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Abstract —In recent years, multinationals developed close
relationship with customers by integrating them into NPD
process which reduced switching and increased satisfaction.
While SMEs faced severe breakdowns due to product
failures led by customer dissatisfaction. A reason for this
switching is prohibition of customer integration into NPD
process. Within this context, the objective is to identify those
potential reasons which become the source of non-
integration. Data for this study was derived for a survey
carried out in 25 SMEs (apparel). An exploratory factor
analysis, correlation analysis, ANOVA and descriptive stats
were utilized to discover the potential of various barriers.
Out of all barriers, lack of awareness, trust and compatibility
were potential barriers found positively related with non-
integration. Non/less experienced firms showed lack of
awareness which led them to lack of trust while experienced
firms lacked flexibility in integrating customers. Locally
operating SMEs showed lack of awareness and trust while
firms at regional level were found more aware but refused
the importance of integration. This study is focusing on
customer integration into the SMEs sector has many
implicationsfor professionals and organizations.

Keywords: NPD, customer integration, SMEs, barriers, apparel
industry, new product development and commerciadizat
supply chain integration, supply chain management

1. I ntroduction

This is an exploratory research intended to identif
the reasons of prohibition regarding the customer
integration into new product development process by
the SMEs of fashion industry in PakistaRashion
industry is the high involvement industry (product
category) by the consumers. The study was condwted
the basis of two product categories — apparel &oe.s
Later on the difference of the opinion was checked
among those respective product categories. Scope an
experience differences were also tested to obstree
impact on the factors which found to be influental
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the behavior of the SMEs regarding the C.I approach
Channel integration with different processes is
acknowledged in the literature [1], [2], [23], [2916].

And most importantly, customer integration into trew
product development process was very much
emphasized by many academicians and practitiodgrs [
[2], 3], [24], [31], [22]. Researchers concludedat
those products which are ranked as high involvement
products by the consumers must be  designed,
manufactured and distributed in accordanceh vitie
consent of those consumers and customers[ZJ],
[11], [13].

Multinational firms use customer integration apmtva
for making new and innovative designs with the hefp
customers’ opinion. Fashion industry is one of the
leading industries in the world [12]. The desigrfighe
products (apparel) are gettigportance by firms. These
designs are developed by the designers and creative
teams who use creativity during the design procBss.
there are firms which prohibit C.I approach duethe
customers’ less exposure about the market trendkeor
structural complexity of the organization and mamgre
hidden reasons are present [1], [09], [07]. But faend

no prior research regarding C.| approach in Pahkista
perspective. Thus, it is significant to know thahyw
these SMEs prohibit C.l approach into NPD process.

Problem Statement

The problem statement is: “What are the barriers to
customer integration into new product development
process faced by the SMEs of apparel industry in
Pakistan”.

2. Literature Review
2.1 Supply Chain M anagement

Increased uncertainty in the market trends [1], [Bjor
customer service [2], [5], late deliveries [3], erdelays
and cancellation [4], [6], mismanaged inventori&g, [
reduction in market share [6], [18], dissatisfiacstbmers
[7] etc are such issues which led the firms to neaer
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their supply chain performance rather than to hafecus
on the performance of individual firm. It is always
stressed that the ultimate success of an indivifitral is
dependent on the performance of the whole suppdynch
and vice versa [3]. Planning, design and operatimaghe
key strategic ingredients of supply chain observethe
success/failure of several firms [1], [5].

Thorough insights should be taken by the reseasciued
practitioners in order to properly manage the sypphkin

[1], [2], [4], [8]. What actually supply chain idow it
works and affects the performance of the firms the
basic concepts which must be considered while
developing supply chain strategy [1], [2], [5], [2§28].
Few consensuses among researchers is found regardin
the definition of supply chain management but foe t
matter of understanding Global Supply Chain Forwum h
been approved as the most appropriate source @iysup
chain  management. It states that supply chain
management is the proper integration of key busines
processes from the end-users through suppliers hwhic
provide product/service and information in orderaitd
value for the customers [1], [2], [12], [14]. Gilmso
narrated that supply chain management involvesnbasi
functions and logistics management activities Prjoper
integration requires coordination and collaboratomong
key supply chain partners in order to maximize @ongr
value [8].

