FIRMA ACISINDAN YENI URUNLERIN
PILANLANMASI VE DEGERLENDIRILMESI

Dr. Hildan GURSEL

Bu calismada cksik rekabet piyasasinda faaliyette bulunan ve birden
fasla iirin Gireten firmalarda yeni iiriinlerin pAnlanmast ve degerlendirilmesi
konusu ele alinmistir. Soz konusu {irlinlerin plénlama ve degerlendirme
islemlerinin gergeklestirilmesinde benimsenen yaklasim, yeni triintin bagim-
siz bir proje olarak ele alinmast yerine firmanin diger {iriinlerinin maliyeti
ve satis1 tizerindeki etkilerinin de dikkate alinmasi sonucu, yeni Uriiniin
firmanin tiim faaliyetleri acisindan  degerlendirilmest yontinde olmustur.

«Giris» boliimiinde yukarda ozetlenmis olan yaklagim belirtilmis, ¢a-
lismanin - diger boliimlerinde ele alinan konular stralanmustir.

«Yeni Uriinlerin Tanimi, Cesitleri ve Gelistirilme Nedenleri» baghgini
tasiyar: birinci béliimde, ilk olarak yeni diriinlerin tanims tizerinde! durulmus,
literatiirde yapilmis olan tanumlarin yalnizea piyasayr veya urunu tanima
ternel olarak almalarinin sakincalart belirtilerek, yeni tirtinlerin iirlin - piya-
sa iliskisi icinde tamimlanmast geregi ileri stritilditkten sonra; yeni tirlinler,
firmanin degisik bir teknoloji kullanmak suretivle ve yeni bir piyasaya sur-
mek amactyla tirettigi ve genellikle degisik bir gereksinimi karsilayan {riin-
ler olarak tantmlanmustir. Boliimiin ikinci kisminda, dnceki boliimde yapilan
tanimin 1siginda yeni firiinler gruplara ayrilarak incelenmis; calismada be-
nimsenen yaklasima uygun olarak yeni tiriinler, firmanin mevcut tirtinleriyle
malivet iliskisi- clan ve olmayan {irlinler olarak iki ¢ 1a grup icinde ele alin-
mistir. Boliimiin tictinei kisminda ise, yeni #iriinlerin gelistirilmesinde risk
ve belirsizligin onemi belirtildikten sonra, gelistirilme nedenleri {izerinde
durulmustur. Bu nedenlerin baslicasinin firmanin uzun - donem karinin ve
biiytimesinin saglanmast oldugu, bu temel amag yaninda firmanin varligi-
nin korunmast, calisma seviyesinin stireklilifinin ve kavnaklarin verimli kul-
laniminin gergaklé}tirilmesi oibi alt - amaglarin bulundugu belirtilmistir.

~ Caligmanin agirlik boliimiinti olusturan  ikinci bsliimde «Yeni Urlin
Kararmin Almmast * Siireci» fizerinde durulmugtur. Bu siirecin ilk asama-
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sinda amaclarin belitlenmesinin gerekliligi ele alinmus, yeni Griin gelistirme-
de firmanin amacinin wzun donem kérinin arttiridmas veya azalmasinin 6n-
lenmesi oldugu belirtilmistir. Amac belirlendikten sonra, yeni uriin politi-
kasinin saptanabilmesi icin piyasanin durumunun ve gelisme egiliminin in-
celenmesi gerefi iizerinde dutulmustur. Yeni iirtin politikasi ise, yatay tam-
lasma veya faaliyet alaninin cesitlendirilmesi olarak iki sekilde ele alinmis;
dikey tamlasmada temel amacin meveut triinlerin karliligint arttirmak oldu-
gu distiniilerek yeni iiriin politikas kapsaminda ele alinamiyacagt ileri sii-
ritlmiistiir, Yeni iirtinlerle ilgili iki politika seceneginden birinin seciminin
biiyiik 6Slciide firma icinde kaynaklarin tam kullaniip kullanilmadigia bag-
Ir.olmast gerektigi tizerinde duralmustur, Yeni iiriin stratejisi olarak {irii-
ntin firmanin kendi biinyesi icinde geligtirilmesi veya baska bir firmayla
birlesilmesi ya da satin alinmasinin da yine firma ve iilke kaynaklarinin tam
kullanimasina bagli oldugu: az gelismis Glkeler icin yeni tirtiniin firma.
nin kendi bunyesi iginde gelistirilmesinin daha saglikli bir strateji olarak
benimsenmesi gerektigi gortsti belirtilmistir. Bolimiin ikinei kisminda da,
daha 6nce belitlenen politika sintrlart icinde kalmak kosuluyla, veni iriin.
lere iliskin fikirlerin toplanmast konusu tizerinde durulmustur. Bununla il-
gili olarak yeni tiriin fikir kaynaklar: firma ici ve firma dist kaynaklar ola.
rak belitlenmis; fikirlerin firmada belirli bir merkezde toplanmast geregi
uzerinde durularak, fikirlerin toplanmast icin yapilan toplantilarda  kulla-
fulan yontemlerden bellibaslilars kisaca ele alinmys; {ilkemizde bunlardan han.
gisinin kullanilabilecegi tartistlmistsr. Yeni tiriinlere iliskin olarak toplanan
tikirlerin 6n elemeden gecirilmesi ficlinei kistmda incelenmis, bu asamada
fikirlerin firma amaclar ve cesitli islevleri acisindan degerlendirilmesinin
yapimast ve bu islemlen gergeklestirilmesi sirasinda kullanilan urlin defrer-
leme cetvellerinin ayrintily bir aciklamasi yapilmistir. On elemeden gecen
yeni trtn fikirlerinin kantitatif analizinin ele alindigr dérdiincii kisimda,
kéra gecis, nakit akima, Bayes, DEMON vye SPRiN’I'ER.mO&eHeri incelenmis;
bunlardan Sprinter modelinin calisma yaklasimina en uygun model oldugu
saptanmistir. S6z konusu modellerin 6zel kesimde calisan firmalar icin ge-
listirilmis olmasinin dikkate alinmasi, eksik rekabet piyasalarinda faalivette
bulunan kamu iktisadi tesebbiisleri i¢in de bir karar alma modelinin gelis-
tirilmesi! beregini dogurmus ve besinci kistmda bu konu ile ilgii bazi one-
rilerde bulunulmustur.

