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Abstract - Nowadays, competition in the automotive
industry is very tight. Carmakers to increase market
share, and the challenge is getting more demanding due to
rapid environmental change. Based on Porter’s Five
Forces, the challenges are high from threats of new
entrants, customers, suppliers, product substitutes, and
existing rival competitors. To win the future competition,
carmakers must have a future competitive advantage.
Referring to Ansoff’s framework, the preferable approach
is product development since this is effective and lowers
risk [5]. In the manufacturing industry, headquarter takes
a role in product development. At the same time, local
affiliate companies play an essential part in grasping the
movement of environmental change since they understand
the local market. Corporate foresight is an essential
practice to understand environmental dynamics [18]. This
study investigates the practice of corporate foresight to
deal with the external environment changes in local
affiliate companies in the automotive industry. This study
employs qualitative study in the form of interviews with
key stakeholders in the car manufacturing industry. The
study attempt to answer the research question on how
corporate foresight influences organizational capability
creating the value to build the firm's future competitive
advantage. The study provides insight into anticipating
changes in the environment in the car manufacturing
industry. This is ongoing research; nevertheless, some
early findings and observations will be presented.

Keywords: corporate foresight, environment dynamics,
future competitive advantage, local affiliate company.

I. INTRODUCTION.
A. Background

In manufacturing industries, the automotive sector has
an essential role in stimulating national economic
growth. The automotive industry has a multiplier effect
from the whole supply chain from upstream to
downstream, as shown in Figure I.1. Based on the
Indonesian Ministry of Industry, the entire supply chain
of the automotive sector contributes significantly to the
national GDP growth of about 10.16%. The automotive
sector's contribution is expected to increase in line with
the growth of the automotive market time by time. Even
though there is an up and down in the short term, the
automotive market continues to grow in the long run.

Car maker manufacturing or the sole agent:
22 Companies
75,000 employments

Tier 1 suppliers:
550 companies
220,000 employments

Tier 1 suppliers

Tier 2 and tier 3 suppliers:
1,000 Companies
210,000 employments

Tier 2 and Tier 3 Suppliers

Outlet, workshap, sales-service-spare part:

Authorized and un-authorized dealers 14,000 authorized and 400,000 employment
42,000 Un-authorized and 505,000 employment

Figure I.1. The employment of the whole supply chain in the
automotive industry [based on Gaikindo data, October 2020]
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Figure 1.2. Indonesia automotive market outlook year 2000 —2019.
this figure is drafted based on the internal data of Gaikindo [update
October 2020]

Indonesia's automotive market has a considerable
potential to increase since Indonesia's car ownership
ratio is still low.

To consider future potential automotive market growth
in Indonesia, industry newcomers from several
countries enter the Indonesian market to gain market
share from the existing market. As a result, the market
competition becomes tighter, as shown in Figure 1.2.
Based on the Ansoff Growth Matrix framework,
product development strategy becomes the most
preferable because this strategy is compelling enough
and less risky than two other strategies: market
development strategy or diversification strategy.
Product development strategy is the strategy to develop
a new product and sold in the existing market.

To execute the product development strategy,
carmakers face main challenges: long-lead-time
development and dynamic environmental changes.
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Dynamic environmental changes are generally related
to external key drivers that will mainly impact the
business. Long-lead-time development is related to the
time frame needed to develop a new product from the
initial stage to the final product readiness.
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Figure 1.3., Share of Indonesia automotive market 2014 —2020.
.[Based on data from Gaikindo, Nov 2020]

The first challenge is the long-lead time of
development. Carmakers must consider total lead time,
including the lead time of development and its lifetime
in the market. Ruff [20] and Rohrbeck et al. [15]
mention that the lead time required for new vehicle
development varies. Passenger car requires five to
seven years, and seven up to ten years for commercial
vehicle. Vehicle lifetime is an average of ten to twenty
years in the market, depending on the size of the car.
The second challenge is dynamic environment change.
Due to the long-lead-time of development, carmakers
must carefully consider the dynamic external
environment, either macro or micro-environment, that
will potentially impact their new vehicle development
in the future. The changes in the macro-environment
may strongly affect the micro-environment in the long
run that appears in the industry structure and its
attractiveness.