2.2 Scope and Span in Supply Chain M anagement

It is stressed that integration among supply clpairiners

is a crucial decision to be made in order to penfor
function efficiently [9]. But the question is to ke
decision regarding the extent of integration whish
required and with whom (organization & processd§) [
This decision is primarily dependent on the scopd a
span of the supply chain [8]. Defining of scopesiupply
chain is based on two elements: product (nature &
complexity) and supply chain objective. For complex
products and being responsive close relationshipngm
all members is required while for others in-direct
relationship may also work [11]. Perkins mentiornbdt
scope is the no. of tiers in present in supply rchelhile
span is the no. of firms in each supply chain [14.the
scope and span increases, the complexity of thelsup
chain also increases [2]. Anyhow, this complexiin de
reduced if the firms are having strong sense @&fgrating
appropriate functions and processes in their suppéin

[1].
2.3 Process View in Supply Chain M anagement

Several definitions have highlighted the element of
integration as most important in the business Esee[1]
because the performance of the function and evarlewh
supply chain is dependent on the output of the ggees

[2]. It is also commonly believed that in a sinfiection,
there may be several processes involved that is why
argued that the performance of processes will deter

the performance of the function [34]. Lambert, Cerof
Pagh identified eight key business processes whiete
utilized and integrated in many firms from foodrtsport,
chemical industries etc [1]. These business presecase
integrated  with  other  functions  (procurement,
manufacturing, marketing, distribution and customer
service) and organizations (channel partners) iralin
supply chain management [6]. The processes are:
customer relationship management CRM, customer
service management CSM, order fulfillment proces$ 0O
demand management process DMP, manufacturing flow
management MFM, new product development and
commercialization process NPDC, supplier relatigmsh
management SRM, and returns management RM [1]. All
of these processes if properly integrated and ogenaay
produce abnormal positive results but the case may
become reverse if any of the process fails to pl@vi
maximum input [16].

2.4 New Product Development and Commer cialization
Process

The survival of every firm is highly dependent dret
solution it provides to its customers [2]. Delivagithe
desired solution to customers is a potential tootetain
customers for life time [1]. Dale defined new protu
development process as a process which forms etwgteu
for the development of products effectively witke ffoint
efforts of suppliers and customers [1], [2], [3]thdugh,
the processes are interlinked but other processemare
dependent on new product development process §dl].
new product development has a huge impact on the
processes and functions [12]. It is also believeat the
success of supply chain is entirely comprised efrtpid
product development and reduction in the time tokera
[14]. Because new product development can lead —
procurement function to purchase the required rzdter
manufacturing function to make the design of thedpct,
marketing function to create awareness in the custs,
distribution function to make the product availablel the
customer service function to reduce the post pweha
dissonance in the customers’ minds [15]. Chopréedta
that supply chain becomes value chain when theaeatesi
product/service is delivered to the customers R&f,
product development is a source of value creatiortie
customers and that’s why is of prime importancd.[18

2.5 Integration and Coordination

All functions processes and organizations are lintexd
and striving for the attainment of a common godl 4 a
single function, there may be several processeshiad
and at the same time a single process may be fandmy
processes [2]. These interdependencies among dascti
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processes and organizations are very complex and
sometimes it becomes difficult for firms to hand82].
Here comes the decision to integrate in orderdoce the
complexity of tasks [27]. But the question is thalat
extent of integration is required and at what level.
Through supply chain literature, we found that the
management of the supply chain, authors have used
different terms like negotiation, interaction and
collaboration [11]. Later studies by [1], [2], [3B], [9],

[11] emphasized that management terms are basitedly
modes of integration which are used in the prooassed
“Continuum of integration” in the supply chain [2$o0,
integration can be found even in the definition thé
supply chain management [12]. But the extent of
integration may vary according to the importance of
integration [16].

