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Abstract The actual unstable environment leads firms to overlapr thei
boundaries and create strategic alliances and collaboratidgths their
suppliers, customers and partners. Our automotive compasg is an
organization that is applying this concept. As an extended peistr it
continuously innovates and creates new products using its dynami
capabilities. It seeks to leverage its relationshipshviis customers and
suppliers through networks creation. In order to develop futtweard being

an extended enterprise, its actual focus is on a partpemstth the
organizations, constituting a Dealers’ network- providingra$ales services
to customers as assisting, selling, and repairing caes.d€alers’ network
consists of small and medium organizations that reprasentiutomotive
company and are the intermediary among it and its customemsugh this
research, we are elaborating a model representing thlabamative
relationship among the automotive company and its deahetsiork that
leads to knowledge creation and sharing about the automobilgmgernis
and services of this extended enterprise. The collabotaiwledge network
(CKN) contributes to the sustainability of the new product bgveent (NPD)
process of the automotive company.

1 Introduction

In the digital era, the extended enterprise is continuaushting new collaborations
with external actors basically on information and camioation technologies.

Besides, it is aware of the importance of externalradgiothe creation of innovative
products. Gathering external actors -especially profedsiané expert ones, in

networks in which they can create and share their kmow and experience, is a
critical step toward integrating strategic knowledge mriew product development
of the extended enterprise that has absorptive and dynapdcities to keep up with
the complex business environment.
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In this paper, we are presenting the case of a large atiNemextended
enterprise that decided to take action and takes cate déalers network that are
external actors interacting directly with the custonarthe EE. We first present a
literature review to clarify the reasons behind thipartance of partnering with
external actors for new product development and innovattiem we describe the
CKN among the EE and its dealers” network, and finally discuss the
organizational, technological and strategic dimensions tefset interactions
presenting some challenges facing the CKN and also edpestmhe important
factors that are leading to the success which is #mtion, sharing and integration
of knowledge in the new product development process of thededeenterprise.

2 Literaturereview

The complexity and increasing turbulence of the enviemnis leading the extended
enterprise to seriously strengthen its inter-firm refeghips for knowledge creation
and competitive advantage. The strategic alliances raportant for business
performance and innovation. Many scholars have studiedetagonship among a
firm strategic alliances and its innovative performafic8] Thus, we consider the
capabilities to manage strategic alliances and theetelatganizational capabilities
of learning and communicating as key-enablers for the pooésknowledge
creation and sharing. The strategic alliances areiesiti instruments allowing access
to external resources and overlapping firm’s boundadipsterefore firms focus on
knowledge acquisition and sharing through the network of partrgtrategic
networks [5-6], as the strategic alliances, are composéuiter-organizational ties
that are based on social, professional and excharag®nships. Thus, collaboration
at the inter-firm level is a critical vehicle ofdatexploration of novel technologies
and capabilities. For instance, in automobile developnséidies, collaboration
between firms enhances the knowledge exchange for exglpmbblem-solving in
product development process [4, 7-9].

For the creation of competitive advantage, the invokset of external actors in
the new product development is essential. Thus, innovadiatistributed across
different actors such as lead users [10-11] in order to extenaréas of innovators
outside the firm. Considered as co-creators, the exXtewtars are regarded as
partners and their knowledge is integrated in the innavaiiocess of the extended
enterprise [12] and work jointly and efficiently. Besidesnce innovation is a
complex process, firms adopt systemic approaches to minagéedge. Thus, it is
a good strategy to adopt knowledge management systems toecapbate and use
knowledge to enhance the organizational performance.

The process of knowledge exploration and exploitation is spgedirthe new
product development process and innovation may require ¢adéiar of organized
entities representing the external actors such as obsgaoups, communities of
interest, communities of practice [13-14] and other omgiuinal structures that are
separated from the main organization but still connectéd[1®]. The information
and communication technologies play the role of enabtgrsommunication
activities among the external actors- combined intotiesti and the main
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organization. Through the use of information and commupicagchnologies, the
interaction among the firm and its external actorsugsois leveraged and new
knowledge is integrated in the new product development fgoces

3 Casestudy

3.1  Our model: Theinnovation funnel of the automotive company

By applying the concept of the innovation funnel, the dealeetwork know-how

can be integrated in the NPD processes, and by thisagsiog the innovative
performance of the automotive company. The innovafiomel represents the
innovation steps by which the product goes before beioguped. The automotive
company is following the fifth generation innovation mlodased on [16]. This
model- Systems integration and Networking (SIN) model clamsithe creation of
networks for the integration of new expertise and know-hn the innovation

process. In fact, by creating networks among the dealets’ork and NPD process
of the automotive company, it is possible to improveitim@vative performance of
the extended enterprise.
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Besides, as an extended enterprise, the automotive compahyunclear
boundaries and applies a win-win approach with its pagtiv@r that, its interactions
with the dealers’ network take the shape of CKN [17] inclwHinowledge is created
and shared. Therefore, the CKN for learning and knowlestgeing allows the
continuous development of the innovation process.
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3.2  Research questions

Through this paper, we are elaborating a model repregetiti@ collaborative
relationships among the automotive company and its rdéaletwork that leads to
knowledge creation and sharing about the automobiles canfoand services of
this extended enterprise.