The challenges become more complex when the
carmakers consider developing vehicles for the overseas
market as their overseas sales are significantly higher
than their domestic in the country origin. Some data
examples of car sales for several famous brands
globally, such as Toyota, Volkswagen, Hyundai,
Renault, and Mercedes can be seen below Figure 1.5.

Concerning these issues, Belay et al. [3] argue that there
are three main dimensions of competition in the
automotive sector: cost, time, and quality. They further
confirm that speedy to the market requires strategy on
vehicle development to input all required in the early
stage of vehicle development. Ruff [19] argues that the
targeted global presence of the firm requires an analysis
of future regional or local market developments in
short, medium, and long-term temporal horizons.
Furthermore, regional or local vehicle markets are in
different development stages
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Lead time of new product preparation Life time in the market :
Passenger car : 4- 5 years 10-20 years
Van/Truck : 7 - 10 years
Market research, vehicle development,
production preparation

Vehicle Life time in the market

Figure 1.4. Image of the total lead time of development and vehicle
lifetime.[16].

. 8000
i = Sales in Country Origin Sales in Overseas Countries
£ 7.000
6.000
5000

4000

Number of Sales.

3.000

2000

1.000 .
[] O ] -

o
Toyota Volkswagen Hyundai Mercedes Renault

Figure 1.5. The comparison of car sales between origin country and
overseas. This Figure refers to the data from the website of Car Sales
Statistics [https://www.best-selling-cars.com/]

Therefore, internationally oriented business
environment research has to explore the regional or
locally diverging business environments and market
developments.

Due to such requirements, the principal, in this case, ,
must grasp the environmental movement in the overseas
market. Unfortunately, that situation becomes the
barrier to getting the latest updated environment
movement because the principal company cannot
directly detect the signal of environmental change on a
daily basis. To tackle such issues, local affiliate
companies have a vital role in grasping and analysing
the external environment movement because they are
closer to the real market than the principal company.

Concerning the above issue, this study focuses on the
role of local affiliate companies that generally function
as overseas manufacturers. Typically, local affiliate
companies understand better the movement of the local
external environment due to local affiliate companies
are nearer to the local market. In that sense, local
affiliate company has a strategic role in grasping the
external environment movement.

Regarding external environmental movement, Ruff
[20] argues that political and macro-economic demand
generally would impact the changing of the long-term
environmental change. Corporate foresight covers a
long-term need within ten to fifteen years ahead to point
out the issue. Rohrbeck [13] emphasizes the importance
of corporate foresight. Corporate foresight as a practice
permits creating the important value-added that become
the
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 Front Loading Approach

Principle Company

Corporate Foresight
Process

Perceive, Interpret, Prospect

Micro External
Environment

Local Affiliate Company

Figure 1.6. Image of the relationship between local affiliate companies
with headquarters companies.
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fundamental sources to form a future competitive
advantage. By implementing strategic foresight as a
practice, the organization can demonstrate forward-
looking techniques and provide critical insight that
includes an opportunity and a risk into the strategic
decisions. Iden et al. [10] add that the practice of
corporate foresight is crucial to contribute to the critical
activities at the corporate level, namely: decision-
making support, level-up of long-term planning, early
detection of external movements, improve creative
activities, and able to quickly responding to external
environment changing.

Nowadays, the external business environment changes
rapidly due to the movement of several key drivers,
which consist of emerging technologies, socio-cultural
shifts, political and legislative environments, or
alternative business models, [13]. In that context, local
affiliate companies who deal with the external
environment directly in daily operation need to have the
appropriate capability to grasp, analyze, summarize,
and give feedback to principal companies' vehicle
development centers.

Based on [20], [13] and [10], we summarize that
corporate foresight has an essential role in enhancing
the strategic analysis of a company to lay the
foundation for future competitive advantage. In
addition, Ruff [19] argues that a few car manufacturers
established non-technical research groups as part of
automotive research: Toyota Gendai, Daimlers' Society
Technology Research Group, Volkswagen Future
Research, and BMW Institute for Mobility and Audi
Trend and Market Research.