2.6 Integration in New Product Development Process

New product development process is the process with
which all the processes are integrated and depénden
[2]. Dale (2004) also suggested that to remain
competitive in the market, firms must be able tetaun
innovation by integrating two processes: new produc
development (NPD) and supply chain management
(SCM). The new product development is not only
affecting the functions but also the processes umxa
processes are integrated in the functions to emhanc
their performance level [1]. The integration of the
functions and processes in NPD process is depemaent
the stages of the new product development prodess.
the stage changes, there may be a need to integrate
different process, function and organization int ttage
[15]. The first stage of the NPD process is ‘“idea
generation” [17]. This is the start of innovation.

A good idea may leads towards an innovative and
successful product but it depends on the market
conditions, supply chain efficiency, customers’ @ioh
[6], [11]. Dale (2004) also recommended that for
making a new product, suppliers must be
integrated  because for every product, the
organization require materials and if these madteria
aren’t available at the supplier, then the product
designing can’t be initiated. For making a quick
availability of the material required by the ongzaation
(manufacturer), supplier must be involved in thedurct
development [2], [5]. Suppliers can even dbuote
in the idea generation phase by giving intivea
suggestions to organization [7]. There are companie
which evaluate their products by testing their prgpes
with the help of customers. On the basis of the
prototype evaluation, the accepted products are
launched in the market [1], [2]. Many software
companies offertrial versions oftheir softwargjo getthe
acceptance/rejection criteria of the customers uthino

ranking and feedback system so that these companies
can improve or re-launch their products [14].

2.7 Customer Integration into New Product

Development Process

Among the integration of suppliers, retailers amdss-
functional teams at different level or stages of tMPD
process, customers are of prime importance as the
acceptance and rejection decision in their hands [1
Involving customers in the NPD process is the satof

the customer relationship management [2] so it mélaat
CRM is integrated in the NPD process [11]. Manytloé

firms in service industry focus on customers’dieack
regarding the service quality level. Firms in
manufacturing sector also pay attention to the

evaluation made by the customers about their ptsduc
[9]. Hence customer relationship management is
coordinated with product development process ireotd
enhance the strength of the relationship with custs
while reducing time to market and increasing the
growth in profitability [7]. Mass customization ia
concept followed by Nike in order to meet customer
needs with the help of customer integration itie
production process. Nike has flexible technologiesl
production  processes which supports customer
integration. They integrate customers into the ealu
creation during product configuration, specificatiand
co-design [21]. Nike followed co-value creation hvit
customers by empowering them to specify their pebdu
choice and getting the requested product within no
time [31]. International brand BMW has made a \dftu
innovation agency in which customers come and desig
cars according to their taste and choice and canepl
order after designing them. Company will make those
cars on orders. This step was taken because they ne
to have a life lasting strong relationship with tounsers
which are the goal of every firm whether competiog
profitability or sales [5].

2.8 Past Researches regarding Customer Integration
Barriers

Through the past researches, the trend of customer
integration can be seen [1], [31], [32], [33], [3P36],
[37]. Firms have developed different methods of
customer integration and used technology as a pyima
source of the integration [1], [19], [11], [21],4R [25].
Through, internet, firms are connected with the -end
users or consumers of the product who can provide t
possible evaluation of their product/service [108],
[18], [23], [26], [29]. Majority of the large enterises
are focusing on the customer integration approagh [
[2], [3], [4]- Customer integration is not a new
approach and is in use from hundreds of yearshim t
fast paced customer oriented environment, stillreghe
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are firms which avoid from the integration of custrs
into the new product developmeptocess [32], [33],
[34], [35], [36], [37]. Some of the prior researshe
regarding customers’ non-integration are as foltows

e Stoneman & Karshenas (1993) claimed that firms
having fewer resources use avoidance technique
regarding new investments even in potential
opportunities.

e Lambert, Cooper and Pagh (1998) claimed that
several firms are missing communication and
integration networks. They additionally argued
that for the integration of a new process, all the
processes need to be reengineered if dependent
otherwise requires proper adjustments.

e Bakos (1998) suggested that it is not feasible for
an organization to alter its traditional processes
because its time consuming and requires lots of
resources to utilize.

e OECD (2000) also suggested that top
management of the organizations and even their
subordinates are not ready to switch to a new
method or technology because they aren't
familiar with the new methods and have a strong
believe that new methods aren't profitable.

e Tollin (2002) revealed that there is a prohibition
in the acts of the firms in the initiation of a

new method integration into a process.
Additionally argued, that firms believe
whenever integration is placed between a

process and an organization, there needs to
be the process reengineering because all the
processes are integrated and interdependent on
each other which makes this integration more
complex. Firms avoid this complexity and
don't go for the integration of customers.

e Joshi & Sanjay (2004) suggested that strategic
process flexibility means cross functional teams
are missing or not appropriate and according to
the new method of integration.

e Ameeta (2004) narrated that due to certain
structural complexity and in-adaptation of
updated technology several firms are avoiding
the integration of customers into their product
innovation and design process.

