in a long-term by
the integration of marketing functions, continuous improvements and expanding open innovation platforms for
encouraging creativity through configuring innovation cycles with new technologies under the specific
manufacturing conditions (Chen et al., 2017; Schoen et al., 2015). Especially in the last two decades, the global
financial crisis, international conflicts, and the Covid-19 pandemic have been caused by market turbulence and
product uncertainties. Thus, managers and engineers at manufacturing companies should embrace complexity
strategy including input, internal and output focused strategies to transform struggles into attractive
opportunities by the comprehension of critical factors that drive companies to conduct sustainable innovations

throughout the uncertain and turbulent environments (Lynn & Akgiin, 2015; Vermaak & Steyn, 2014)

1174



IJOESS (ISSN: 2146-1961) DECEMBER 2020

The rapid expansion and development of technology and digitalization often lead companies (product & service
providers) to offer innovative solutions. In particular, companies that are being part of industries confined with
substitute products and have a vast number of sub-components should be more agile, solution-oriented, and
creative for advancing practical innovations at the entire organization. Thereby, advanced TIM cycles
integrated with agile models and comprehensive observations enhance corporate innovation strategies
culminated in market share, brand image, and organizational innovativeness. This study contributes a guide for
automotive manufacturers and also researchers to comprehend how to implement the TIM cycle ranging from
corporate strategy to continuous improvement step for obtaining innovative products. It can be suggested that
executives and managers at automotive businesses especially in bus & coach industry should adjust existed
business and innovation strategies by focusing on disruptive challenges which are comprised of today’s
volatility, uncertainty, complexity, and the ambiguous world (VUCA World) (Kinsinger & Walch, 2012).
Research and case studies regarding the TIM cycle practices at the global bus & coach industry are limited and

should be expanded by observing the main innovation challenges during the Covid-19 outbreak.
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UYGULANAN TOPLAM iNOVASYON YONETIM DONGUSUNUN CEViK BiR MODELI:
TURKIYE’DE BULUNAN KURESEL OTOBUS & YOLCU OTOBUSU iMALAT SIRKETINDE
YAPILAN BiR VAKA CALISMASI

oz

Cevik Uriin inovasyonu ilerlemesi sirasinda, daha fazla piyasa belirsizliginin genislemesi ile
teknolojik gelismeleri takip etmeyi amaclayan karmasik is ekosistemleri ve misteri tabanh
endustriler, dis ve i¢ zorluklarla gevrilidir. Bu ¢alisma, rekabetgi piyasa ortaminda X sirketi
(Tirkiye, Avrupa ve Amerika'da bulunan kiresel otobls ve yolcu otobusi dreticilerinin bir
parcasi) tarafindan kullanilan toplam inovasyon yonetimi (TIM) doénglisi araciligiyla uzun vadeli
faydalarla sonuglanan yenilikgi Griinler Gretmenin etkili ydntemlerini incelemeyi amaglamaktadir.
Bu ¢alisma, arastirmacilarin ve isletme yoneticilerinin TIM dongusiini geviklikle gliclendirmek igin
niteliksel, niceliksel ve yorumlayici vyaklasimlardan vyararlanarak mevcut sorunlari
gozlemlemelerini saglayan “Metodolojik Ucgenlestirme Yéntemi” tarafindan desteklenen bir vaka
calismasi perspektifiyle gerceklestirildi. X sirketi, TIM donglisini uygulayarak hem dijitallestirme
hem de elektrik aktarma organlari teknolojisini entegre eden "XBUS" adli yenilik¢i Girlin ailesiyle
Gran portfoylini genisletti. XBUS Urin, sirket satislarini toplam satis miktarinda %6.39 artirdi. X
sirketi, 2018-2019 yillari arasinda ABD ve Avrupa bolgesinde pazar payini sirasiyla %13.2 ve %11.4
artirirken, Tirkiye pazar payini ticari kredi yetersizligi dahil finansal engeller nedeniyle %4.8
azaldi. Ek olarak, gevik inovasyon siiregleri yiiriterek X sirketinde toplam liretim gergeklestirme
slresi %7.4 azaltildi. Kiresel otobiis ve yolcu otobisi endistrisindeki TIM dénglisi uygulamalari
ile ilgili vaka galismalari sinirlidir. Bu g¢alismalar, Covid-19 salgini sirasindaki temel yenilik zorluklari
gozlemlenerek genisletilebilir.

Anahtar Kelimeler: inovasyon, (iriin inovasyonu, toplam inovasyon y6netimi, strateji
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GiRiS

Cevik inovasyon sireci, Endistri 4.0 konseptinin (Ibarra vd., 2018) ortaya c¢ikmasiyla farkli seviyelerde is modeli
dénlsimiiniin sinininda  sirketler icin temel bir gereklilik haline geldi. inovasyon, firmalarin halen is
operasyonlarini sirdirdigi belirli pazarlarda misteri odakhlik yoluyla kdr maksimizasyonu elde etme
firsatlarini benimseme 6l¢lstinde stirdirilebilir bir fayda saglar (Huhtala vd., 2014). Schumpeter'e (1939) gore,
kar pesinde kosan herhangi bir kurulus, bir ekonomik sistemin mevcut tretkenlik ve kullanim kaynaklarinin
konuslandirilmasina yol agan Uriin ve hizmetleri yenilemelidir. Yeniligin, ekonomik kosullarla ilgili olarak rekabet

edebilirligi sirdirmek icin temel bir gereklilik olarak gortldigi yaygin olarak kabul edilmistir (Sledzik, 2013).

Var olan organizasyonlar, idari yoneticiler tarafindan her pazarda etkin bir sekilde rekabet etmekten ayrilmaz
olarak gorllmesi gereken i¢ ve dis faktorler araciligiyla planlanmaktadir (Brito ve Brito, 2014; Bengthsson,
2003). Sonug olarak, inovasyon ydnetiminin tasarlanmasi, kurumsal strateji ve uygulama ile misyon ve vizyon
tanimlama, fikir Uretme, vyenilik¢ci proje uygulamalari ve sirekli iyilestirme gibi asagidaki islevlerle
gelistirilmelidir (Christensen, 2002). Yenilik¢i projelerle ilgili kosullara gore, gruplar veya bireyler cevik
inovasyon yonetimi siregleri sirasinda somut olmayan ve somut faktorlerin dayattigi sinirlamalarin getirdigi
cesitli zorluklarla karsi karsiya kalabilmektedir (Heirman ve Clarysse, 2007). Dahasi, bu siregler, potansiyel
yenilik¢i Grind ticarilestirmek icin sirketin misyon ve vizyonunun olusturulmasindan baslayarak uzun bir yoldan
yurutdlir. Cogu inovasyon uzmani, inovasyon yénetimi siireciyle ilgili iddialarini ortaya koymustur. Temel fikir
Uretme arastirmasindan drlinlestirmeye kadar olan bu adimlar ya 6zneldir ya da dogrusal degildir (Schoen vd.,

2005).

Yukarida belirtilen ana durum ve nedenlerin yani sira, sirketler biyilk kuruluslarda ceviklik saglamak igin
inovasyon ydnetimi siirecini bir déngii olarak uygulamaktadir. inovasyon, esas olarak insanlik, teknoloji ve doga
gibi ekosistemlerin islevleriyle bitiinlestirilmelidir. Bu nedenle, Toplam inovasyon Yonetimi (TIM), riin
inovasyon ilerlemesi sirasinda cgevikligi yonlendirmek igin sirket stratejisine yonelik bilgi, tasarim, yeni proje
gelistirme ve ticarilestirmeden olusan birbiriyle iliskili faktorleri birlestiren bir cercevedir (Pumain vd., 2009;
Shaw , 1998; Abraham ve Knight, 2001; Drachsler ve Kalz, 2016). TIM dongist, endustrilerin ¢ogunda farkli
akislar aracilhigiyla uygulanir. Ozellikle, imalat endiistrisindeki inovasyon kaliplari hizmetlerdekilerden énemli
olgide farklidir (DTI, 2007). TIM dongisl, rekabetgi bir piyasa ortaminda kullanilan teknik, sosyal ve finansal
gegmisler nedeniyle daha karmasik hale gelir. Basarili inovasyon yénetimi igin gereksinimler, durumdan duruma

hala son derece farklidir (Kline ve Rosenberg, 2009).

