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İNOVASYON VE KARAKTERİSTİKLERİNİN ALGILANMASI: 
İZMİR ÖRNEĞİ

PERCEPTION OF INNOVATION AND ITS CHARACTERISTICS: 
THE CASE OF IZMIR

ÖZET

İnovasyonun literatüründe, paydaşlar, endüstriler, ürün ve hizmet gibi unsurlarla 
ilişkili olarak algıdaki farklılıkları inceleyen çalışmalar bulunmaktadır. Buna rağmen, 
İzmir’de buna benzer bir çalışma yapılmamıştır, bu sebeple araştırmanın amacı, inovasyon 
kavramının İzmir’deki algısını anlamak ve analiz etmektir. Örneklem büyüklüğü İzmir’de 
yaşayan 94 kişidir ve kartopu örneklem yöntemi kullanılmıştır. Sonuçlara göre katılımcıların 
yüzde 14’ü, inovasyonun bölgede tatmin edici düzeyde olmadığına inanmaktadı,  yüzde 66’sı 
ise İzmir’de umut veren gelişmeler olduğuna inanmaktadır. Çalışma hem uygulayıcılar hem de 
araştırmacılar için farklı bakış açıları sunmaktadır.

Anahtar Kelimeler: İnovasyon Algısı, İnovatif Firmalar ve Sektörler, İzmir, Türkiye.

ABSTRACT

Innovation literature includes studies observing the differentiation in perceptions 
related to stakeholders, industries, products/services etc. Despite, no similar studies are 
carried in Izmir, therefore the purpose of research is to understand and analyze the perception 
and concept of innovation in Izmir, Turkey. Sample size consists of 94 residents, where snowball 
sampling method is used. According to results 14% of the respondents stated that environment 
for innovation is not very satisfactory while 66 % of the respondents believed that there are 
promising developments. The study presents various perspectives of innovation for both 
practitioners and researchers.
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1. Introduction

Innovation according to Oslo Manual is the implementation of a new or significantly 
developed product (good or service) or process, a new marketing method or a new organizational 
method in business practices, workplace organization or external relations (OECD-Eurostat 
2005: 46). Though this definition is widely recognized, several explanations of innovation are 
carried as Yanchenko (2013) summarizes the concept of innovation as; a process, a system, 
a result, a tool, a new object or the transformation of existing state. Due to the complexity in 
definition, various indices are developed and the specifications of these indices are observed to 
expose the main differences in inputs and outputs.   

Besides the variety of definitions, the perception of innovation is another subject to 
study. Perception studies are generally about the customers perception of a specific innovative 
product/service (Onişor & Roşca, 2013; Charles & Issifu, 2015; Okereke, 2015), the perception 
of a specific innovative property of a product/service (Besier, 2015), perception of a specific 
type of innovation (Dabrowska et al., 2013), perception of innovation in a specific sector/group 
(Karaca, 2009; Pop et al., 2012; Anamaria & Maria-Cristina, 2013; Iorgulescu & Răvar, 2013; 
Abadi, 2014; Roussy et al., 2014; Gorghiu et al., 2015), forecasting the perception of customers 
(Lowe & Alpert, 2015). Hence, the perception of innovation is a current issue despite being a 
long-established term. 

Correspondingly, this study specifically aims to discover the innovation perception 
of university students, professionals in a foundation university and these professionals’ 
connections in Izmir, Turkey. Moreover, not only the concept of innovation, but also the 
perceived innovative sectors, Izmir’s perceived status in innovative studies are also the research 
areas of this study.

In the first part of this research, the theoretical background about the concept of innovation 
and innovation in organizations will be studied. Secondly, the methodology, findings and the 
evaluation of the findings will be addressed clearly. In the last part of the study, the conclusion 
and implications of the research depending on the responses, limitations and the future research 
recommendations will be provided.

2. Perception of Innovation

In this chaotic and developing world, innovation is occupying a significant role for the 
economic development and the survival of the organizations. In order to differentiate from the 
competitors or to increase their market share, innovative firms search for new technologies, 
products or services etc. Through this process, definition of innovation can be challenging, 
questioning the novelty, sustainability, customer-friendliness, ecological properties or quality 
of innovative issues. 