* Geib (2006) also suggested that there are firms
which believe that customer integration approach
must not be adopted because they can't rely on
the knowledge of the customers as they are in-
experienced.

i. Factors|dentified through Literature

e Lack of resources
e Lack of communication and integration networks
e Lack of awareness

* Lack of skills
* Lack of infra-structure
« Lack of trust

ii. Factorsldentified through Pilot Survey

e Huge cost of integration

e Proper channel treatment missing
e Lack of knowledge

e Lack of expertise

3. Theoretical Framework

Figure: 1
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4, M ethodology
4.1 Research Design

Due to the less emphasis made by the researchef4]i.

[2], [32], [27], [36], [37] etc on supply chain e=pally
NPD process, the field of NPD with a customer drive
focus is found rarely touched. This study has aigoon
customer integration in apparel industry which ever
emphasized before. That's why exploratory research
design is used.

4.2 Research Objective
» ldentification of barriers which are inhibiting
SMEs from integrating customergito NPD
process.
e Critically compare and contrast Apparel and
Shoe Industries.

» Making SMEs realize about the importance of
customer integration approach in their NPD
process.

4.3 Population Definition

According to economic survey (2011) [34], SMEs are
giving 30% to GDP and 25% to exports of manufaowri
units. Apparel as a separate product category lsgh
involvement category and contributes maximum in the
overall economy of any country. That's why appdirehs
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from small and medium enterprise sector were ssdect
which located in Punjab region.

Apparel
industry

| Pakista |>| Punja |>| SME |’

>| No customer Integration |

4.4 Sampling Method

Snow ball sampling method is used in this
research because the required information s
possessedby limited people — only owners of the
respective firms can provide answers regarding the
customer integration barriers in NPD process. Saigon
we focused only on SMEs which are not integrating
customers in their NPD. So, pre-meditated judgnuént
decision is needed to be made.

45 Sample Size

There are one hundred and ten organizations (SMES)
operating in Punjab region in which sixty are from
apparel industry and fifty from shoe industry. Afi the
SMEs are located in 9 cities of Punjab region. From
every city we selected 5 to 6 SMEs as it was degjct
the half of the SMEs in a city. Selecting half dfet
SMEs from each city is to have a true representatib
the whole population. The reason behind the Selecif
Punjab region in Pakistan was that the majoritythaf
SMEs and developments are also in this region.itSs,

a better market to test the company responsesdiegar
customer integration approach.

Sample Size Selection

Appar el | 60 | Apparel firmssdected | 25

4.6 Research Instrument and Techniques

At the start, it is a qualitative study because tnaishe
factors (barriers) are identified through pilot \seys
but by combining all the factors (barriers) attaine
from past researches and pilot surveys which degfine
the questionnaire a quantitative one. Then, we
designed a questionnaire which has Likert scalé of
in which 1= strongly disagree and 5= strongly agree
Ranking provide weight age to different factorsonder
to classify the most important and least importanés
that's why Likert is used here. The questionnaise i
designed to get response from two industries —rappa
and shoe. Those SMEs are asked to fill the question
which are having
Scope:
Age:

local and regional
more than 10 years, 5to0 9
years, less than5 years

At the other end, we used different research teples
i.e. T test, EFA, ANOVA (Post Hoc) and descriptive
statistics. As the questionnaire is designed to sumea
the most important and least important barriers to
customer integration into NPD process so, factaiyeis

is used. ANOVA is used to measure the significdeeel
w.r.t location, scope and age of the SMEs

4.7 Research Question and Knowledge Gap

It is important to note that in the supply chain
literature, the emphasis of the academicians and
practitioners remained on the integration and
management of the whole supply chain across
organizations, processes and functions [1], [211],[1
[15]. The level and extent of integration is also
elaborated by the researchers [1] etc. They coedud
that the most crucial process to be integratethasnew
product development process as the success of the
whole supply chain is dependent on the solution it
provides to the customers or customers’ customers.