There is an essential insight that the long-term success
of automotive companies requires long-term
development in a business environment, and future
study by utilizing corporate foresight tools is critical.
Concerning the future study, Iden et al.[10] argue that
future studies apply the foresight method to capture and
perceive drivers of future change.

Strategic Foresight Strategic Analysis

4 =
Deciding on organization-speific imp bcatians and strategic [y srawoy
responses | oucome
. ;
Future Studies
Applying foresight methods to capture and perceive drivers for /- orivers of likely
futu /

Figure 1.7. Strategic Foresight — conceptualization,[10].

The result of future studies is the driver of likely future
changes. Therefore, we need to identify the drivers of
likely future change for the intake of vehicle
development in the early stage.

Concerning those issues, Ruff [21] emphasizes the
importance of early detection. He mentions that the
generic problem in the automotive industry is early
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detection of business external environment change that
slowly influences a long-term time scale, thus not
focusing on current management attention. He further
confirms that early detection of drivers of likely future
change is essential for new vehicle development since it
requires a long-term view.

By delivering the input to the vehicle development
canter in the early stage, the vehicle development team
can maximize value creation in the early stage.

That approach becomes the fundamental thinking way
of front-loading approach to vehicle development
currently applied by most successful carmakers [3].
They define the front-loading approach as a strategy to
improve development performance by shifting the
identification and solving of problems to earlier product
development processes. Belay et al. [3] argue that front-
loading approach attempts to maximize value, increase
quality, shorten lead time, and decrease costs in vehicle
development processes.

Most potential problems or issues are pull-forwarded
and solved by implementing the front-loading approach
in the early stage of development. The
front-loading approach will be practically effective
whenever all related information, concern and potential
driver of future change are gathered in the early stage
and reflect them in the concept planning and design.
Corporate foresight plays an important role in capturing
the potential driver of change; as Iden et al. [10] argued,
future studies apply the foresight method to capture and
perceive drivers of future change.

Ruff [19] argues that a corporate foresight unit delivers
continuously updated knowledge about environmental
change and future customer needs adapting to the needs
of the internal clients. In this context, the principal
companies are one of the internal clients of a local
affiliate company that will collaborate to proceed with
vehicle development. Therefore, it makes up the role of
the local affiliates’ companies become very important
to deal with the external environment by implementing
corporate foresight.

Based on the previous research or study, we recognize
that corporate foresight has an essential role in dealing
with the dynamic external environment to perceive,
interpret and prospect, and input strategy development
and risk management. However, based on the literature
review of the past study, there is still a big room to
contribute to corporate foresight study in the
automotive industry, especially research topics related
to the corporate foresight process in local affiliate
companies. Therefore, the main objective of this study
is to determine the value creation resulted from
corporate foresight activity in local affiliate companies
in the automotive industry that can enhance the
organizational capability to build the firm's future
competitive advantage.
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B. Corporate Foresight

Thomas [26] argues that corporate foresight is the
company's capability to detect external information,
analyse and reflect on their action. Similarly, Battistella
[2] mentions foresight can correctly judge what will
happen in the future and plan your actions based on this
knowledge. Schwarz [14] adds that corporate foresight
is the art of the long view analysis concerning business
environments, markets, and new technologies and their
implications for corporate strategies and operations. In
conjunction with foresight in practice, Rohrbeck [14]
define that corporate foresight as a practice that allows
an organization to establish the groundwork for future
competitive advantage. In addition, some literature
describe that technological foresight is the procedure to
promote the discussion among related stakeholders,
which have the future scenario orientation, with the
specific result of the framework. Thomas [26] also
argues that foresight consists of the activities to grasp
the external information that will be the potential to
develop some patterns in the future, and foresight
direction depends on what company’s vision or goal.
Some author mention that there is two fundamental
consideration of foresight’s thinking way. First, the
presumptions for building foresight are that multiple
futures exist (possible, plausible, probable), future
development is uncertain and unpredictable. Second,
the potential change driver can be identified and
studied, and then we can form the future.