Although since the late 1880s, there have been reports of the use of the term “innovation” 
to mean something unusual, none of first precursors of innovation have been as influential as 
Joseph Schumpeter (Sledzik, 2013). From a Schumpeterian point, indicators concerning the 
framework conditions of development will have an influence on the index quality (Hanush 
& Pyka, 2007). Due to this influence of indicators, the methods used in the measurement of 
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innovation have been altered in the course of time. When this period of time is researched, 
the approach to the measurement of innovation can be separated into four stages (Stone et al., 
2008):  

• In the first stage, between 1950 and 60s, the main emphasis was on inputs in innovation 
measurement. These inputs were research and development, capital and intensity of 
technology. 

• In the second stage, between 1970 and 80s, due to science and technology activities, the 
emphasis was on main outputs such as patent, publications, products and transformation 
of quality.

• In 1990s, focal point was on the results of survey research. This stage includes the 
comparison of innovation capacities, indices and surveys. 

• In 2000s, the last stage, process indicators come into prominence which are information, 
intangible resources, network structure, demand, management techniques, return of risk 
and system dynamics. 

There are several studies about the perception of innovation. For instance, Gleim et 
al. (2015: 17) focus on the innovation perceptions of customers who are the ultimate decision 
makers about the innovation’s success or failure. In this study, perceived innovation directly 
affects the perceived quality and anticipated satisfaction, and supported by the data gathered 
from 342 respondents. The model is shown in Figure 1, as seen perceived quality is defined as 
a mediator;

Figure 1: Innovation Perception of Customers 

Source: Gleim, Lawson & Robinson, 2015.

Schreier et al. (2012) also search for the perceptions of customers about innovative 
products designed by the users, and define the subjects in building positive perceptions.  Another 
study is carried about the perception of open innovation, which is a relatively new approach 
(Dabrowsk et al., 2013). Accordingly, Dabrowska and his colleagues observe three case firms 
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claims to execute open innovation in three levels; perceived openness, actual openness and 
targeted openness. Results show the different perceptions of the case firms although the actual 
openness are evaluated to be similar. Abadi (2014) underlines the dynamicity of the meaning 
of innovation in studies on construction industry. 

3. Innovation in Organizations

As Amabile (1988) indicates; in business, in the 1980s, it was impossible to get away 
from innovation and it was impossible to read newspaper or business journals, attend business 
conferences or read annual reports without constantly hearing about the significance of 
innovation. Accordingly, the author underlines the demand of constant and visionary innovation 
related to domestic and international competition, changing government regulations, fast 
altering market conditions. 

In both academic and practitioner communities, it is commonly perceived that 
organizations should innovate to be effective and to survive, and research can guide the 
management of innovation in organizations (Damanpour & Schneider, 2006; Tidd, 2001; 
Drazin & Schoonhoven, 1996). These scholars have researched questions of interest to top 
managers, such as what organizational processes facilitate the generation or adoption of 
innovation and why some organizations are able to adopt or generate more innovations than 
others. Despite many studies, these questions are not clearly responded and more research is 
recommended to identify the characteristics, factors or indicators of innovative organizations 
according to the authors.

According to Dasgupta and Gupta, in today’s tough business environment, all 
organizations are concerned with demands for change. In addition, globalization and market 
segmentation have reinforced in organizations the need to differentiate, exploit advantages 
derived from selective integration of core competencies, and leverage intangible assets. 
It calls for an organization that encourages experimentation, learns about new applications 
and technologies, monitors the environment, evaluates its performance, and is committed 
to improving its performance. The organizational strategies, reward system, structure and 
communication practices must be redesigned so as to encourage innovation and change. In 
fact, organizations that string together a series of temporary and adequate advantages will 
outperform organizations that stick with one advantage for a long period of time (Dasgupta & 
Gupta, 2009). 