Now, the question is that which member of the suppl
chain should be integrated and at what extent thidly

be integrated [1], [3], [6], [34]. They suggestedhat
according to the new product development pmces
in all the six phases relevant processes and member
are integrated i.e. may be suppliers in produactio
planning, customers in idea generation or retailars
customers service to get appropriate feedback.

So, types of members to be integrated will depend o
the phase of the new product development process
[16], [19], [21], [25]. Customer integration intohe
NPD process is more comprehensively profiled by the
researchers: [1], [11], [13], [17], [19], [22] etthey
concluded that the solution is for customers whigh
distributed among those customers through chain
members, should be produced according to the
requirements of those customers [1]. So, it's betbe
indulge customers into the NPD process. But theeeew
firms which refused to accept this concept as a
competitive tool [1]. Past researchers [1], [33]3],
[34], [35], [36], [37] showed that due to tHack of
customer exposure and structural complexity, these
firms avoided to adopt C.I approach. These research
were in American and Japan context. Ni prior redear
is found in the literature regarding the barriecs t
customer integration in Pakistani settings. So tb@is

of the study can contribute to the knowledge of the
academicians and practitioners. The research gueisti
that “What are the barriers to customer integratictio
new product development process”. Research
hypotheses can be made with the help of research
guestions. We have made the following research
guestion:

Q1:What are the barriers to customer integratioto i
new product development process in Apparel Ind@stry

On the basis of the research question, we made thre
hypotheses.

H1: There are significant differences among custome
integration barriers and location of the organamatin
Apparel Industry.

H2: There are significant differences among custome
integration barriers and scope of the organization
Apparel Industry.

H3: There are significant differences among custome
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integration barriers and age of the organization
Apparel Industry.

5. Analysisand Interpretation

Research is valid, significant and reliable andcpcal
only and only if the analysis of the research idra&x
ordinary. We used Factor Analysis, ANOVA and
Correlation Analysis to weight the variables inght and
appropriate pattern.

« Data Reliability Test

Reliability Statistics

Grenbaghs,
Alphs N of ltems

B3 28|

This test is used to check the internal consistasfcthe
data which should be equal to .5 at least or grahen
this. Whereas (.838) alpha describes a strong nater
consistency of the data available for analysis.e Th
strength of the data determines the level of réitgb
of the data which is high.

5.1 Factor Analysis

Factor analysis is used for the summarization and
reduction of the data. Through this analysis, nb. o
different variables is summarized in small factadsich

are classified as most important and least impartaa
identify the interpretability, Varimax rotation ningtd
with Kaiser Normalization has been applied [35].

Factors Awareness | Trost | Compatibility | Variance

Lack of Awareness 28.730

Customers aren’t aware of their real needs 194

Customers can’t create or mnovate ideas | .738
rather portray self interests

Customers’ variation i interest and demands | 713
is the drawback of customer itegration

Customers even don’t buy their own 636
suggestad Products

Customer itegration is not much beneficial 597
forthe organization

Lack of Trust

20571

Orgznization doesn’t want to get dependent 860
oncustomers® self interest and views

Customers can provide false mformation 833

Customers are in-experienced and can’t be 830
Trustad

Customer integration can’t lead to 837
Profitzbility

Arisk is present regarding the private 73
information loss by the customers
Compatibility Issues

Top manzgement is not willing to engage (850
customers in NPD process

14337

Employees are not willmg to wotk with 729
Customers

The mode of operation i our company is 706
Complex
There i3 technology lacking to support (823
customer integration

Communication and mformation sharing 754
processes are not supportive for this

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.
a. Rotation Converged in 5 iterations.

Through explanatory factor analysis three factors—
awareness, trust and compatibility, were found le

more influential and have significant relasaip
with  the behavior of the organizations towards the
implementation of the C.I approach while the rernman
two factors — cost and infra-structure, were least
significant and showed no impact on the firms bébrav
with a rating of .361 and .218 respectively. Taetor
“lack of awareness” showed a variance of 28.730%
which means that the ratings by different firms tive
apparel sector are varied according to their diffier
perspectives.