Proje gruplari ve bireyler fikir Gretme ve Uriin inovasyonunun ortasinda bir zorlukla karsilastiklarinda,
calisanlarin ve yoneticilerin ¢ogu fiziksel enerji, yaraticiigi canlandirma ve kalici motivasyon eksiklikleri
nedeniyle sureg akisini tekrarlamaktan kaginmaktadir (Janssen vd., 2004; De Dreu vd., 2011). Bu perspektiflerin
yani sira sirketler, TIM donglisi uygulamasi sirasinda inovasyon ilerlemesini uygun bir sekilde yonlendiren

dikkat cekici ciktilara odaklanmaktadir. TIM doénglsinin yuritiilmesi yoluyla strdirilen organizasyonel ve

1181



1JOESS (ISSN: 2146-1961) DECEMBER 2020

yonetsel cabalar, kurumsal vizyon, strateji ve islevler iyi tanimlanmissa ve yikici teknolojilerdeki sonraki is

modellerini uyarlayacak kadar entegre edilmisse, 6nemli finansal getiri saglayabilir.

Cok uluslu sirketler ve 6zellikle Turkiye'deki lokal sirketler, TIM'in hem tasarlanmasi hem de y6netilmesi icin
etkili bir ¢6ziim arayisina yonelik kapsamli bir yontem yapilandirmak igin yeterli kapasiteye sahip degildir. Sonug
olarak, mevcut galisma, hem orta hem de (st diizey yoneticilerle kapsamli yéntemler Ureterek, "X sirketi"
olarak adlandirilan sehirigi otobus ve yolcu otobusi uretim sirketi i¢cin TIM'in modellenmesine odaklanmistir. Ek
olarak, X sirketi tarafindan kullanilan yeni yaklasimlar, satis fazlasi ve karlilikla sonuglanan riin yenilikgiligi
liderligini stirdirmek icin verimli ve etkili bir TIM dongisi baslatmayr amaglamistir (Cho ve Pucik, 2005;

Langerak ve Jan Hultink, 2006).

TIM, cagdas is modellerinde cesitli endistri dinamiginin yikici ve rekabetc¢i donemi nedeniyle ¢evik inovasyon
perspektifiyle gelistirilmistir (Chen vd., 2018). Cevik bir inovasyon perspektifi kullanmanin katkisiyla, TIM bir
dongi yapisi kazanmaktadir. X sirketi, yukaridaki gézlemleri géz 6niinde bulundurarak, Tirkiye otobls ve
otobilis endistrisindeki ekonomik dalgalanmalar, teknolojik gelismelere uyum sirasinda yasanan dretim
sorunlari, sinirl malzeme kaynaklari ve rekabetgi is ortami gibi zorluklarla entegre kritik faktorlere iliskin TIM

dongisini belirlemektedir.

Otobis Urtiniiniin kendisi, cogunlukla motorun ve gdévde yapisinin farkli alanlariyla entegre olan 15.000'den
fazla bilesene sahiptir. Uretim siireci ¢ ve dért ay gibi sonlandirilir ve {riiniin yapisi geregi otomasyon
teknolojileri kullanmaktan cok fiziksel cabalarla sdrdirilir. Daha az kalite kusuruna sahip otomasyon
teknolojileri yalnizca sasi ve istyapi lretebilir. Ote yandan, artan akilli sehir platformlari, elektrikle ¢alisan
motorlar ve dijitallesme nedeniyle otobus pazari rekabetgci ve yikici endustri kosullarinda var olmustur (Jack ve
Gibbins, 2015). Bu bakis agilarinda, yoneticiler ve miihendisler akilli hareketliligin yani sira stratejik yeni
Urlinlere karar verme, sinirl bir siire igcinde yeni teknolojileri benimseme ve ¢evik olma yoluyla miisteri
gereksinimlerini yiksek kalite ile eslestirme konusunda zorlandilar. Yikici inovasyon ¢aginda hem endustri hem
de pazar liderligini sirdiirmek, stirekli inovasyon yolculugunu yonetmek ve yiritmek, ceviklik yoluyla verimliligi

ve etkinligi benimsemede temel bir noktadir.
LITERATUR TARAMASI

Son teknolojik gelismelerle birlikte, karmasik sirec¢ tasarimlari, degisen musteri tercihleri, rekabetci pazar
kosullari, Uretim endustrileri, kaotik kiiresel is ortaminda hayatta kalmak icin yenilikleri siirdlirme konusunda
zorlanmaktadir (Forrest vd, 2018). Ancak, yalnizca inovasyonu uygulamak degil, rakipler arasinda is ilerlemesini
sirdirmek icin etkili ve verimli bir sekilde siirdirmek gerekmektedir (Stojcic vd, 2018). Ozellikle yikici
inovasyonlarin yiikselen trendi sirasinda, verimli ve etkili inovasyonlar, Grlin 6zelliklerinin belirsizlikleri ve
birbirine bagh Uretim ilerlemesi isi sirdirmek igin kritik bir noktaya geldiginde pazar ve misteri
gereksinimlerine zamaninda cevap vermek icin ceviklik gerektirir (Mclay, 2014). Uretim siirecini hatasiz

stirdiirmek vyerine, inovasyon dongislinii yénetmek, UrlinG cesitli endlstri ve pazar zorluklarina karsi
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glclendirmek icin pazarlama, organizasyon ve strateji gibi birbiriyle iliskili ayirt edici alanlari icerebilmektedir

(Heiko vd, 2010).

Uriin ve hizmet inovasyonlarinin ¢ogu, ilgili Griin ve hizmet ortamlarinin gézlemlenmemesi ve miihendisler
tarafindan inovasyonu siirdirmek igin bir is plani ylritme stratejisinin uygulanmasi nedeniyle varligini
yitirmistir (Cooper ve Edgett, 2010). Xu vd., 2007 tarafindan gelistirilen Toplam Yenilik Yonetimi (TIM)
organizasyon, pazar, teknoloji, strateji gibi ¢esitli dinamikleri iceren biitiin bir yapiya sahip olmasi nedeniyle bu
perspektifler icinde 6nem kazanmistir. Yeniligin pazar, organizasyon, teknoloji, kurumsal strateji gibi TIM
dinamikleri araciligiyla surdirilmesi, hem endistri hem de musteri kosullarina uygun yeni bir Grinln
tasarlanmasi ve piyasaya surilmesi sirasinda sirketler icin yararlanilan bir platform saglar (Dershin, 2010).
TIM'in yani sira, surekli yeniligin (Cl) sirdirtlmesi, Grin kalitesi ve oOzelliklerinin iyilestiriimesi ve musteri
memnuniyetini ve pazar kosullarini korumak icin daha fazla liretim teknolojisi ve organizasyon gelistirmelerini

gerceklestirerek yikici yenilikler caginda 6nem kazanmaktadir (Corso ve Pellegrini, 2007).

Tirk otoblis ve yolcu otobiisii, 2008 yilinda meydana gelen kiresel mali krizin ardindan Tirkiye'deki dev
¢okuluslu sirketlerin (MNCs) yatirimlari sayesinde kiiresel otomotiv endistrisinin bir par¢asi olmustur (Jack ve
Gibbins, 2015). Otobis ve yolcu otoblsii endustrisi, otomasyon teknolojilerinin yetersizligi, yiksek miktarda
bilesen (yaklasik 15.000 parcaya kadar) nedeniyle otomobil Gretiminden daha karmasik, kapsamli ve insan
fizyolojik ¢abalarina bagimlidir ve tercih edilen ikame Grinler (hava yollari, demiryollari) konusunda zorluk
yasanmaktadir. Ote yandan, iretim sistemlerinin maliyeti ve teknolojik gelismelerin gerek teknoloji gerekse
bilgi transferi yoluyla uygulanmasi ulasilabilir hale geldiginde, Ureticiler arasindaki rekabet daha yaygin olarak
algilanmaktadir. Tlrk otobis ve yolcu otoblsl endistrisinde, yoneticiler ve muhendisler, yikici yenilikler
¢aginda rekabet¢i bir pazar ve endistri yapisinda hayatta kalmak icin baglayici vakalar olan miicadelelerle
ugrasmislardir (Christensen ve Overdorf, 2000). Pazar ve sektor kosullarinin agir etkilerini ortadan kaldirmak,
sirketin vizyonunu dizenli olarak tanimlamak, her calisanin sinirlarin 6tesinde yenilikgi fikirlerini ifade ettigi
ortak bir platform olusturmak, farkli gegmislerden proje gruplari olusturmak ve pazara Uriin girisi sonrasinda
surekli iyilestirmeleri gergeklestirmek icin kapsamli inovasyon yaklasimini sirdirmeye yonelik destekleyici
etmenler, yenilikgi Grinin endistri dinamikleri agisindan hem c¢evikligi hem de sdrdirdlebilirligi ile

sonuclanmistir (Gawer ve Cusumano, 2014; Jaijja vd., 2017; Lichtenthaler, 2016).