As Peter Drucker mentioned “The corporation as we know it is unlikely to survive the 
next 25 years. Legally and financially, yes. But not economically and structurally.” (Daly, 
2000). Firms are slowly embracing the power of openness and innovation - not just products or 
services, but also processes and various types of business models. This is a new way of being 
for businesses, to pursue opportunities while managing risks that come along with globalization 
(Shuman & Twombly, 2010).

4. Innovation in Izmir, Turkey

Izmir, as stated by Izmir Development Agency (2016), is a major city of Turkey with 
its rich natural resources, having a significant potential for investors with its strategic location, 
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logistics infrastructure, qualified human capital, investment areas with special incentives, multi-
sectoral economic structure and high living standards. Innovation in Izmir is a niche topic, 
though studied by some researchers (Yılmaz, 2010; Temel et al., 2011; 2013; Kesken et al., 
2014) and by some institutions such as Izmir Development Agency, perception of innovation 
is not studied. 

Related to the institutional studies, Izmir Development Agency funded a 7 million 
Turkish liras project aimed to create a centre of innovation in Izmir (İZTEKGEB İnovasyon 
Merkezi, n.d.) where 80 entrepreneurs will facilitate. Izmir Young Businessman Association 
(2015) is also actively involved in the innovation ecosystem, with the award of most innovative 
products, most innovative ideas and most innovative firms of Izmir. 

Funded by Izmir Development Agency, a recent study conducted by Yasar University 
in Izmir investigated the innovative approaches of organizations which make their innovative 
perspectives as their core purpose, along with the method of case study (Karaata et al., 2016). 
According to the results, one of the firms stated that “We will continue our work by adding 
value to Izmir with our creative and innovative projects and this is our primary purpose.” In 
general, 20 researched innovative firms in Izmir believed that creating something new which 
has not existed before drives their motive and inspires their innovative activities. In addition, 
the firms, with these innovations, help the ecosystem with the purpose of social responsibility.

Izmir also includes nine universities, where one of these universities, Izmir Higher 
Technology Institute, is in the top 10 of the Entrepreneur and Innovative University Index 
2015 rankings organized by The Scientific and Technological Research Council of Turkey 
(2015). Besides, remaining three universities are also in the top 50 rankings; Ege University is 
15th, Dokuz Eylul University 23th, University of Economics is the 39th. This scene underlines 
the growing potential of universities as technology transfer facilitators and fostering potential 
of innovation.

5. Methodology

The main purpose of the research is to study the concept of innovation, understand 
and analyze the degree of perception of innovation by the students, staff and their possible 
connections related with the topic, specifically in a foundation university in Izmir and by this 
way, to observe various point of views about the concept. In order to measure the perception 
of innovation, a survey is prepared to understand innovation from different perspectives, to 
comprehend tendencies of the respondents in describing the concept of innovation. Data were 
gathered from the respondents in a foundation university by the use of snowball sampling 
technique. Basically, a total of nine questions, four of them demographic (age, gender, 
educational background, industry the participants work in), were asked to the respondents. The 
questions excluding the demographic factors are as follows: 

1. How do you define the concept of innovation?

2. Which factors can be essential in making innovation real in a firm?

3. Are firms enough to present innovative goods and services in Turkey? 
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4. In which areas innovation exists in Turkey?

5. How do you see the innovative activities of the firms in Izmir? 

The prepared questions are open ended and the respondents are not limited for a quota of 
word count. The questionnaires are conducted via google drive’s tools. Questionnaires are sent 
via social media and 94 participants responded the questionnaire in eight weeks.

Furthermore, raw data is obtained as excel format and all the respondents answered the 
questionnaire properly. Demographic characteristics are analyzed as descriptive analysis and 
open ended questions are evaluated with the content analysis.