From the correlation analysis, it was ideatifi that
lack of trust is related to the lack of agreess and
have significant relationship with each other. Atds
relationship can be seen through the factor armlst
those firms which lacked awareness also showed rlowe
level of trust in the C.I approach and 20.571% arce
was observed in the ranking. And once there is tafck
trust, the organizations produce certain behaviogder

to avoid this approach which became the issue of
compatibility at a variance of 14.337%. but theessl
effect is being noticed regarding cost of integnatand
infra-structure on the firms’ behavior towards C.I
approach.

5.2 Correlation Analysis

Correlation is a tool with which interdependency
(Relationship) among factors identified throughtdac
analysis is checked. It also analyzes the streiagidh
direction of the interdependency among different
variables.

cost swsreness trust Compatibiity | Infrastructure

Cost Paarson Cormelstion 1 141 205 135 437
Sig. (2-tsiled) 551‘ 325‘ 518 028

N 23] 25 25 25 25

swareness Pearson Correlstion 141 1 558" -083 -426

Sig. (2-tsiled) 2501 .000] 692| 034

N 25 25 25 25 25

Trust Pearson Comelation 208| 958 | 1 004 -353
Sig. (2-tailed) 325 000 385 074

N 25 25 25 25 25

Compatibiity ~ Pearson Comelstion 13§ -083 004 1 21|
Sig. (2-tsiled) 518 692 .285| 294
N 23] 25 25 25 25
Infrastructure  Pesrson Comelation 437 -426) -363 .218] 1

Sig. (2-taiked) 029 034 074 294

I N I 25| 25| 25| 25| 25|

*. Comelation is significant st the 0.05 level (2-4ailed).

**. Comelstion is significant st the 0.01 level (2-4siled).

Cost of integration has a strong co-relation witlfra-
structure and it is logical in a sense that thasesf
who are thinking that customer integration appro&ch
expensive are right because they are having
contradictory infra-structure in the organizatioithathe
approach. These firms if go for customer integratias

to change rather improve their infra-structure iles

to make proper adjustments and to make customers
properly integrated.

Lack of awareness has a strong co-relation witk Iafc
trust and infra-structure. There are firms whicke ar
having less exposure of the market and are notewar
about the customer integration approaches, itstaaod
techniques, its evaluation methods and consequeswes
they less rely on the customer integration approdth

is a common sense that when a person doesn't have
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awareness about an item, he/she will never thagtitem

if placed in front of them. Thus, lack of awareness
contributes to lack of trust in customer integratio
approach. Same is the case when we compared lack of
trust with other factors, then found a healthy co-
relation with lack of awareness and infra-structure

Lack of compatibility has no impact on any of thiher
barriers to customer integration into new product
development. Those issues which are independent
become healthy for an organization because if trey
not handled, will not initiate other barriers. Wiiinfra-
structure has a strong co-relation with three factoost,
trust and lack of awareness. This shows that tlioses
which feel that customer integration is expensive a
lacking awareness in that particular field of costo
engagement and therefore, don’t trust this approach
They believe that for customer integration, thegcéo
have improvements in infra-structure which is opstl
while they are not aware of the benefits of therapph
and at last leave the approach and go for traditiasays

of innovation.

5.3 ANOVA Test

i. ANOVA w.r.t scope

H: There are significant differences among customer
integration barriers and scope of the organization.

ANOVA

Sum of Squares dof Mean Square F Sig

Coat Between Groups 27674 27674 61.853 000}
‘Within Groups 10:290| 23| .44.’|
Total 37.964 24

| B arenass Between Groups A84 1 194 125 az2r
Within Groups 35.764 23| 1 .555|
_I'oia 350858 24

Tnust Between Groups 258 1 258 130 ya
‘Within Groups 45209 23 1.966|
Total 45466 24

Compatibiity Between Groups A67 {7 1.327 26
Within Groups 2889 23 126
Total 3.0586) 24

Infrastrucme Between Groups 3A425] 1 3.425| 3.815| 053
Within Groups 20648 23 808
Total 24073 24 I I

ANOVA w.r.t scope will tell us about the trends of

apparel industry regarding the adoption of customer
integration approach and what barriers are in place
make them to prevent decisions about adoption. The
above table shows that cost of integration (.00@) iafra-
structure (.053) are affected by the scope of thmasfin
apparel industry as both the factors are showing
significant relationship with each other.