Yukarida bahsedilen perspektifler dahilinde TIM, endistri 4.0 teknolojileri ve misteri memnuniyetini gézeterek
genisleyen dijitallesmeden sonra rekabetgi ve gelismis sektorlerde yer alan dreticiler icin daha kritik bir konu
haline gelmektedir. TIM modeli, liretim sistemleri, is modeli, organizasyon yapisi ve stratejik arka plan gibi ilgili
endistrinin bazi temel itici giglerini dahil ederek sirketler icin etkinligini artirmak Uzere cesitli platform

dinamikleri araciligiyla yapilandirilabilir (Berkhout vd., 2010).
YONTEM

Yapilan bu arastirma, Tirk otobts ve yolcu otobisi sektoriindeki sirketler tarafindan verimli bir TIM'in nasil

surdirilebilecegini arastirmak amaciyla yapilan bir vaka galismasidir. Arastirma metodolojisi, endistrinin
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glncel bilgilerini ve piyasa verilerini elde etmek icin belirli alanlardaki birbirine bagl ic ve dis faktorleri ve cesitli
dinamikleri incelemek icin arastirmacilara kapsamli bir yaklasim saglayan bir vaka ¢alismasinin prosediirleriyle
yapilandiriimistir. Onceki verilere ve st diizey miihendislerle yapilan gériismelerin sonuglarina dayanarak,
kaynaklar 2014-2019 arasindaki bir ddnemde elde edildi. Arastirmacilar, birden fazla yéntemi iceren "Ucgen
Arastirma"nin bir parcasi olarak "Metodolojik Uggenlestirme Yéntemi (MTM)" kullanmayi tercih etmistir. Tiirk
otobilis endustrisinin zincir yapisi sayesinde her bir adimin ardindan bir sonraki adimda birbirleriyle
iliskilendirilmis ve benimsenmistir (Bekhet ve Zauszniewski 2012; Duffy, 1987). MTM yodntemi, pazar paylarini,
endistri kosullarini, kiiresel politikalari ve rakiplerin eylemlerini gézlemlemek icin nicel, nitel ve yorumlayici
arastirma tekniklerini igerir. Yoneticilerin deneyimleri, gorisleri ve onerileri gibi nitel verilerle birlestirilen pazar
blylklGgl, pazar bliylmesi ve satis miktari gibi nicel veriler, mevcut bulgulari ve sonraki tahminlerden olasi
sonuglari analiz etmek i¢in butiinsel bir cerceve saglar. Bu ¢alismada ayrintili inceleme ve gbzlem igin bitincl
bir yaklagim ele alinmakla birlikte, yayin etigi kurallarina uyum saglanmistir. Vaka ¢alismasi metodolojisine gore,
arastirmacilar bilgiye erisir ve her grup ve birey lzerinden kapsaml gozlemler yapar (Tellis, 1997). Vaka
calismalari, arastirmacilarin  belirli bir konuyu birden fazla yontemle incelemesine olanak taniyan
"Uggenlestiriimis Arastirma" olarak da bilinir (Denzin, 2015). Bdylelikle uygulanan vaka calismasi, sirketin
kendisi ve TIM modeli uygulandiktan sonra elde edilen sonuglar anlik olarak daha o6nceki faaliyet ve

uygulamalarla karsilastirilarak MTM yontemine dayali bakis acilari ile yariattalmustir.

X Sirketi

Bu calismada incelenen sirket, Tiirkiye'de yaklasik 2.500 personel ¢alistiran Tirk otobiis ve yolcu otoblisi imalat
sektérunin kilit oyuncularindan biri olan X sirketi olarak anilmaktadir. X sirketi, musteri odaklilik agisindan farkh
ozellik ve islemlere sahip orta boy otobislerden (7mt - 9mt) biiyiik boy otobislere (9mt -13mt) kadar dikkate
deger bir Grin gesidine sahiptir. Yillik toplam Gretim, kamu ve 6zel otobiis bayileri ve operatorlerinin taleplerine
bagl olarak yaklasik 6.000 birimdir. Dolayisiyla, bu yetenekler X sirketini i¢ ve dis pazarlarda glicli kilmaktadir.
Asagidaki tablo, X sirketinin son piyasa konumu hakkinda net bir fikir sahibi olmak igin satis hacminin ylzde
olarak dagilimini gostermektedir. Tablo 1'e gore, her pazarin X sirketi icin etkili bir roll vardir ve ayni zamanda

yeniligin neden kiresel diizeyde basari icin cok 6nemli bir gereklilik haline geldiginin cevabini temsil etmektedir.

Tablo 1. X Sirketinin Diinya Uzerindeki Satis Dagilimi, 2014 - 2018 (%)

Pazar/Yil 2014 2015 2016 2017 2018
Turkiye 81.55% 83.11% 73.80% 54.89% 54.22%
Avrupa 11.28% 10.59% 20.24% 36.81% 34.15%
ABD 6.55% 5.95% 5.64% 7.12% 6.65%
Diger 0.61% 0.36% 0.32% 1.19% 4.99%
Toplam: 100.00% 100.00% 100.00% 100.00% 100.00%

X sirketi, dijital bir diinyada “Akilli Hareketlilik” sloganini kullanarak kendisini her pazarda yenilikci bir ¢6ziim
Ureticisi, ekolojik denge saglayicisi ve kullanici dostu olarak tanimlamaktadir. Sektordeki diger bliylk kiresel
otomotiv Ureticilerine benzer sekilde, X sirketi, teknolojik buluglardaki ve gelismelerdeki hizli degisim nedeniyle

misterilerine akilli g6ziimler sunmaya odaklanmistir.
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Vaka Calismasi — X Sirketi Toplam inovasyon Déngiisii

Cogu sirketin, TIM dongusiini verimli ve etkili bir sekilde uygulamak konusunda gesitli zorluklari vardir. TIM
donglst, rekabetgi pazarin bir pargasi olan sirketler igin uygulanabilir inovasyon modelini belirlemek igin
tamamen ¢ok yonlU bir yapiya sahiptir. X sirketinin TIM dongusi, genel bir enstantane ve firmalarla ilgili kritik
alanlarin tanimini iceren birkag yontemden olusur. X sirketi tarafindan takip edilen TIM modelini stirdiirmek igin
TIM modelini, bazilarini olusturarak bir dongiliye donustlrerek sirdiirmek igin bes farkli ancak birbiriyle iliskili
adim (vizyon ve strateji, fikir Gretme ve degerlendirme, yenilik¢i proje uygulamalari, pazar konumu ve drin
degeri teklifi ve siirekli iyilestirme) vardir. X Sirketi, endiistri ve pazar dinamikleri araciligiyla yapilandirmalar.

Sirket stratejisinin belirlenmesi ile basladi ve Uriin inovasyonunun stirekli iyilestirilmesi ile sonuglandirildi.

Vizyon
&
Strateji

Fikir Geligtirme
&
Gelistirme Toplam Degerlendirme

Siirekli

inovasyon

Yonetimi

Pazar Pozisyon
B

Organizasyon
- &
Uriin Deger

Onerisi Wi

Sekil 1. X Sirketi Toplam inovasyon Yénetim Déngiisii

Sekil 1'de gosterilen TIM dongisuniin her adiminin kapsamli ve sonug odakli uygulanabilmesi igin 6ncelikle
sirketin vizyon ve stratejisini objektif olarak ortaya c¢ikarabilecek stratejik analizlerin uygulanmasi
gerekmektedir. Bu yaklasim, cesitli departmanlardan yoneticilerin bakis acilarini birlestirerek, “sektoriin
geleceginde sirketin nasil konumlandiriimasi gerektigine” yonelik yeni ¢ézimlere katkida bulunabilir. Ardindan
tiim organizasyon igerisinde vizyon ve strateji kapsaminda yer alan ¢alisanlarla fikir ¢calistayr yapilir. Sirketin
degerlendirme ilerlemesiyle uyumlu yeni yenilikgi fikirler, yenilik¢i Griin dénistirme silrecine dahil edilir. Daha
sonra daha cevik ve gelisen hizli teknolojiler arasinda Grln gecerliligini korumak icin kapsamli Ar-Ge ve pazar
arastirmalari yapiimaktadir. Mevcut isletmeleri daha belirsiz ve karmasik modele donustlren yikici yeniliklere
uyum saglamak ve misteri memnuniyetini saglamak icin piyasaya sirilen triin izerinde surekli iyilestirmeler

ve kalite arastirmalari yapilmaktadir (Jalonen, 2012).