In addition, Battistella [2] argues that corporate
foresight activity has a positive impact on the personal
and organization on collective learning and capacity
building to address a particular issue. In line with that
opinion, Ruff [19] adds that the corporate foresight unit
can deliver continuously updated knowledge about
future customer needs to the needs of the internal
clients within the organization. In addition, Heger and
Rohrbeck [9] further confirm that implementing
strategic foresight in the company will improve the
capability for capturing future potential risks and
opportunities concerning the possible change of micro,
mezzo, and macro environment as visualizing the
implication to the management. Finally, using another
term, Rohrbeck, Thom, et al.[17] argue that corporate
foresight as a practice can permit an organization to lay
the foundation for a future competitive advantage
through value creation.

C. Value Creation on Corporate Foresight.

Rohrbeck, Schwarz, et al. [16] argues that a firm could
expect some value contribution from corporate foresight
adoption, namely: an enhanced perceiving and
perception, an enhanced ability to interpret change, and
an enhanced ability to respond, together with an
enhanced capacity for organizational learning and
influencing others. An enhanced perception is the
highest contribution by gaining insights into external
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environment changes or reducing uncertainty [23].

According to Ruff [19], current interest in strategic
foresight results from two key drivers. First,
organizations want to understand the potential
implications of new business models and emerging
technological trajectories and overcome the limits on
their ability to prepare for the unknown future. Second,
empirical evidence suggests strategic foresight could
lead to desirable organizational outcomes on value
creation. The outcome of value creation can be adaptive
learning, ambidexterity, innovation, strategic agility,
and organizational learning.

Agility Capability. Organizational agility expresses a
company’s set of capabilities for thriving and
prospering in an unpredictable and rapidly changing
environment [24]. In addition, Walter [29] argues that
organizational agility is a learned, permanently
available dynamic capability that can be performed to a
necessary degree quickly and efficiently and whenever
needed to increase business performance in a volatile
market environment. Teece [25] emphasized that firms
with strong dynamic capabilities can assess the need for
agility and implement it more easily and efficiently.
Walter [29] identifies four agility categories: agility
drivers, agility enablers, agility capabilities, and agility
dimensions. Agility drivers constitute environmental
changes that put organizations in a new, vulnerable
position, searching for competitive advantages. Agility
enablers describe methods, tools, practices to realize
the organizational capability required. Agility
capabilities are specific abilities for providing the
necessary power and competence to react to changes:
speed, responsiveness, flexibility, and competency. And
regarding the agility dimension, Walter [29] mentions
that agility capability facilitates each dimension.

Vecchiato [28]. elaborates to deepen the understanding
of the relationships between corporate foresight and
agility  capability. Through the building of
organizational memories of the future, corporate
foresight enhances the strategic sensitivity of managers,
i.e., their ability to recognize and interpret changes in
the external environment. By exploring the rising
sources of first-mover advantages, corporate foresight
fosters the capability of the organization to redeploy its
resources fluidly to achieve and benefit from such
advantages. And finally, by collective memories of the
future, corporate foresight sustains the cohesion and
sharing of long-term aims that can enhance the team's
collective commitment.

Extensive literature review on agility shows that an
agile organization can be successful in a competitive
environment through the abilities of responsiveness,
competence, flexibility, and speed so that it achieves
competitive advantage in the market. In summary,
Vecchiato [29] describes that corporate foresight
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activity has a positive impact on agility capability, and
Teece etal. [25], Walter [29] argues that agility
capability has a positive effect on the firm’s
competitiveness.

P1: Corporate foresight activity positively influences
agility capability.

P2: Agility capability positively influences the firm’s
competitiveness.

Ambidexterity Capability. Based on the evidence of past
studies in the organizational literature, most successful
organizations in a dynamic environment are
ambidexterity — aligning the organization design for
today’s business demands while also adaptive to
changes in the environment for tomorrow's business
exploration [27]. Some author also confirms that firms
must become ambidexterity to be successful in a
dynamic environment.