The means (4.21) of the firms’ ratings show thaisth
firms which are working locally are more consci@imut
the cost of resources which will be required, frajn
expenses (employee & customer), new departmental
development expenses. And they feel that cost és th
major issue due to which they are avoiding customer
involvement in the NPD process. While those firntsoh

are working regionally are not considering cost as
barrier because they have a scope of operationa in
complete region and getting much profit which
complements the adoption of customer integration
approach are having a mean value of 2.06. So, rijegt

the statement by stating that cost is not an issueC.|
adoption. In case of awareness all the firms whrettheir
scope of operation is local or regional are diseigig to
consider awareness as a barrier in the path oftiehopf
customer integration approach. They think that mityjof

the firms are aware about the tools and techniques,
benefits, evaluation techniques and troubleshooting
techniques of customer integration approach anthba
great knowledge about latest market trends. Thatig
their relationship is not significant (.727, .7280, they
reject the statement that lack of awareness isrdeba
Same is the case with factors: lack of trust and
compatibility. The firms think that they trust costers,
customers have prior knowledge, customers donVigeo
false information, and customer integration is Iiers

for the firm and customers as well.

So, they believe that their avoidance to customer
integration approach is not due to lack of trusd an
compatibility by showing insignificant relationsh{pr21,
.261). Whereas there are firms which declare thairt
infra-structure is not supportive in adopting cuséo
involvement. They feel that their mode of operatisn
already complex and can't afford integration of #eo
process (customers in NPD) with other processesyTh
have placed a significant relationship among baraied
scope of operation .053. Firms which are locallgragping
are suggesting infra-structure problems as bardsrsheir
mean value is 4.10 while other firms having regiona
scope are less emphasizing on infra-structure laarider
because their mean value is 3.34.

ANOVA w.r.t Location

H: There are significant differences among customer
integration barriers and location of organizatinrapparel
industry.

ANOVA
Sum of Squares df Mean Square F Sig.
Cost Batwean Groups 20,816 8 3721 7.:9 J000)
Within Groups 8 4,| -:| 508
_f(_ﬂa 37 964 'M
jarw areness Between Groups 25052 B 3.1 4.5 W05
‘Within Groups 10.907 %® B2
Total &5.958| el
Trust Batween Groups 31.172] 8 3.847 4,382 10|
Within Groups ‘4.2‘=\3| :| 583
Total 45,466/ el
C ompatbdity Batween Groups AT9| 8 00| Az 20|
‘Within Groups 2,578 % A8
Tots 3.-'_\55| El | |
Infrastucture Betwesn Groups ‘5.5“e| e.| 1.877 _.L'J.;|
Within Groups #.255) % 518
Tota 24.073 L
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When the barriers to the adoption of customer hation

approach are cross-checked with the location of the

organization in apparel industry, | came to knowat tbost

of integration, awareness, trust and infra-striectissue
are the hurdles in the path of C.I adoption. While,
compatibility issues are not affecting firms' deois
regarding the adoption of C.I approach. From thevab
table, it is clear that location has significai®0Q) impact
on cost of integration which means that differeintng
located in different cities of Punjab sector haiffecent
opinion about cost factor.