Vizyon ve Stratejiyi Tanimlama

Stratejik vizyon, bir kurulusun paydaslari (rakipler, tedarikciler ve hissedarlar), pazarlari ve dis ¢evre (Morris,
1987) hakkinda ¢ok kapsamli bir anlayis igerir. Yukarida belirtildigi gibi, TIM dongiist, X sirketinin pazara ve

cevresine iliskin vizyon ve stratejisini belirleyerek baslatilir. Sirket, stratejik yonetim araglarini kullanmadan
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once, gecmis satis verilerini ve 6zellikler dahilindeki Grin portféylerini kullanarak mevcut pazar konumunu

analiz etmistir.

En 6nemlisi, stratejik ve slirdlrilebilir vizyonlar her zaman mevcut modellere uymamaktadir (Morris, 1987).
Daha sonra, X sirketi, kendisini konumlandirmak istedigi soruya bir cevap bulma egilimindedir. Basarili sirketler,
mevcut isi, kurumsal hedefleri ve rekabeti belirleme gibi sorulari yanitlayarak sistematik bir strateji gelistirme
strecini takip etmektedir (Kaplan ve digerleri, 2008). Bu tutum, degisken piyasa kosullarinda farkindaligini
artirmakta ve musteri beklentilerini de karsilamaktadir. Sirketin vizyonuna uygun bir strateji tasarlanmalidir.
Rekabetci bir pazardaki sirketler, kurumsal vizyonlarina ulasmak ve onlari yasayabilir kilmak igin etkili bir strateji
Uretmeye hayati bir ihtiyagc duyuyor. Bu bakis acisinin isiginda X sirketi, vizyonunu misteriler arasinda
surdirdlebilir bir iligki kurup strdiirerek musteriler ve potansiyel misteriler igin diisiik operasyonel, satin alma
ve finansman maliyetleri ile yeni teknolojik trendler uygulayarak mobilitenin gelecegini tasarlayan bir sirket

olarak tanimlamaktadir.
PEST Analizi

GUnUmuzde kiresellesmenin yaygin kab(l goren etkileri nedeniyle, tim sektorlerdeki tim sirketlerin dis
kosullari makro bir bakis agisiyla analiz etmesi gerekiyor. PEST analizi, makro-ekonomik sorunlari, kiiresel pazar
kosullarini ve sosyal ve teknolojik egilimleri gdzlemleyen isletmeler tarafindan, endistri-pazar perspektifinden
dis konular hakkinda net bir anlayisa sahip olmak icin uygulanir. PEST analizi, politik, ekonomik, sosyal ve
teknolojik analiz anlamina gelir ve stratejik yonetimin cevresel bakis acisinda kullanilan makro-gevresel

faktorlerin bir gergevesini tanimlamaktadir (Gupta, 2013).

Otomotiv endistrisinde, ticaret savaslari gibi llkeler arasindaki siyasi ¢catismayla birlesen kiiresel sorunlar risk
diizeyini artirmakta ve is ortaminin finansal istikrarina olumsuz yansimaktadir. Asagidaki grafik, gelecekteki
hareketlilik icin kendini konumlandirma istegine sahip X sirketinin PEST analizini aciklamaktadir. Sekil 2,
bitinsel olarak, mobilizasyonun geleceginin, aralarindaki dikkat gekici baglanti nedeniyle ekonomik ve sosyal

konulardan ziyade siyasi ve teknolojik konular olarak iki ana ifadeye dayandigina isaret etmektedir.

Boylece X sirketi, uygulanan 6nceki yaklasimlara gore beklentiler agisindan daha iyi misteri, pazar ve iretici
iliskisini de yansitan strateji cercevesinin gevre sinirlarini gizer. Bir isletmenin dis ortami, bir firmanin kontrolu
disindaki degiskenlerden olusur, ancak kurumsal stratejiyi degisen is ortamlarina yeniden hizalamak icin analiz
gerektirir (Sammut-Bonnic ve Galea, 2015). Sonug olarak, teknoloji, PEST analizinin tiim islevlerini goésteren en

onemli faktordir ve son yillarda Griinlere yonelik yeni is modelleri gelistirmektedir.
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»  Akilli Sehir Platformlarmin »  Arag Parga Maliyetlerinin
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Sekil 2. X Sirketi PEST Analizi

SOAR Analizi

Mevcut durumda, X sirketi ufku taniyabiliyor ancak mevcut kaynaklarinin farkinda olmadiklari icin sirket vizyonu
gelistirmek igin yeterli kapasiteye sahip degil. SOAR analiz gergevesi, stratejik diisinmeyi ¢ergcevelemek, bireysel
ve ekip performansini degerlendirmek, strateji olusturmak ve ayrica stratejik planlar olusturmak igin dinamik,
modern ve yenilik¢i bir yaklasimdir. SOAR giiclii yonler, firsatlar, 6zlemler ve sonuglar anlamina gelir (Stavros ve

Cole, 2013).

Sekil 3'e gore X sirketinin PEST ve SOAR analizleri arasinda karsilikli bir yone sahip oldugu belirtilmektedir. Bu
nedenle sonuglar, inovasyon donglistiiniin ilerlemesinin bir isareti olabilir. Aralarinda herhangi bir farkhlik varsa,
beklendigi gibi X sirketi ile ilgili verimli bir sirket stratejisi uygulamak zor olabilir. Bu sonuglar, ge¢mis satislar,
pazar payi, kaynaklar ve misteri geri bildirimlerinden olusur. Asagidaki Sekil 3'e gore, X sirketinin i¢ yetkinlikleri
g6z online alindiginda, musteri odakli Grlin ¢oziimleri, Grin tasarim bilgisi ve akilli teknolojilerle kiimelenme,

sonraki basarilari elde etmek icin anahtar varlklardir.

SOAR cergevesi, tim sistemin stratejik analiz yaklasimina nasil dahil olabilecegini, stratejiyi iyi uygulamak icin
gerekli kaynaklari anlamak icin bir rehber sunar ve organizasyonun uyelerine ve onlarin geleceklerine

motivasyon saglayan stratejik planlama gabalarini hizlandirir (Stavros, 2013).
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SWOT Analizi
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Sekil 3. X Sirketi SOAR Analizi

TIM, sektoriin gegmisten gliniimiize genel bakis agisini olumlu ve olumsuz yonleriyle gézlemlemeyi gerektirir.

SWOT analizi igin basvuran sirketler, endistriyel ¢cevre hakkinda kisa bir anlayisa sahip olmayi hedefler. SWOT

analizi, organizasyonlarda hem stratejik planlamanin hem de stratejik yonetimin gelistiriimesi icin bir aractir.

Organizasyonel strateji ve rekabet stratejisi olusturmak icin etkin bir sekilde kullanilabilir (Gurel ve Tat, 2017).

Ayrica, bir SWOT analizi, daha 6nce X sirketi tarafindan kullanilan PEST ve SOAR analizlerinin bir 6zetidir.