Amniattalab & Ansari [1] argues that firms strive to
master two types of capabilities: explorative innovation,
i.e., creating new products and services in new business
fields often applying new technologies, and exploitative
innovation, i.e., enhanced or new products and services
within the current business field. Those kinds of
capabilities (combining exploration and exploitation)
are called ambidexterity. By becoming ambidextrous,
firms aim to gain a competitive advantage.

Using another term, Gibson [6] argues regarding the
organization's ambidexterity as contextual. He defines
ambidextrous as the organizational behaviour to
demonstrate alignment and adaptability simultaneously
across an entire business unit. Alignment refers to
coherence; adaptability refers to the capacity to
reconfigure activities. The concept of contextual
ambidexterity differs markedly from the traditional
concept of structural ambidexterity.

Gibson [6] further argues that there are various paths
for ambidexterity form; it depends on industry and size.
The evidence shows that the ambidextrous business
units in the automotive company had gradually built
adaptability skills on top of their traditional model of
alignment. Whereas the ambidextrous business unit in
the oil and gas company focused on adaptability and
created alignment around it, and the business unit in the
software firm deliberately created a blend of the two
abilities.

In another side, some researcher describes
ambidexterity in other terms. However, the essence is
still the same, namely balancing two abilities, focusing
on the present and the other focus on the future. Some
author mention that the conceptualization of the
ambidextrous organization disclosed an appropriate
equilibrium between exploration and exploitation.
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Exploration is mainly about search, variation, risk-
taking, experimentation, play, flexibility, discovery.
Contrarily, exploitation is about refinement, choice,
production need, efficiency, selection, implementation,
execution.

Simultaneously pursuing exploitation and exploration
within a single organizational unit is inherently
challenging. Due to the competition for scarce
resources, that often leads to conflicts, contradictions,
and inconsistencies. To handle these competing claims,
organizations need to find the right combination of
different types of practices so that both exploitation and
exploration innovations can be generated.

A firm’s ability to engage in exploratory activities will
lead to radical innovation; on the one hand, exploitative
activities will lead to incremental innovation [6].
Gibson [6] emphasises the importance of exploration
and exploitation that lies in the potential for improving
business performance and sustaining competitive
advantage. For organizational practice, Gibson [6]
confirms that it is possible to balance the pursuit of
exploitation and exploration and alignment and
adaptability by creating a behavioural context
characterized by the interaction of stretch, discipline,
support, and trust. Gibson [6] adds that each character
discipline,  stretch, support, and trust are
interdependently applied, and they are complementary
features of organizational context that are non-
substitutable. Therefore, all four must be present for a
business unit to become ambidextrous and perform
well. In other words, each character is non-substituted
by the other. He further elaborates that building stretch
and discipline are toward

performance targets. Trust and support emerged in the
process. For example, trust emerged through tangible
examples of individuals not being punished for well-
intentioned business failures. Support manifested itself
in the use of IT systems to increase knowledge of what
was happening in other parts of the business and
various forums and councils for cooperating and
sharing best practices.

Based on the empirical research, Amniattalab & Ansari
[1] argues that the firm can gain a competitive
advantage through owning corporate foresight
capability mediated by ambidexterity. He adds that the
organization can enhance the exploitation and
exploration innovation ability by demonstrating
corporate foresight.

P3: Corporate foresight activity influence positively the
ambidexterity capability.

P4: Ambidexterity capability positively influences the
firm’s competitiveness.