6. Findings

A total of 94 participants took place in the research. Fifty percent of the respondents is 
female. Mean age of the male respondents is 34 and mean age of the female respondents is 31. 
In their educational backgrounds, 41.4 percent of the respondents has an undergraduate degree, 
27.6 percent master’s degree, 18 percent high school degree, 11.7 percent doctorate degree and 
one of them has an associate degree. In addition, 21 respondents were regular undergraduate 
students and 28.8 percent of the respondents are employed in the university. Moreover, 
15.1 percent of the respondents work in the tourism and hospitality industry, 10.9 percent in 
information technology, 9.6 percent in food and agriculture, 8.2 percent each in medical health 
services and construction/real estate, 5.5 percent in banking and 2.7 percent each in energy and 
automotive/subsidiary industry who have several degrees.

Table 1: Selected Sample Characteristics

Criteria Number Percent
Gender Male 47 50

Female 47 50
Total 94 100

Education Undergraduate 39 41.4
Masters 26 27.6
High School 17 18.0
Doctorate 11 11.7
Associate Degree 1 1.06
Total 94 100

Industry Education 21 28.8
Tourism Industry 11 15.1
Information Technology 8 10.9
Food and Agriculture 7 9.6
Medical Health Services 6 8.2
Construction/Real Estate 6 8.2
Banking 4 5.5
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Logistics 3 4.1
Energy 2 2.7
Automotive/Subsidiary Industry 2 2.7
Chemistry 1 1.4
Textile 1 1.4
International Trade and 
Investment 1 1.4

Total 73 100

6.1. Definition of Innovation as a Concept

Table 2 basically reveals that innovation concept is mostly (29 percent) related to being 
new, novel and change. Within 29 percentage, meaning 27 respondents, 7 of them defined 
innovation only related to its being new. 

Some respondents define innovation for both situations; indicating that it can be totally 
new or some improved form of an existing thing and 8 percent of the respondents stated that 
innovation is development, improvement and enhancement. The other eight percent stated that 
it is product based innovation and 7 percent each expressed that innovation is based on service 
and it is presenting something new to the market.

Table 2: Definition of Innovation Based on 94 Responses

Expression Frequency Percent*
Novel, new, changed 76 29
Development, improvement, enhancement 21 8
Product based innovation 21 8
Service based innovation 17 7
Offering something new 17 7
Improving existing one 16 6
Applying, producing, implementing 16 6
Defined target 13 5
Bringing added value 9 3
Being sustainable 9 3
Unusual, has not been done before 7 3
Commercialization 7 3
Facilitating technology 6 2
Inclusion of research phase 4 2
Having social dimension 4 2

* Expressions under 1 percent are not involved in the table; increasing competition, being limitless and endless, 
entrepreneurship, being solution oriented, defining actors who innovate, marketing innovation, increasing efficiency, 
reliability, organizational innovation. Percent is calculated according to total frequency of all expressions. 

Table 1 continue
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For example, a 28 year male defined innovation as; “Innovation is beyond novelty and 
should be evaluated in terms of its successful trade, market share and number of people it 
influences. It is formed by four factors; human, trade, design and technology.”

6.2. Essential Factors of Innovation in a Firm

Table 3 represents the critical factors of innovation in an organization expressed by 94 
respondents. Some of the top expressions stated by the respondents are; human resources (9 
percent), making research and being up to date (9 percent), organizational culture and point of 
view (9 percent), bringing novelty and being creative (9 percent), financial support (9 percent), 
and support of leaders or top managers (8 percent).

Table 3: Factors of Innovation in a Firm

Expression Frequency Percent*
Human resources 23 9
Making research,  being up to date 23 9
Organizational culture, point of view 22 9
Bringing novelty, being creative 22 9
Financial support 21 9
Support of leaders or top managers 20 8
Motivation, desire 12 5
Existence of innovation in strategy and vision 11 5
Knowledgeable about the subject, mastering technical process 8 3
Proper facility and working conditions 8 3
Producing, implementing, applying 7 3
Being sustainable, providing continuity 7 3
Awareness of the needs, related to the needs 7 3
Following technology, adjusting today’s technology 6 2
Training employees 5 2
Development, improvement 4 2
Ability to compete, knowing the sector 4 2
Strong communication, accessibility, openness 4 2

* Expressions under 1 percent are; presenting different ideas which have not tried before, suitability of the 
organizational structure, being future oriented, creating added value, being courageous, being dynamic, taking risk, 
being an entrepreneur, flexibility,  marketing and public relations, design, environmental factors, providing resource, 
commercialization, increasing efficiency, happiness at work.