Sekil 4, X sirketinin bir inovasyon stratejisi gelistirmek ve etkili kararlar almak igin genis bir analiz kullandigini

gostermektedir. SWOT, sirketin pazar konumunu yansitir ve kaynaklara, kiresel kosullara ve karliliga bagl

olarak olasihik durumunda X sirketinin gézlemlemek ve uygulamak istedigi sonraki yenilikler icin bir rehber

olusturmak icin temel olarak genel gergeveyi cizer.
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Sekil 4. X Sirketi SWOT Analizi
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Fikir Gelistirme ve Degerlendirme

Fikirler, tim paydaslarin dahil oldugu {rlin inovasyon siirecinin baslangi¢ kismidir. Bircok inovasyon ortamina
gore ust diizey yoneticiler, sunulan fikirlerin kalitesi hakkinda fikir Ureticilerine siireg igi geri bildirim saglama
konusunda bir kararla karsi karsiyadir (Wooten ve Ulrich, 2013). Genel olarak kab(l edildigi gibi, fikirler
sirdarilebilir olmasi icin herhangi bir belirli grup, birim veya bireyle sinirli degildir. Yaraticilik, ilham almak ve
onaylamak igin baskalarindan yararlanabilen veya almayan bireysel arayis igin bir 6zdir (Flynn vd., 2003).
Sirketler, belirli sorunlarinin Gstesinden gelmek icin benzersiz fikirlere sahiptir ve bu, bireylere hizli ve verimli bir
sekilde fikir Gretmeleri icin esneklik saglar. X sirketi, fikir Gretme platformunu kamuya acgik ve sirketin
paydaslariyla sinirh ana gruplar igin ikiye ayirdi. Birincil fikir kaynaklari; Genel kullanicilar igin extranet, ¢alisanlar
icin intranet, sergiler, Universiteler, musteriler ve kiresel bir bakis agisina gore bir inceleme saglamak igin
kapsamli beyin firtinasi olusturan miisteri olmayanlar. Fikirler, "Fikir Uretme Platformu" tarafindan toplanir ve

yenilik¢i projelerle ilgili belirli modellerle siralanir.

s N
Fikir Fikir
Veritabani Degerlendirme
S S

is Birimine
Transfer

'S
\

Yénetimin
Kabili

~
Proje
Uygulamasi
.

Sekil 5. X Sirketi Fikir Gelistirme Sireci
Sekil 5, X sirketinin fikir veri tabanindan baslayip son noktada proje uygulamasina kadar uzanan ve inovasyon
ekiplerinin fikir dongisiini makul bir yaklasimla uyumlu bir sekilde organize etmesini destekleyen fikir Gretme
dongisini temsil etmektedir. Ne yazik ki, uygulama nasil ¢alistigini veya yaratici fikirler elde etmek igin bir
konseptin nasil tasarlanacagini aciklamak kadar kolay degildir. Bu nedenle, yonetici liderlik, sirketin bir is ortami
baglaminda yaraticihgini stirdirmesini ve galisanlara X sirketinin her iki yan ortagiyla birlikte yetistirilen yeni

fikirler sunmasini saglar.

Dijital Fikir Gelistirme Platformu

Fikirler, herhangi bir sinirlama, kisitlama ve yaraticihg sirdiirme erisimindeki yetersizlikten bagimsiz olmaldir.
Bu nedenle sirketler, 6zel veya halka acik yerlerde her farkh gruptan gelen fikirleri iceren bir Ucretsiz erisim

platformu tasarlamaya yoneliyor. Etkilesimin yond, sirketlerin her konuda asamali olarak uygulama becerileri
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kazanmalarina ve bireylerden ve musteri gruplarindan 6grenmelerine olanak taniyan tek yonla bilgi aktarimi ve
etkilesimli diyalog ile gelisir (Urgal vd., 2013). Sirket ve dis fikirler arasindaki etkilesimin zenginligi artar ¢inki
misterilerin sanal topluluklari, firmalarin kiltirel bilgilerden ve 6zel musteri bilgilerinden yararlanmalarina

yardimci olur (Swahney vd., 2005).

X sirketi, paydaslarina ¢evrimigi erisim saglamak icin dijital bir platform satin aldi. Fikir, paydaslarin sisteme yeni
bir fikir girmesi ve bu fikirlerin inovasyon slpervizorleri tarafindan uygulanan siregleri izlemek ve
degerlendirmek igin bir veri tabaninda tutulmasiydi. Sireg, kullanicidan sisteme bir fikir girdisi ile baslar.
Uygulama dongusd igin belirli departmanlara ve proje gruplarina fikirleri dogrulama, filtreleme, degerlendirme

ve imzalama gibi sirali adimlarla devam etmektedir.

Ek olarak, dijital bir platform, kullanicilara proje yonetimi islevi agisindan bir takip proje dongiisi saglar. Yazilim
sorumlusu, fikirleri uygunluk ve uygulanabilirlik agisindan dogrular, ardindan yeni fikirleri dogrulamak igin

ishbirlikci calisma gruplari icin mantikli, degerli ve uygun olan (g farkli faktor tanimlar.

Bu yaklasimlar, X sirketinin rekabetgi pazar igin gevik ve uygun olmasini saglamak igin etkinlik ve Uretkenlik
kazanir. Glinimuzde yenilikgi ve strdirilebilir olmayi hedefleyen tim kuruluslar, misterilerine ve paydaslarina

erismek icin dijital altyapiya ihtiya¢ duymaktadir.
Fikir Filtreleme ve Kontrol Listesi

Dinya capinda internet aginin genislemesinden bugline, insanlik diinyanin her yerinde bilgiye tam erisim ile
nihai bilgi caginda yasiyor. Bu bakis agisina gére, mevcut konuya deger katan veya herhangi bir kabiliyet yoksa
fikirler kontrolden cikar ve 6nemsizlesir. Yaraticihgl degerlendirmek icin belirli kontrol listelerine goére fikirlerin
filtrelenmesi gerekir. Filtreleme zor olmali ve bazi kriter degerlendirme araclar araciligiyla basarili yenilikgi
fikirlere isaret etmelidir. Mevcut yontem ve tekniklerin listesi strekli olarak glincellenmeli ve katilimcilar bunlari
kullanmak igin egitilmelidir (Rebernik vd., 2008). X sirketi, fikirleri verimli bir sekilde arastirmak ve en iyi sonucu
elde etmek icin bir yontemi 6zellestirdi, inovasyon stratejisiyle ilgilidir. Bu nedenle, yeniligin siirdtrilebilirligine

sahip olmak icin ¢ok boyutlu bir kontrol listesi tasarlanmistir.

Fikirlerin degerlendirilmesi, sirketin yukaridan asagiya herhangi bir zorunlulugu veya zorunlulugu olmaksizin
objektif bir sekilde karar vermek igin fikir puanlarini hesaplamak igin yizde agirliklarina karsilik gelen temel
kriterleri icerir. Ylzde agirliklari, mevcut sirket sorunlarinin ve gelecekteki beklentileriyle ilgili gereksinimlerin
ciktilandir. Tablo 2'de gosterildigi gibi, en faydali fikri edinmeye yonelik temel yardimci degiskenler, gézlemler

ve hesaplamalarla iiriin inovasyon dongiisiinde uygulanir.

Her 6nemli dizeyde yenilikgi fikirlerin temel islevleri olan alti farkli kriter vardir (Tablo 3). Sonug olarak,
uygulanan sirketin yaklasimi, tim bolinmus degiskenleri tek bir yénde birlestirerek sirketi bir fikrin dogru
derecesini bulmaya yoénlendirir. Degiskenlerin tanimlari acgik¢a yazilir ve bir karar modelinin bélimlerinde

asagidaki gibi aciklanir;
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Tablo 2. En Uygun inovatif Fikri Bulma Karar Modeli

Kardr Modeli: Degiskenler:
6 Siz Fikir Puani
S;*W;
Zl ¢ ¢ Wi: Kriterlerin Agirlik Yiizdesi
i=
iz Kriter Sayisi

X sirketi, en iyi yenilikgi fikri elde etmek ve galisanlarin kafalarinin karismasini dnlemek igin her karar kriteri igin
ozel bir agirhk tanimladi. Boylelikle gelecek projeler, fikrin toplamda 60 puanin lzerinde olmasi durumunda
calisanlar ve ayrica yoneticiler tarafindan bir Griin yeniligi olarak kabQl edilecektir. Hesaplama, inovasyon

stpervizorleri tarafindan tanimlanan kriterler ve karar faktora agirliklarina gére toplam formilasyondan olusur.