D. Competitive Advantage.
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Grant & Baden [7] describe competitive advantages as
superior positioning over other organizations by
creating different capabilities over competitors in the
industry. There are two strategies to achieve a
competitive advantage: cost leadership and product
differentiation/value. Cost leadership manages
resources through continuous improvement to be less
than competitors with a minor loss. While still
providing equal benefits to competitors' use, most
companies focus on reducing costs rather than
increasing sales prices, leading to lower product prices
than competitors. Creating product value and
differentiating from competitors is a strategy that
promotes resource investment to adjust the product to
meet customers' needs. Grupe & Rose [8] defined with
a bit different approach, competitive advantage as
simply an organization's ability to stay ahead of present
or potential competition. It is the superior performance
or performance edge of an organization in the form of
market leadership, include the firm’s ability to improve
the quality of its products, reduce the cost of its product,
or enlarge the market share of profit. Similarly,
Pickering & Hill [12] argues that competitive
advantages refer to superiority over other organizations
by making different capabilities over competitors within
the industry. Except for two concepts of cost and value
as above explained, Belay et al. [3] add another
essential dimension, namely: time to market, as they
argue that to win the competition in the manufacturing
industry, we must secure to develop and deliver the
product with superior performance in three main
dimensions of competition: product cost, quality/value
and time. Thus, earlier coming to the market becomes a
first-mover advantage. Concerning resources required,
Pickering & Hill [12] argued that they would utilize
their strategic resources for firms to face the
competition in the market. The firm should have these
resources characteristic of having a competitive
advantage, namely: VRIN. Value — the ability to exploit
any opportunity to neutralize the competition with an
internal capability. Rarity — the ability to own the
capacity or resources that very hard to find in others.
Imitable — the ability to have the capacity or resources
that difficult to find an equivalent or make a copy.
Non-substitutable — the ability to own the capability or
resources that a similar one can’t replace. Rohrbeck,
Battistella, et al. [14] argued that corporate foresight
enables an organization to lay the foundation for future
competitive advantage. Corporate foresight involves
multiple stakeholders preparing the organization for
change, creating value by providing access to critical
resources ahead of the competition, and enabling the
organization to proactively move toward the desired
future.

IL. METHODOLOGY.

The current study applies multiple case studies in local
affiliate companies in the automotive industry and
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cross-case analysis. The selection of a case study is
very crucial in conducting qualitative research [30][.
Then, the proposed case study must fulfil the criteria
‘interactive’ which is based on classification as Figure
II.1.  Interactive: both the local affiliate and the
principal company are active in conducting foresight
activity. Proactive: the local affiliate company is active
in conducting foresight activity, but the principal
company is not active. Vertical: the local affiliate
company is not active in conducting foresight activity,
but the principal company is active. Passive: both the
local affiliate company and the principal company is not
active in conducting foresight activity.

The final judgment for case study selection is based on
table II.2. The case selected should be interactive and
has the best performance in multi-years regarding
becoming a market leader or increasing market share.
According to Eisenhardt [4], to help shape the initial
design of the theory-model building, it is important to
clarify problem identification, research question,
literature review, and identification of priority
construct.

high

VERTICAL INTERACTIVE

PASSIVE PROACTIVE

Principle Company's initiative

low high
Local Affiliate Company’s initiative

Figure II.1. The classification of corporate foresight engagement.

TABLE II.1. DEFINITION OF EACH LEVEL CLASSIFICATION

ENGGAGEMENT LEVEL
Judgement for Case
Study PASSIVE | VERTICAL | PROACTIVE | INTERACTIVE

MARKET

LEADER NO NO NO YES
Firm
Performance MARKET

SHARE NO NO NO YES

Based on the literature review conducted, the initial
proposition of the theoretical framework has been
formulated and the development of research design
referring to research onion by [22]. The overall study
consists of four steps with the following sequences:
research topic exploration, qualitative research design,
triangulation activities, and theoretical framework
finalization, as Figure II.2. This study applies the
research philosophy of interpretivism and an abductive
approach. The data collection and analysis refer to the
initial proposition of the theoretical framework. An in-
depth qualitative interview is conducted with the
selected key informant’s representative of practitioner
experts from local affiliate companies in the automotive
industry.
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Data analysis will be proceeded based on cross-case
analysis. For a within-case study, the research will be
conducted in Indonesia's leading automotive company
as company A. In addition, a cross-case study will be
conducted in three local affiliate companies in
Indonesia as company B, C, D, and three local affiliate
companies in ASEAN as company E in Thailand, F in
Malaysia, and G in the Philippines. The image of cross-
case analysis can be seen in Figure IL.3.