Ugtincii bolimde ise «Yeni Uriin Kararimmin Uygulanmast Siitecis iize.
rinde durulmus; ancak calismanin amcamin «yeni trtnlerin  planlanmas:
ve deferlendirilmesi» konusunun incelenmesi olmass dolayisivla, bu béliim-
deki tartismalara calismaya bir biithinlik saglamak amaciyla ve kisa olarak
yer verilmistir. Béylece yeni {iiriinlerin gelistitilmesiyle ilgili islemlerin plan-
lanmastyla ilgili kistimda, sz konusu islemlerin belirli bir plin icinde yii-
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citilmesinin zaman ve maliyet tasarruflars saglayacags, planlama yontem-
leri olarak da PERT ve CPM’nin en uygun olduklast belirtilmistir. Urii-
niin kilcitk piyasalarda denenmesi asamasinii ele alindift ikinci kisimda,
stz konusu denemenin iriiniin Snceden saptanmis olan optimal pazarlama
bilesiminin denetlenmesi ve trtntn Lullapiminin denenmesi amaciyla yapil-
masintn uygun olacaft ileri stirlilmiistiir. Deneme piyasalarinda elde edilen
sonuclarin deferlendirilmesi igin de piyasaya niifuz ve tekrar - alim model-
lesinin kullanfmasinin yerinde olacagi belirtilmistir. Boliimiin son kismin-
da da veni iiriiniin piyasaya siirlilmesi agamast kisaca aciklanarak, bu aga-
mada gerceklestivilecek dagitim kanallarinin  belirlenmesi ve rekim kam-
panyasiin hazirlanmasinin 6nems tzerinde durulmustue.

Calismanin dordiincti boliimiinde «Y eni Urtinlerin Basarising Etkileyen
Fakiseler ve Orglitlenme Bigimleri» ele alinmis; bunlar Once trune iliskin
ve firmaya iliskin faktdrler olarak gruplandirildiktan sonra; firmaya iliskin
fakisrler firmanm sahip oldugu parasal olanaklar, elemanlarin yeterliligi, yeni
oo Yarar alma modelinin uygunlufu ve Oiglitlenme olarak dort grupta
incelenmistir. Yeni iiriin gelistirilmesiyle ilgili her asamada calisan Dbirim-
ler arasinda isbirligi, uyum ve haberlesmenin saglanmasinda biiytik etkisi olan
oreiitlenme faktorii tizerinde ayrntilt olarak  durulmast uygun gortilmils,
bununla ilgili olarak &rgiitlenme bicimleri ve st kademe yoneticilerinin
veni iiriin geligtirilmesinde oynadiklars rol incelenmistir.

Sonuc boliimiinde ise konunun genel olarak ve gelismekte olan iilke-
ler acisindan Snemi ele almmustir.



PLANNING AND EVALUATION OF NEW
PRODUCT ALTERNATIVES IN BUSINESS FIRMS
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This doctoral dissertation studies and analyses the planning of new
products for a multi - product firm operating under conditions of imperfect
competition. Instead of dealing with the . problem as an independent pro-
ject, the basic approach to the planning and evaluation of the new products
has been to consider their effects on the total activities of the tirm, i.e., the
etfects of new products on the costs and sales of the firm’s other existing
products. :

The «Introductions setves to outline the general purpose and approach
of the dissertation, and sketches the content and major topics of the
following chapters.