Tablo 3. En Uygun inovatif Fikri Bulma Sonuglari — “XBUS”

(i) Karar Kriterleri Agirhik Puan Sonug
1 Orjinallik ve Yaraticilik 30% 90 27

2 Pazar Firsatlari ve Rekabetgilik 20% 85 17
3 Musteri Arzusu 15% 90 135
4 Finansal Kazanim 15% 75 11.25
5 isletme Riski 10% 40 4

6 Yatinm Maliyeti 10% 35 3.5

Sonug olarak X sirketi, kurumsal vizyon ve stratejiden baslayarak fikir degerlendirme kismina kadar tim
adimlarin ardindan “XBUS” projesini baslatmaya karar verdi. “XBUS” projesi, X sirketini, goriiniise gbre piyasa
liderligini piyasa takipgilerinden ayirt edebilme yetenegine sahip hale getiriyor. “XBUS”, pazar liderligini elde
etmek icin misteri memnuniyetine yonelik uyarlanabilir teknolojik gelistirme ve marka kimligini gliclendirmek

icin onemli destek icerir.

inovatif Proje Organizasyonlari

Simdiye kadar, X sirketinin hem i¢c hem de dis kosullari, gelecekteki egilimleri dikkate alan pazar gereksinimlerini
yakalayarak inovasyon dinamiklerine odaklandigini gériiyoruz. Bu nedenle X sirketi, rakipler arasinda biyik bir
rekabetin oldugu "Kizil Okyanus" dan gelen sert rlizgarlara karsi yelkenlerini ayarladi. Sonrasinda, bu kosullar X
sirketi tarafindan heniiz kesfedilmemis farkli bakis acilarindan miisterilerle yeni potansiyel pazarlar olarak
tanimlanan bir "Mavi Okyanus" toplulugu yaratti. Mavi okyanuslar sinirsiz pazar alani, talep yaratma ve oldukga

karli bayume firsati ile tanimlanir (Kim ve Mauborgne, 2005).

inovasyon ekibi, projelendirme asamasinda, yalin bir uygulama siireci olusturmak igin proje dongiilerini ve
ufuklarini belirlemek icin bir calistay dizenledi. XBUS rinini Gretmek icin bes adim bulunmaktadir. Bu
adimlar; tasarim, Urlin agaci eslestirme, lretim siireci ve kalite denetimi ve Uriiniin deneme testi olarak
tanimlanmaktadir. Goruldigu gibi, tek ve belirli bir birim veya grup tarafindan yeni bir proje déngisiine oncilik

etmek mumkin degildir.
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Yenilik¢i projenin cesitli boyutlari nedeniyle, uygulamanin karmasikligi, beceri ve motivasyona sahip ¢ok sayida
kapsamli isglicti olusturmustur. Bu nedenle, inovasyon ekibi, Ar-Ge, lretim, satis sonrasi, pazarlama ve finans
gibi farkh departmanlardan proje icin uygun Ulyelerden olusan lider bir grup olusturdu. Bu grubun proje
déngiisiini her kosulda siirdiirmek igin ortak bir amaci vardi. ilk olarak ekip, beklenmedik dénemlerde meydana
gelebilecek arizalari (Dogumdan 6nce 6limle karsi karsiya kalacak triin tasarimiyla ilgili Gretim hatasi) 6nlemek
icin gereksinimleri netlestirmek igin belirtilen projenin amacini yeniden tanimladi. Ote yandan, basarili bir
inovasyon yapmak icin bir grup insani organize etmek, insan kaynaklari (iK) departmani icin zorlayici bir
durumdur. Bu asamada IK, motivasyonu dengelemek, bir 8diil sistemi kullanarak grup ici iletisimi artirmak, ana
konusmacilari davet etmek ve herhangi bir zorluk veya hararetli tartisma durumunda Ust yonetimden bir

yonetici rehber istemekte dnemli bir rol Gstlenir.

Sonug olarak inovatif lider grup, inovasyon ekibinin kontrollii altindaki Gst yonetimin rehberliginde yeni
Urlnlesecek proje uygulamalarina basladi. Uzun vadede, lider grup projeyi sonuglandirdi ve X sirketine finansal

faydalar dahil olmak tizere inovasyon kimligini kazanmak igin bulusu trinlestirmeye hazirlandi.
Proje Orgiitleri

Capraz islevli ekipler (CFT'ler) tipik olarak islevsel bir temeli olan (Uretim, pazarlama, satis, satin-alma), ancak
ayni zamanda cesitlendirilmis somut ve soyut kaynaklar gerektiren projeler veya siire¢ dongileri Uzerinde
isbirligi icinde calisan bireylerden olusur (Kettly ve Hirsh, 2000). X sirketinin iK departmani, inovasyon siirecini
grup Uyelerini verimli degil etkili kilacak c¢evik bir sekilde organize etmek icin proje gruplarinda CFT'ler kurmaya

karar verdi.

GlnUmuz organizasyonlari, hizla degisen teknolojiler ve pazarlarla yeni bir is ¢agina girmistir. Bu nedenle
sirketler, daha kisa ve daha kisa teslim tarihlerine uyarak ve hatasiz ¢alismak zorundadir (Dinca ve Voinescu,
2012). Boyle bir diinyada, X sirketi, stireci olumsuz etkileyen CFT'lerin lyeleri arasindaki rekabet nedeniyle farkli

sorunlara maruz kaldi. Bazi CFT Uyeleri, kendi itibarlarini ve faydalarini artirmak igin bireysel olarak hareket etti.
Projeleri Uriinlestirmeye Déniistiirme

CFT'lerin yonetimi altindaki projeler, Griiniin uygulama stirecinden ¢ok 6nce projenin sirdirilmesi icin 6nemli
bir noktay! icerdikleri icin TIM dongusii lizerinde etkiye sahiptir. Daha 6nce de belirtildigi gibi X sirketi, projeyi
birbiriyle siki bir sekilde baglantili bes farkli adima ayirdi ve domino etkisi yaratti. Ayrica bu adimlar uygulama
oncesinde veya sirasinda ayni anda yonetilmelidir; 6rnegin, proje programini ve maliyet-kalite optimizasyonunu
izleme. Bunlar, tasarim, is gicu, Uretim, teknolojik gelistirme gibi projenin her yonliyle ve ayrica Uriin agaci
asamasinda belirlenen Grinidn mevcut alt gruplariyla ilgili olup, slreci bagimsiz olarak yonetmek igin ¢ok

karmasik hale getirir.

Bu nedenle X sirketi, Griin tasarimindan gelistirmeye kadar tim yeni Grin gelistirme asamalarini iceren cevik ve
siirdurilebilir bir proje siirecine ulasmak icin Uriin Yasam Déngiisii Yonetimi (PLM) yazilimini satin almaya karar

verdi. PLM, sirket yoneticilerinin tim proje déngisiini izlemesini sagladi ve iyilestirme icin herhangi bir hata
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veya degisiklik olursa, PLM yazilimi ekraninda yorum veya fikir paylasacaklardi. Maliyet minimizasyonu, kalite
tespiti, teknoloji iyilestirme, Urline ait yedek parga olusturma gibi diger asamalar sirket icerisinde seffaf olmasi

icin PLM yazilimi kullanicilari tarafindan surdaralda.

CFT'ler ve inovasyon ekibi, organizasyonun yoneticilerinden gelen soru isaretlerini netlestirmek icin yaptiklarini
dikkatle kaydetti. Zamanla Uretkenligi saglayan Gantt-Chart moduli ile proje silreci yoneticiler tarafindan
gbzden gegirildi. Bu ayni zamanda proje yoneticilerinin her proje lyesinin performansini insan kaynaklarina
otomatik olarak raporlayan bir performans-6dil sistemi araciligiyla degerlendirmelerine yardimci oldu. Gantt
cizelgeleri, programa bagliligi endise verici olan insanlari igeren gesitli Uretim departmanlarinda bir dizi isleme
operasyonuna yayillmis birden ¢cok makinede kapasite icin rekabet eden birden ¢ok Griinin bulundugu imalat

endustrilerinde uygulanir (Wilson, 2003).

Tasarim asamasindan sonra X sirketi, Uretim maliyetini dusirmek icin 3D Yazicilar gibi hizli prototipleme
teknolojilerini kullanmaya ve gerekirse Uriiniin herhangi bir pargasini veya seklini degistirmeye yoneldi. 3D
Yazici ile hizli prototipleme, zaman, para ve misteri memnuniyeti gibi bazi faydalar saglar. Dolayisiyla, X sirketi
artan fiyat maliyetini ticarilestirilmis Urlinlere yansitmadi. Tasarim ve prototipleme agamalarinin hatasiz bir
sekilde sonuglandiriimasinin ardindan Uretim birimindeki ¢alisanlar proje yoneticilerinin rehberliginde sireci
ylritmeye baslarlar ve ayrica PLM Yazilimi izerinde Gantt-Chart modiili ile her dénemde kendilerini izlerler

(Stark, 2015; Huang vd., 2007).