= | RESEARCHDESIGN > | u
RESEARCH TOPIC QUALITATIVE RESEARCH TRIANGULATION
Research Philosophy:
Real World Phenomenon Interpretism
L Confim hypothetical
Research Tope Research Approach theoretical framework  of
Abductive corporate foresight
= — value creation by
N esearch Mef Delphie method
Research Objective Qualitative N
Research Strategy:
Research Question Mulfiple-Case Study
Data Collection:
Literature Review Semi-Structured Interview - Final Output: =
Time Horizon Theoretical Framework
(Cross-sectional
Research Gap Data Analysis
Within & Cross-Case Analysis

Theoretical Framework
of Corporate Foresight
Value Creation

Technique of analysis:
Coding by NVivo
The hypothetic of theory

framework of corporate
foresight process

Preliminary Conceptual
Framework of Corporate
Foresight Process for
Local Affiliate Company

Figure I1.2. The research journey of qualitative research

Local Affiliate Company The leading Local Local Affiliate Company
in Indonesia Affiliate Company in in ASEAN
Indonesia
Company A
c"':'"y ) Company E Thailand
M
&
CROSS CROSS
CASE "‘- + CcAsE
Company D ANALYSIS ANALYSIS
< ' Within case analysis )
] = —

Figure II.3., A cross-case analysis between a within-case and cross-
cases.

The purpose of conducting cross-case analysis is to find
the similarities and differences between a within-case
study and a cross-case study. Based on the similarities
found, the analysis proceeds to the development of
thematic insights.

We use Nvivo software for coding analysis and
thematic data development. The result of data analysis
is the proposed hypothetical, theoretical framework that
will be reconfirmed by using Delphie method as a
triangulation  step.  Finally, based on the
recommendation from Delphie’s expert panel, we
propose the final theoretical framework.

III. RESULT

This section is a temporary result because this research
will continue with qualitative research as informed
earlier. Nevertheless, based on two interviews
conducted, we found some findings and insight that we
will share.
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We have interviewed the two practitioner experts from
the within-case study (company A). as mentioned
before; this research will apply multiple-case study. The
first step is to plan to interview six informants as
practitioner experts. This paper is summarized based on
two of six interview results. These two experts are
selected based on their experiences to handle the jobs
related to the corporate foresight activity for more than
ten years, namely: Mr X and Mr Y.

Interviewing sessions are conducted by online meeting
due to the Covidl9 pandemic limitation. Video and
voices are recorded along with notes during the
interview. The interview session is conducted in Bahasa
as well as the script. A certified consultant supports the
translation of the script to the English version. English
version of the script is required to conduct analysis
using NVivo software. This research employs NVivo to
assist throughout data sorting, coding, and thematic
development.

The following paragraph explains interviewing result
toward each construct of an initial proposition as
proposed earlier.

Both experts mention that corporate foresight has three-
dimensional activity, namely: perceive, interpret, and
prospect. According to them, the activity of detecting,
grasping, and analyzing the information data from
external are classified into perceiving. External
information is obtained through the multi-channel of
networking: association, news, University, an event
with government, or direct meeting with the
government, as mentioned by Mr. X below:

“Usually, we also seek information from

several  other stakeholders, for example, from
the government, from universities, from
association, then also from other parties.”

Both explained that the Interpretation includes the
analysis toward business impact. Prospect include the
reflective action to the mid-long-term plan and
corporate risk management.

Concerning the effect of corporate foresight on
organizational agility, both mention that corporate
foresight positively influences speed, especially in
decision making. By understanding better on external
environment movement, decision-making can be faster.
Regarding the flexibility, Mr. X mention that by
understanding the government’s movement better and
customer expectation, the company can have the
flexibility to adjust the business process.

“So, in the last few years, we have indeed been
looking, looking for some new business
opportunities, even though in the short term or
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medium-term or long term, so that we are not
too rigid, so we are just selling cars, right?
Indeed, at first, we only sold cars, but now we
don't just sell cars; what else? Services, selling
platforms like that, or maybe a mobility
company later”

In contrast;, Mr. X doesn’t recognize that
responsiveness is one of the agility characteristics, as he
mentioned below:

“It seems that we have the ability for the content,
the ability for this content does seem necessary,
we still need support. Support of how we will be
able to respond better.”