To address this issue, this study framed the followisgaeh questions:

- How are the mechanisms involved in the interaction rgnthe extended
enterprise and the dealers’ network?

- How do the collaborative tools and processes immpathe CKN?

- What are the successful outcomes and challenges oEkiN among the
extended enterprise and the dealers’ network?

3.3 Research Method

Research into the CKN was undertaken using case study mélodndividuals
involved in the management of the CKN were identified amdrviewed using a
semi-structured questionnaire. The reason behind chodsimtype of interviews is
to encourage the interviewees to provide detailed, elédxbr answers. The
interviewees are the top-managers responsible of tire eietler’'s network, and the
middle managers responsible of specific activities edrout within the CKN. Thus,
data were representing different levels and perspsatfvimanagement.

Besides, we analyzed the state of the art of theaictien among the dealers’
network and the automotive company. We noticed that thé&l Gikhong the
automotive company and the dealers’ network is mainly stegbdoy information
and communications technologies and professional trairforgknowledge sharing
and learning. Through a questionnaire, dedicated to the membehe dealers’
network, we investigated on the perceived ease of useiseidiness of those two
previous main collaboration means in the development ef @KN. This
guestionnaire was dedicated to a significant representing sémmipleéhe very large
population of the dealers’ network.

4 Exploratory Resultsand Discussion

4.1  Collaborative knowledge networ k mechanisms

By applying the concept of the innovation funnel, the dealeetwork know-how
can be integrated in the NPD processes, and by thisagiog the innovative
performance of the automotive company. The innovafiomel represents the
innovation steps by which the product goes before beioguped. The automotive
company is following the fifth generation innovation mlodlased on [16]. This
model- Systems integration and Networking (SIN) model clamsithe creation of
networks for the integration of new expertise and know-hn the innovation
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process. In fact, by creating networks among the dealets’ork and NPD process
of the automotive company, it is possible to improveitim@vative performance of
the extended enterprise.

Another instance is when the automotive company gesvihe dealers’ network,
on a regular basis, with an updated IT tool for diagnasiglysis for the
inconveniences in cars brought by customers in theidgalorkshops. These tools
support the technicians in their labor on cars. Thus, thrtlug diagnosis tool, the
automotive company shared its knowledge with dealers abwoeit way the
inconveniences in cars might be discovered.

On the other hand, the CKN is profiting from professio trainings for
knowledge sharing. The purpose of the professional trainigg® gather the
members of the dealers’ network, in a face-to-facameg to share their knowledge
with each other and especially to grasp and exchange new knowlétige¢he
automotive company. The technicians of each dealerngonketmember are the main
focus of these initiatives since they are the knowlegdgeers directly interested by
the professional trainings. In fact, in addition te #i tools mentioned in the first
paragraph, the professional trainings are efficientnmed creating, processing and
enhancing the technical knowledge of the dealers’ netwarlllenige workers.

4,2  Some successfactors

There are many factors leading the CKN to be suageasfl innovative. From the
organizational point of view, the CKN members ardralin the same country which
facilitate communication and avoid possible misunderatgysdithat might occur
generally as a result of different cultures, and mgrecifically as a result of
different work processes, different languages, and/or diffayges of leadership
[20]. In fact, belonging to different enterprises ancheajeographically dispersed
in their nation did not create any major obstaclehtgir collaborative knowledge
network. As small and medium enterprises, and independemizajans from the
automotive company, the dealers’ network members takantatye of the ICT-
based collaboration and of the sustainable opportunitfesed by the automotive
company to create an inter-organization collaborati@edb@n trust and motivation.

4.3  Some challenges

The main issue that can probably slow down the CKN atjmers is the computer
self-efficacy [21] of the dealers’ network members. diotf computer self-efficacy
refers to a judgment of one’s capability to use a compitee dealers’ network
members are small and medium enterprises consistingecdge skilled technicians
in ICT use, thus, often their use of computer is limitettes their work-focus is
mainly cars. However, the automotive company is awaraghat and offering
professional trainings and tutoring to facilitate the dsal@etwork members
understanding of the importance of being able to use compuotéheir everyday
work.

Besides, it is important to mention that the dealeesivork members’ perceived
ease of use and usefulness of the IT tools provided forottadaration in the CKN
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is critical for an efficient collaboration. Percet/usefulness is defined as the degree
to which a person believes that using a particular systeuld enhance his or her
job performance [22] and perceived ease of use, in contefets ito the degree to
which a person believes that using a particular systeaidwae free of effort [22].
These two concepts are directly connected with the ctangelf-efficacy level of
the dealers’ network but also with the efficiency oé i tools provided by the
automotive company. These two concepts give good insight3 @tements that
might need some modifications for better outcomes.

Finally, concerning the CKN organizational structure,neéiced that the small
and medium dealers enterprises have different connsttitypes with the
automotive company; the medium enterprises are conngiceedtly and have strong
ties with the EE, whereas the small ones have wesk with the automotive
company since the medium ones play an intermediaryamwieng them and the
automotive company. According to [23], weak ties increas@vative capacities,
allows a faster working process, and facilitates actesesources. However, the
small dealers’ enterprises still have some difficulteesccess IT resources because
of the medium ones’ intermediary role.
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