Chapter 1, titled «The Definition, Classification and Development Re-
quirements of New Productss, deals first and foremost with the definition
of the concept. After pointing cut the various inadequacies of a definition
based on market criteria, or the product itself, the following point is made :
itz order to avoid mistakes common to management literature, a sound and
proper definition should combine both dimensions, i.e., product and mar
ket. As a result, new products are defined as those the firm produces
with a new techncogy and for new markets, for the purpose of satisfying
needs other than those already satisfied by the existing products of the
firm. The second section of the cnapter deals with the classification of the
new products, assuming as its starting point the effects of the new products
on the existing cost structure of the firm. As a result, new products come
under two headings : those related, and those not related to the existing
cost structure of the firm. The third section of the chapter discusses the
risks and uncertainties involed in the development of new  products, and
explains why firms are motivated towards product development despite the
in herent risks and uncertainties. Long-term profitability. prospects for fu-
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ture development, the safe - guarding of the continued existance of the
firm, the maintenance of the level of employment, and the productive uti-
lization of resources, etc., are listed as some of the factors motivating the
introduction of new products.

Chapter 2, titled «The New Product Desicion - Making  Process»,
comprises the bulk of the dissertation, and clabrates on the structure and
problems of the said process. The first section of the chapter is devoted
to the first stage of the decision - making process, ie., the specification of
chiectives to be attained. The basic cbjective of new product development,
paturally, is tc increase the leng - term profits of the firm, or to prevent
their decrease. After having specified the objectives of the firm, the next
step is to study and evaluate both the market situation, and existing deve-
lopment tendencies. An estimation of the situation, at this point, is essen-
tial for establishing a sound and stable product development policy. The
new product policy of a firm has further been classified under two headings :
hotizontal integration, and diversification of activities. Since the basic aim
" of vertical integration is to increase the profits retutned by alteady ex-
isting products, it has been ommitted from our classification which deals
sclely with new products. In the following stage of our analysis, we point
out that a preference for one or the other of the two policy alternatives
is dependent, predominantly, on whether or not the firm's nesources are
utilized fully. For example, a firm may base its new product policy on the
unassisted development of new products, or it may choose to merge with
another for purposes of new product development; similarly, it may prefer
to purchase new products from other firms. IHere, the basic criterium for
selection is the degree of utilization of the nation’s and/or firm’s resources.
It has been pointed out ‘that the best new product strategy in undervelo-
ped countries is the development of new products by way of the resources
of each individual firm. The second section of the chapter deals with
the means and methods of obtaining ideas, opinions and proposals on new
preducts.  After classifying the ideas and proposals according to their
gources, i.e., from within and without the firm, the necesity to establish
a co - ordinating body for the collection and evaluation of proposals is em-
phasized. The usual methods employed in collecting such proposals,
i.c., meectings, etc., have been enumerated and those most suitable for
Turkey discussed. The third secticn of the chapter argues in favour
of a system whereby all proposals will be subjected to a preliminary scree-
ning and, where requited, elimination. The various preduct rating scales to
be employed in evaluating proposals according to the objectives and functi-
ons of the firm are discussed in this section. The fourth section of the
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chapter is devoted to the quantitative analysis of new product proposals
surviving the preliminary screening. Break - even cash flow, Bayes, DEMON,
and SPRINTER models, are discussed as the basic methods of quantitative
analysis, and a conclusion is reached that the SPRINTER model is the
best approach. Considering that the above - mentioned models have been
developed for private firms, the fifth section is devoted to the study of
product development and related decision - making processes in the state
cconomic enterprises operating under conditions of imperfect competition.

Chapter 3 is titled «The Implementation Process of New Product De-
cisions». However, due to fact that our dissertation is concerned with
the planning and evaluation of new products, the basic arguments in this
chapter avoid details, and testrict themselves solely to the subject at hand.
The first section, dealing with the «plannings aspects of the development
of new products will sharply cut down cost expenditures. The PERT and
CPM planning techniques are described as the most suitable. The second
section of the chapter is deveted to the necessity of trying out new pro-
ducts 'in test markets. Test marketing is considered necessary for determining
the validity of the product’s optimal marketing mix, and testing its use-
fulness. The use of diffusion and repeat - purchasing model in evaluating
the results obtained in test markets is also considered essential. The final
stage where the product is marketed is discussed in the fifth section of
the chapter. The channels of distribution and the required advertising ef-
forts constitute the remaining subject - matter of the section.

Chapter 4, titled «Factors Influencing the Success of New Produtsy,
classifies the basic variables effecting the success of new products under
two headings : those related to the firm, and those related to the product,
The tinancial resources of the firm, the adequacy of available personnel,
the viability of the new product decision - making process, and organization
are the four factors related directly to the firm itself. The latter, ie., orga-
nization, is considered in detail, since it covers the entirety of new pro-
duct development, and constitutes the prerequisite for cooperation, coordi-
nation, communications, and hatmonious functicning throughout each and
every stage of the development process. The detailed analysis of this factor
covets such topics as the necessary crganizational models, and the role of
top - level management in new product development.

The «Conclusion» deals with the problem of new product planning
and evaluation, both from a general standpoint, and from the point of view
of the requirements of underdeveloped countries,
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