Sonug olarak, XBUS urtninin teknolojik iyilestirmeleri, Grinin kendine 6zgi teknolojik 6zelliklerinden dolayi
firmanin veya misterinin karsilagabilecegi herhangi bir sorunu dnlemek igin 6zenle uygulandi. Tim siregler
sona erdiginde, X sirketi, XBUS'un pazarda nasil konumlandirilacagini ve deger teklifinin nasil olusturulacagini

belirledikten sonra yeni Grlinlin( piyasaya slirmeye hazirdi.
Pazar Konumlandirma ve Uriin Deger Onerisi

Pazar konumlandirma, is potansiyelini temsil eden, rakiplerin hareketlerine odaklanan ve rekabet icin bir
strateji olusturan sinirl bir segmente sahip belirli bir pazari belirleme ve segme siirecidir (Dimingo, 1987). XBUS
Urna, teknolojik 6zellikleri diisik operasyonel maliyetlerle potansiyel musterilere ulastirarak pazarinda yolcu
dostu o6zelligi ile nis bir Grin oldu. Ayrica XBUS, elektrikli bir aktarma organi motorunu dayanikli ylksek
kapasiteli akilerle birlestirir ve ayrica yedek parca, tiketim ve otobiis operatori faaliyetleri gibi aracin tim

parcalarini izler.

XBUS sehir ici ulasim igin tasarlanmistir, bu nedenle belediyeler ve 6zel operatérlerden olusan odaklanmig
pazarin taleplerini karsilamak icin yiksek kalitede optimum fiyata sahip olmalidir. Pazar konumlandirmasi,

rekabetci bir pazarda liderligi stirdirmek icin 6n uyari olarak kabal edilmelidir.
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Sekil 6. “XBUS” Uriin Deger Onerisi
Sekil 6'da gosterildigi gibi, "XBUS-1", "XBUS-2" ve "XBUS-3" adl farkli XBUS model tipleri. X sirketi, sinirli malf
varliga sahip ancak yolcular icin hizmet kalitesini korumayl amaclayan ana misteri gruplarina (belediyeler ve
filo operatérleri vb.) Ulasmaya karar verdi. Ug¢ Uriiniin her biri, kalite-fiyat seceneklerinin esnek bir

kombinasyonuyla musterilere bir kullanici deneyimi sunan farkl islevlere ve 6zelliklere sahiptir.
Uriin Deger Onerisini Belirleme

Deger Onerisi, misteriye hangi Griin ve hizmetlerin sunuldugunun mantigini tanimlayan deger modelinin
merkezi bir 6gesidir. Bu mantik, misteri ihtiyaclarina ve isteklerine bakildiginda netlestirilebilir, ¢clinkii deger
her zaman onlarin memnuniyetinden kaynaklanir (Petrovic ve Kittl, 2003). is hayatinda, bir iiriiniin, hizmetin
veya ¢0zumun degerini gosterebilmek ¢ok énemlidir. Bu hedefe ulagmak igin "deger dnerisi" olarak bilinen bir

metodoloji gerekir.

Esasen, bir deger Onerisi, bir Grlin veya hizmetin misterilerine saglayacagi 6lciilebilir degeri veya somut misteri
faydalarini belirtir ve yatirimin geri déntsini veya belirli bir hizmet saglayiciyi rakiplerine gére segmenin diger

somut olumlu sonuglarini gésterir (Camlek, 2010).

X sirketi, Grin deger 6nerisini belirlemek icin musteriler ve yolcular icin tasarlanan ve uygulanan “XBUS”
Grinindn temel noktalarini kullandi. Sirket, misterilerin glinlik yasamlarinda ihtiyaglarini karsilamaya ve
sergilemeye yoneldi. Bu nedenle, XBUS'un {riin degeri 6nerisi, hem yolcular hem de otobs isletmecileri igin

glvenlik, elektrik motoru ve konfor alani gibi teknolojik gelismelerden olusmaktadir.
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Tablo 4. “XBUS” Uriinii Pazar Konumlandirma ve Uriin Deger Onerisi

. Otobis Pazar - L L
uze Pazari Konumlandirma Uriin Deger Onerisi
XBUS-1 Uygun Fiyat Distik Operasyon Maliyeti
Yiiksek Kalite Akilli Ulasim Uygulamalari
L Uygun Fiyat Distik Operasyon Maliyeti
Urdn Tipi XBUS-2 YUT(Eek K;ite Akjh UIaF;m Uyygulama\I/arl
XBUS-3 Seckin Fiyat Akilli Ulasim Uygulamalari
Yiiksek Kalite Liks Yolcu ve Sarici Alani

Tablo 4, her bir Grintn deger tekliflerinin 6zellikler, misterilere yonelik ¢dziimler ve maliyet avantajlari ile
tanimlandigini géstermektedir. Fiyat seviyesi yikseldiginde Grlinin deger teklifleri diger trlnlere gére daha

premium bir standarda sahip olur.
Siirekli iyilestirme

Surekli iyilestirme (ClI), Deming'in (1993) "basarlyl artiran ve basarisizliklari azaltan iyilestirme girisimleri"
(Juergensen, 2000) olarak tanimladigi hem Uretim hem de hizmet isletmeleri icin iyi bilinen bir felsefedir. Daha
genel bir ifadeyle ClI, tim sistemlerde ve is sireglerinde israfin ortadan kaldiriimasini hedefleyen sirekli
iyilestirme kiltiridir. Kapsaml sermaye yatirimlari yapmadan baglantili iyilestirmeler yapmak igin tim
isletmelerin islevlerini bir araya getirir (Bhuiyan ve Baghel, 2006). Rekabetci piyasada yenilikgi bir kilit oyuncu
kimligini elde etmek igin ClI, X sirketinin fiyatlarda olasi indirimleri ayarlamasinda ve yenilikgi Grlinlerin kalitesini

sirdirmesinde 6nemli bir rol oynamustir.

Sirketteki Ar-Ge ve Ulretim departmani yoneticileri, irlin gelistirme déngisiindeki personel i¢in acik bir kilavuz
olarak Kaizen'i uygulamaya karar verdi. Kaizen'in ilk taninmis ve en ¢ok alinti yapilan savunucusu, "KAIZEN -
Japonya'nin Rekabetci Basarisinin Anahtari" nin (1986) yazari M. Imai, kavrami, temel degerlerini, ilkelerini ve
diger is modelleri ve uygulamalariyla iliskisini 6zetledi. Cl sirecinde kullanilir (Berger, 1997). Imai (1986, s. 74)
iyilestirme déngislini etkin bir sekilde elde etmek igin standartlarin 6nemini, "Standartlarin olmadig yerde

iyilestirme olamaz" adl (inli s6zlinde gicli bir sekilde vurgulamaktadir.

Kaizen'den esinlenen Cl modellerinin tretim dongisi, genellikle tekrarlayan veya benzersiz ayri gérevleri olan
ve slregler ve Urinler agisindan oldukga standartlastiriimis ¢calisma ortamlarinda olmustur (Adler, 1993; Adler
ve Cole, 1993; Shingo, 1988). Boylece X sirketi, sirketin pazar rekabet becerilerine katki saglayan kaizen yonetim
araglar agisindan toplam kalite denetimi, maliyet minimizasyonu ve malzeme kullanimi gibi Grin gelistirme

adimlarinda Cl Modelini hizli ve verimli bir sekilde uyguladi.
Miisteri Geri-Besleme Prosediir Akis Diyagrami

Bugiin, teknolojik gelismelerin ¢ogu, lriin gelistirmenin bir sonraki yoniini yansitan cesitli muisteri geri
bildirimleri yoluyla hala ilerlemistir. MUsteri geri bildirimleri, uzun vadede ilgili Griinlin 6zelliklerini ve kalitesini
ivilestiren yeni fikirlere katkida bulunarak inovasyon siirecinde dnemli destek saglar. Ozellikle, cogunlukla

misteri tercihlerine bagli olan endustriler, mlsteriyi ve Ureticiyi ortak bir alanda birlestirmek icin bir ¢erceve
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olusturmalidir (Desouza vd., 2008). Tirkiye otobiis ve yolcu otobusi sektériinde, yaratici fikirlerle ve Grln
beklentileriyle yeniliklerin ana belirleyicisi olan yolcu araglarindan arac filosu sahiplerine kadar cesitli misteri
profilleri bulunmaktadir. Musteriler belirli bir Griinle ilgili geri bildirimlerini ifade etme firsati bulduklarinda,
misteriler satin alma ve satis sonrasi donemde varliklarini algilarlar. Tlrkiye otobils ve otobilis pazarindaki
hararetli rekabetle birlikte, misteri geri bildirimleri, baghhgi surdiirmek, rakiplerin musterileriyle dikkat cekmek
ve potansiyel misterilere ulagsmak igin birgok durumda diger imalat endistrilerinden daha énemli hale geldi. X
sirketi, geri bildirim saglayicilari ve amirler, Ust yonetim ve departman fonksiyonlari gibi degerlendirme

mekanizmalarini kapsayan bir musteri geri bildirim akis diyagrami olusturdu.