Additionally, some of the sample responses about the factors of innovation in a firm are 
expressed as follows; A 29 year old female stated that “To innovate in a firm, managers should 
have an open mind and entrepreneurial spirit. They should provide resources to research and 
development department and the employees should be eager to produce new products and 
make research.”  
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A 45 year old female stated that “The employees’ openness to new ideas, following and 
interpreting new trends, having practical intelligence, after finding a solution to the problem, 
transferring what is learned to real life are all critical.” 

6.3. Firms’ Sufficiency to Present Innovative Goods and Services in Turkey

Based on 94 respondents’ views, 64 percent of the respondents claim that the firms 
are not sufficient enough to innovate, 27 percent of the respondents are temperate, claiming 
that some firms are developing and innovative goods or services will increase in time. Only 
7 percent of the respondents believe that firms are sufficient in this manner and 2 percent do 
not have an idea. In some views, the areas that are good at in the matter of innovation are 
presented as; Firms which have research and development department, firms that do research 
projects funded by Turkish Scientific and Technical Research Institute, telecommunication 
sector, five star hotels in service sector, decoration and furniture sector, and work being done 
in engineering field.  

Some sample quotes related with the adequacy of firms to present innovative goods and 
services in Turkey, are stressed as follows;

For instance, a 28 year old female mentioned that “To me, the concept of innovation is 
less understood in our country and lacks applications. To provide appropriate products for the 
consumers, trying to fully understand the needs of them is essential. To make innovation real, 
there has to be a perfect management of commercial periods gathered with correct design and 
technology.”  

A 29 year old female emphasized that “Research and development departments are not 
sufficient and the employees are canalized to routine jobs and assignments. The motivation 
should be much higher for innovative products.

6.4. Areas That Innovation Exists

Due to the responses of 94 respondents, the construction industry is mentioned 10 
times, Tourism Industry, Technology and Health Industry 9 times each, Services Industry and 
Information Technologies 8 times each, by the respondents. In Table 4, the expressions related 
with the existing areas of innovation in Turkey, are stressed clearly as follows: 

Table 4: Areas of Innovation in Turkey Stressed by 94 Respondents

Expression Frequency Percent
Construction Industry 10 10.6
Tourism Industry 9 9.57
Technology 9 9.57
Health Industry 9 9.57
Services Industry 8 8.51
Information Technologies 8 8.51
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Industry Sector 7 7.44
Defense Industry 7 7.44
Automotive 7 7.44
Education 6 6.38
Banking 6 6.38
Textile 5 5.31
Food Sector 5 5.31
Electronics 5 5.31
Software; Home Appliance; Restaurant, Coffee; Furniture Industry 
(home decoration); Communication (telecommunication firms, 
web services, satellite systems); Engineering; Transportation (ship, 
marine, bridge); Production; Machine Industry; No innovation; 
Innovation can happen anywhere if there is openness to development

3 3.19

Entertainment; Marketing; Chemistry; Agriculture; Energy, Izmir, 
Istanbul, Ankara, Antalya, Kocaeli, Bursa 2 2.12

Shopping centers; Packaging; Biomedicine; Fashion; Ceramic; 
Advertising; Architecture; Municipal work; Private sector, large 
scale firms; Industrial areas; Research and development; Cleaning 
products; No idea

1 1.06

In addition, sample responses about the existence of innovation in Turkey are as 
underlined below;

A 29 year old female respondent stated that “Innovation exists in the areas of chemistry, 
software, biomedicine and renewable energy however, it is not sufficient and prototypes do not 
transform into final products.” 

A 21 year old male respondent mentioned that “For instance, in textile industry, a shirt 
is produced which hides air inside and it does not spread bad odor.”

A 28 year old female emphasized that “There is entrepreneurial innovative activities 
in Turkey. Mainly, it is in electronics and information technologies. In general, it is done in 
electronics in SMEs or big scale firms. In information technologies, there is innovation mostly 
from startups.”