Regarding the effect on the ambidexterity capability,
both experts mention that corporate foresight strongly
influences the dimension of ambidexterity, which
consists  exploitation-exploration and  alignment-
adaptation.

“One of the keys, right now, how can the current
and future abilities be run parallel. So indeed,
this is an organization sometimes we do a
number of things.”

The next construct is the relationship between agility
capability and competitive advantage. Both experts
mentioned a positive effect of agility capability on cost
leadership and first-mover advantage; on the other
hand, Mr X doesn’t realize the positive impact on
quality/value performance.

“I haven't seen the real impact; yes, it's
agility towards quality is not
significant.

Regarding the relationship between ambidexterity
capability and competitive advantage, Mr. X mentions
that it is similar to the effect of agility capability,
whereby it doesn’t have a significant impact on the
quality performance, while for other two dimensions are
influenced significantly by ambidexterity capability.

IVv. DISCUSSION

As informed earlier, this research is still ongoing;
however, the temporary result of two interviews with
practitioner experts suggests some insight responding to
the initial proposition of theoretical framework,
including its dimension.

From two interviews conducted, we observe that they
explain the importance of corporate foresight in dealing
with external environment movement, including three-
dimensional activities: perceive, interpret, and prospect.
Two interviewee experts from the leading company in
Indonesia automotive company explain various activity

ISBN:1

or networking of foresight activity with their principal
company. They realize that corporate foresight activity
that is currently applied daily has a positive impact on
organizational capability, especially agility and
ambidexterity capability. Two experts realize two
dimensions of agility capability, namely: speed and
flexibility. But we note that two experts don’t realize
one of the proposed dimensions of agility capability,
namely: responsiveness. It isn't easy to measure the
degree of corporate foresight’s effect on the dimension
of responsiveness. They argue that responsiveness is a
part of speed and flexibility action itself. Regarding the
dimension of ambidexterity capability, they mention
that it is sure for foresight activity having a positive
effect on the dimension of exploitation-exploration and
alignment-adaptation. They realize that the company
aggressively considers current and future business
exploration parallel at present.

Regarding the construct of competitive advantage, the
expert realizes that both organizational capabilities,
agility capability, and ambidexterity capability
positively impact the firm performance, especially on
achieving cost competitiveness and becoming the first-
mover. But, on the other hand, they don’t realize the
effect on the value of quality performance. [ |

Since the above finding is still a temporary result, we
continue to proceed with the research within-case study
and cross-case. [Rohrbeck, Thom and Arnold, 20133

V. CONCLUSION

This study has just started and is still in the very early
stages of the whole research. Nevertheless, based on a
semi-structured interview with the practitioner experts
who come from the leading company of automotive
industry, we can take some insight for conclusion.

This study aims to determine the value creation
resulting from corporate foresight activity in local
affiliate companies in the automotive industry that can
enhance the organizational capability to build the firm's
future competitive advantage. In line with the research
objective, this study temporary can answer the initial
research question on how corporate foresight influences
organizational capability creating the value to build the
firm's future competitive advantage.

Based on the initial finding, as the conclusion, this
study responds to the research objective and question by
understanding the influence of corporate foresight on
competitive advantage mediated by organizational
capability, namely agility and ambidexterity capability.
We can take a conclusion that a firm having corporate
foresight practice can create value-added organizational
capability. This value-added organizational capability
enhances the organization's future competitive
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advantage.
Vecchiato, 2012

Based on the qualitative research, it is expected that this
study will contribute to current literature: corporate
foresight directly affects agility capability and
ambidexterity capability. Corporate foresight can
contribute to gaining future competitive advantage
mediated by agility and ambidexterity capability.

As this study is still ongoing, we will continue the rest
of the qualitative research, and more findings and
insight could be reflected in this study in the future.
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