CFT ve ARGE
&= Operasyonian

Miisteri Gruplari
» Bayi

= Filo Sahibi

» Otobiis Operatérii
= Yolcu

Dijital Fikir
Uretme Platformlan

Ust Yanetim
Onayi

Oriin lyileme ve
Pazar Oryantasyon $==

T

Sekil 7. X Sirketi Misteri Geri-Besleme Akis Diyagrami
Sekil 7'ye gore, misteri geri bildirim saglayicilari, Griin inovasyonu ve iyilestirme atélyelerinde énemli bir role
sahip olan bayi, filo sahibi, otoblis operatéri ve yolcular olarak dort gruba ayrilmistir. Uygulanan TIM
dongisiinln ikinci asamasinda bahsedilen dijital fikir Gretme platformu, baslangicta inovasyon siipervizorleri
tarafindan degerlendirilen sonraki yenilikci ¢éziimler icin bir kaynak roliine sahiptir. Daha sonra sirketlerdeki iK
fonksiyonlari, calisanlari yenilikci Grlnlerle ilgili projenin bir parcasi olmaya tesvik ediyor. Temelde miusteri
farkindahgini uyandiran ¢6ziim odakl ve gekici triin, farkli musteri gruplarinin geri bildirimlerini ve gelecekteki
beklentilerini gbdzlemleyerek pazar gereksinimlerinin yansimasi olabilecegi gibi ceviklikle etkinlik de elde

edebilir.
BULGULAR

X sirketinde yiratilen TIM dongusd, yenilik denetgileri tarafindan baslatildiktan yaklasik 14 ay sonra 2018'de
yeni bir Uriinle (XBUS) sonuglandi. XBUS drini, sirket satislarini toplam satis miktarinda %6,39 artirdi. X sirketi,
2018-2019 vyillari arasinda ABD ve Avrupa bolgesinde pazar payini sirasiyla %13,2 ve %11,4 artirirken, Tirkiye
pazar payini ticari kredi yetersizligi dahil finansal engeller nedeniyle %4,8 azaldi. Tablo 5, 2018'den 2022'ye

XBUS dahil olmak lizere X sirketinin pazar payi tahminlerini ylizde olarak géstermektedir.

Tablo 5. “XBUS” Uriinii ile birlikte X Sirketi Pazar Payi

Ulke/Yil 2018 2019 2020 2021 2022
Tirkiye 29.49% 28.07% 27.53% 25.27% 25.04%
Avrupa 5.34% 5.95% 6.38% 6.69% 6.68%
ABD 2.49% 2.82% 2.93% 3.04% 2.97%
Toplam: 37.32% 36.87% 36.84% 35.00% 34.69%
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Satislarin ve pazar paylarinin artmasi ile X sirketi, gelecekte X sirketinin is ortaminda sirdirulebilirligini saglayan

marka bilinirligi, misteri memnuniyeti ve pazar liderligi gibi finansal kazanimlarin 6tesinde fayda saglamistir.

inovatif Uriin Termin Siiresi
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Sekil 8. X Sirketi inovatif Uriin Termin Siiresi
Yukarida bahsedilen sonuglarin yani sira, TIM dénglisiiniin uygulanmasi, cevik is ilerlemesiyle 2015 yilina kadar

X sirketi icin 6Gnemli zaman optimizasyonu (%7,4) saglar.
SONUC ve TARTISMA

GUnUmuz is ortaminda, bir sirketi herhangi bir kesinti gicinden korumak, her sektor icin géz ardi edilemez ve
kaginilmazdir. Kaynak aktariminin kolayhgi ve disik maliyetli isletme alternatifleri, yeni girisimlerin ortaya
¢ikmasina ve eski sirketler disinda mevcut sirketlerin giiglendirilmesine yol agar. Bu vaka ¢alismasi, TIM déngisi
hakkinda kapsamli dislinmenin, rekabet¢i piyasa kosullarinda yoneticiler ve calisanlar igin motivasyon ve
finansal kazanclar sagladigini belirtmistir (Raasch vd., 2013). Genel olarak kabul edildigi gibi, dogrusal inovasyon
yonetimi modelleri, inovasyon ilerlemesi sirasinda kurumsal strateji ile birlestirilmis belirli endistri dinamikleri
nedeniyle tanimlanmis sinirlara veya kati kurallar cercevesine sahip olamaz (Anthony, 2010). inovasyon
dongislinln sadece icadin ticarilestirme siireci olmadigi dustnildtginde, sirketler pazarlama fonksiyonlarinin
entegrasyonu, surekli iyilestirmeler ve genisleyerek uzun vadede daha fazla finansal ve finansal olmayan (yani
marka algisi, musteri memnuniyeti) kazanimlar elde etmislerdir. Belirli Gretim kosullari altinda yeni
teknolojilerle inovasyon dongilerini yapilandirarak yaraticihigl tesvik etmek icin agik inovasyon platformlari
olusturmaktadir (Chen vd., 2017; Schoen vd., 2015). Ozellikle son yirmi yilda kiiresel mali kriz, uluslararasi
catismalar ve Covid-19 salgini, piyasa calkantilari ve Urin belirsizliklerinden kaynaklandi. Bu nedenle, tretim
sirketlerinde yoneticiler ve mihendisler, sirketleri belirsiz ve c¢alkantili ortamlarda sirdirilebilir yenilikler
yapmaya iten kritik faktérleri kavrayarak miicadeleleri gekici firsatlara donastiirmek icin girdi, ic ve ¢ikti odakh

stratejileri igeren karmasiklik stratejisini benimsemelidir (Lynn ve Akglin, 2015; Vermaak ve Steyn, 2014).

Teknolojinin ve dijitallesmenin hizli genislemesi ve gelisimi, ¢cogu zaman sirketleri (lriin ve hizmet saglayicilari)
yenilikgi ¢dziimler sunmaya yénlendirir. Ozellikle, ikame driinlerle sinirl endiistrilerin pargasi olan ve ¢ok sayida
alt bileseni olan sirketler, tim organizasyonda pratik yenilikleri ilerletmek icin daha cevik, ¢6zim odakli ve
yaratici olmalidir. Boylece, gevik modeller ve kapsamli gbézlemlerle entegre edilmis gelismis TIM dongiileri,
pazar payi, marka imaji ve organizasyonel yenilikgcilik ile sonuglanan kurumsal inovasyon stratejilerini gelistirir.

Bu calisma, otomotiv (reticilerine ve ayrica arastirmacilara, yenilik¢i Urlnler elde etmek igin kurumsal
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stratejiden surekli iyilestirme adimina kadar degisen TIM dongusinin nasil uygulanacagini anlamalari igin bir
kilavuz saglar. Ozellikle otobiis ve otobiis endiistrisindeki otomotiv isletmelerindeki ynetici ve ydneticilerin,
giinimuzin degiskenligi, belirsizligi, karmasikhigi ve belirsiz diinyasindan (VUCA World) olusan yikici zorluklara
odaklanarak var olan is ve inovasyon stratejilerini ayarlamalari énerilebilir (VUCA World) (Kinsinger ve Walch,
2012). Kiresel otobiis ve yolcu otobilsl endistrisindeki TIM dongist uygulamalari ile ilgili arastirma ve vaka

¢ahismalari sinirhdir ve Covid-19 salgini sirasinda ana inovasyon zorluklari gézlemlenerek genisletilmelidir.
ETiK METNI

“Bu makalede dergi yazim kurallarina, yayin ilkelerine, arastirma ve yayin etigi kurallarina, dergi etik kurallarina

uyulmustur. Makale ile ilgili dogabilecek her tiirli ihlallerde sorumluluk yazarlara aittir”.
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