6.5. Innovation Activities in Izmir

Based on 94 respondents’ point of views about the innovative firm activities, 20 percent 
of the respondents do not comment on innovative activities taking place in Izmir. However, 
13.8 percent of the respondents stated that innovation focus is not enough and satisfactory in 
the region. The vast majority of the respondents, which is 66 percent, mentioned that there are 
significant developments and encouraging activities happening in Izmir. The detailed responses 
are emphasized in Table 5;  

Table 4 continue
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Table 5: Innovative Activities of the Firms in Izmir Based on 94 Respondents

Responses Number Percent
Total response 94 100
No idea 19 20.2
Not satisfactory or enough     13 13.8
Promising developments or encouraging activities 62 66
Out of 62 respondents indicating promising developments or encouraging activities;
Universities 8 13
Meetings, conferences, seminars, fairs, trainings 7 11
Technology parks, incubation centers 6 10
Health sector (development of medicine, biomedicine, medical 
products) 6 10

Izmir Development Agency and other development projects 4 6
Research and development centers 4 6
Transportation (tramway, public transportation) 4 6
Service industry (innovative products in hotels and restaurants, 
boutique  hotels presenting different products/services) 3 5
Furniture sector (innovative designs) 3 5
Production and machine industry 3 5
Food industry (presenting innovative products such as herb foods) 2 3
Entertainment sector 2 3
Infrastructure and energy 1 2
Wind energy 1 2
Shopping malls 1 2
City planning (smart crossroads) 1 2
Textile fairs 1 2
Information technologies 1 2
Construction sector 1 2
Software 1 2
Chemistry 1 2
Privatization and increase in service quality 1 2

Furthermore, some opinions of the respondents about the innovative activities of the 
firms in Izmir are as follows; A 41 year old male respondent stated that “Bringing more 
qualified human capital to Izmir and adopting this capital with the industry through integration 
is essential.”     
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A 28 year old female mentioned that “There is an increasing effort related with 
innovation in recent years. Incubation centers, technology transfer offices are opened 
but supportive environment is not as big as that of other big cities. In the entrepreneurial 
ecosystem, a few entrepreneurs exist and their numbers are rising slowly. Small and medium 
sized enterprises lack flexibility. They are generally family-owned firms and have a traditional 
management approach.”

A 35 year old female respondent stated that “The number of meetings, conferences 
etc. about innovation is increasing. Additionally, I feel that a subsidiary sector which gives 
consultancy services is forming currently.” 

7. Evaluation of Findings

Various participants from different educational backgrounds and industries took place 
in this research. This type of variety brought a comprehensive understanding in defining the 
concept of innovation. 

As seen in the findings, “being new” is recognized to be closely related to innovation. 
This perception is assumed to be the result of the dictionary meaning of the word, where “doing 
something new” and “making innovation” is used interchangeably in Turkish (Akalın, 2007). 

Another topic to discuss is; despite referring product and service innovation, 
organizational and marketing innovation are low referred. Besides the distinction between 
“novelty” and “improvement” which is clearly stated by the respondents, some respondents 
define both of the issues as innovation.

Social expectations of innovation is another subject, which a respondent defines 
innovation as; “Not technical, a process based on society”, and another respondent defines 
as; “A discovery which will increase efficiency and create added value to the industry and 
humanity”. These comments emphasize the societal part of innovation. 

The percent of expressions in factors of innovation in a firm is distributed respectively 
homogenous, unlike that of the definition of innovation. The definition of innovation includes 
24 expressions in this research, though factors of innovation in a firm include 33 expressions 
based on the responses. In this situation, in perceiving this expression, it can be said that the 
conceptual variety is relatively high. 

Highly mentioned expressions such as; human resources, making research and being 
update,  existence of proper organizational culture, being creative and bringing novelty, 
financially supporting the ideas and support of top leaders or managers, indicates the essentially 
of these terms by the respondents. As seen in the results, respondents are generally interested in 
human-related issues, while the only expression that is not directly human-oriented is “Proper 
facility and working conditions”. 

A significant number of respondents do not think that the firms in Turkey are sufficient for 
innovation. These respondents cover 64 percent of all. Respondents who are temperate andless 
pessimistic, indicate the potential in the future of Turkey. Respondents who think that the firms 
are insufficient are 7 percent, which are considered to be minority for the sample of the study.
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According to 94 responses based on frequency of industries, the respondents believed 
that innovation takes place mainly in the Construction Industry, Tourism Industry, Technology 
and Health Industry, Services Industry and Information Technologies, in Turkey.

A male respondent brings a different perspective; “Even if innovative products and 
services are developed as ideas, most of them can not be actualized as a fact of insufficient 
capital” indicating that the financial issues are suppressing innovative goods and products. 
On the other hand, another female respondent; “Despite the long term investments in R&D, 
innovative products are scarcely any”, indicates that the financial support in R&D is not the 
reason of the firm’s insufficiency. This contradictve expressions reveal the perceptual diversion 
of respondents.

Due to respondents’ views about the innovative activities of the firms, 20 percent of the 
respondents do not have an idea about the innovative activities and efforts taking place in Izmir. 
However, aptly 14 percent of the respondents underlined that innovation emphasis or work is 
not very satisfactory in the region but more than half of the respondents believed that there 
are significant developments and encouraging activities happening in Izmir. At this point, it is 
assumed that the innovation efforts of the region will increasingly continue in the near future.

8. Conclusion and Recommendations

This study is a result of researchers’ inspiration about trying to understand the concept of 
innovation and it’s characteristics through the perspectives of residents in Izmir. Accordingly, 
the study fundamentally investigated the perception level of innovation, essential characteristics 
influencing innovation, existence of innovation in Turkey and industries that innovation takes 
place, based on 94 respondents from various educational backgrounds, industrial experiences 
and expertise in Izmir, Turkey.               

The study outcomes revealed that the understanding of innovation varies in individual 
level. Respondents use a human centric approach in common, while evaluating firms’ essentials 
in innovation. A significant percent of respondents are also pessimistic about the innovative 
firms in Turkey. On the other hand, more than half of the respondents emphasized that there 
are substantial developments, heartening activities and efforts happening in Izmir. As stated by 
Karaata et al. (2016), twenty innovative firms in Izmir showed that creating something totally 
new which has not existed before drives their motive and inspires their innovative performances 
and activities. In addition, the firms, along with these innovations, help the ecosystem with the 
aim of social responsibility. In this perspective, it is assumed that the innovation endeavours of 
the region will progressively continue in the near future.

As Shuman & Twombly (2010) underlined, the organizations are slowly embracing the 
power of openness and innovation - not only the products or services, but also the processes 
and several types of business models. This is the latest way of being for businesses, to go for 
business opportunities while managing the risks that come along with globalization. Along 
with this point of view, according to Dasgupta & Gupta (2009), the organizational strategies 
and structure, reward system and communication practices should be redesigned in order to 
encourage change and innovation.
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Due to the research analysis, the findings and the exploratory study present a significant 
perspective to the business leaders, practitioners and decision makers in terms of understanding 
the characteristics of innovation and innovative efforts and shed a light for future scientific 
debates in this field of research. 

9. Limitations and Further Research

The study comes with some limitations. First of all, it is an exploratory study intending 
to comprehend the perception level of innovation within only one foundation university in Izmir 
based on the responses of students, staff and staff connections that are reachable. Secondly, 
data collection period from the respondents was a hassle. Data were gathered within a limited 
time period along with a limited number of participants.

For future studies, a larger sample size with a quantitative analysis and point of view 
can strengthen the findings, results and implications and bring different point of views. Another 
proposal for future study is that a regional or industry specific empirical research can be done 
by considering the related indicators in the innovation or entrepreneurship indices in literature. 
In addition, the low referral of the marketing and organizational innovation in this research 
compared to the service and product innovation mentioned by the respondents, will lead to a 
future research and analysis about this field.  
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