These firms located in Multan, Lahore, Gujranwatal a
Faisalabad has mentioned cost of integration aseban
the adoption of C.I approach. While firms in otlo#ties
like Islamabad, Sahiwal, Rawalpindi and Sialkot are
refusing the cost factor as a barrier. So, in ugpamjab
firms are not avoiding C.| approach due to expensiv
integration of this approach and they don't beli¢kat
customer integration is expensive. In case of anes®
firms from Multan, Lahore and Gujranwala are having
significant (0.05) relationship with awareness #rely are
agreeing with the statement that they lack awaseabseut
customer integration approach, its tools and teples
and evaluation methods so they accept awareness as
barrier in their path to adopt C.I approach. Wfiilens in
Faisalabad, Sialkot, Islamabad, Khanewal and Salzirea
stating that they are aware of the tools and teghas and
benefits of the customer integration into NPD pescand
don't think that it is a barrier in their path. Theare some
firms which feel that they can't trust customerd dist
their ideas in no importance box by just sayingt tha
customers are less experienced and know little tatheu
market trends and even can provide false informatio
intentionally. This particular and significant (8)arend is
present in firms which are located in Multan, Lahand
Gujranwala.

Whereas, there are some other firms which are stipgo
this concept that customers can and must be trustdd
have all the knowledge about the latest marketdsen
They think that customers is the name of truth and
authority and say that customers’ ideas must lenliand
implemented to reduce customer dissatisfactionsinuv
high significant relationship with among trust barrand
location. But there is no significant impact of
compatibility issues with the location of the firmk
means that irrespective of the firm, no appropriate
differences are observed in their ratings about
compatibility as a barrier to C.I integration artbwed a
non-significant level of .920. But firms’ locatiohas a
strong and significant impact on infra-structursuiss.
These firms are operating in Multan, Lahore, Gujrala
and Faisalabad and showed that infra-structuréefitm
may become a problem in the adoption of C.I apgrdac
implement which is highly significant (.011).

iii. ANOVA w.r.t Age

H: There are significant differences among customer
integration barriers and age of the organization.

ANOVA

Suim of Squares ot Mean Square F Sig.
Cost Between Groups 1248 Z G624 374 L-rd
‘Within Groups 36.7186) s 1.669|
Total 37964 24
| 3w arenass Between Groups 0.5 z 10.261 H.625/ (0o
‘Within Groups 15.4386) s 02|
Total 35.958| 24
Trust Between Groups 21941 z 10.971 1. 260 )
‘Within Groups 23.525| 2 1.069)
T ozl 45455 24
Compatibiity Between Groups ADg| Z 204 1.603] 207
‘Within Groups 2548 22 A0
I[ol! 3.056] 24
Infrastructure Between Groups 9.159) 2 4.580| 6.756) 005
‘Within Groups 14914 22 BT
T ozl 24073 24

Firms who are older in the market and serving tlaeket

for more than 10 years recommended that the actual
barrier in the path of customer involvement is laufk
awareness about the tools and techniques of custome
involvement, benefits of this approach and othessjiie
evaluation techniques and rated this factor whosam
value is 4.25. While firms having less than 10 gear
experience are not focusing lack of awarenesshtasréer
rather their ratings shows that they are havingpter
exposure about the C.l approach and its possilitomes
while the mean value is 2.88 the variation in theam
tells us that the relationship between age of the
organization and lack of awareness barrier is Sagmit
.000. Opposite is the case with two barriers whach
preventing the implementation of customer involvame
into the NPD process: cost of integration and ladk
compatibility. Both the factors have shown in-sfigraint
relationship with the age of the organization. Thms
served market for more than 10 years are not haamyg
issue with the cost of integration. Because theyiaurthe
market for a long time and have much profit to remia

the market.

So, expense or cost which is required for the prope
integration is not an issue for them. Whereas fimwhsch

are having less than 10 years experience are habivat

the cost barrier because they have never used such
technique in past so they are having less expaueeto
which their rating is ambiguous. Firms lacking trusthe
customers’ point of view and customer involvement
approach shows that they are worried about thelilieg

of the techniques and the consequences of thatitpeh

Older firms are more worried about the technique an
customers’ credibility while less experienced firaxe not
worried as they are new to market or spent lese iim
market, so their opinion is somewhat fluctuatingtheir
point of view the lack of trust is not an issuentfgais the
case with factor infra-structure which lacks ingbdirms
which are less experienced but for older firms thisot
an issue.
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6. Conclusion

This is an exploratory research intended to idgntif
the reasons of prohibition regarding the customer
integration into new product development process by
the SMEs of apparel industry in PakistaApparel
industry was chosen because it has become the high
involvement industry (product category) by the
consumers. The data was collected from Punjab megio
because majority of the SMEs were located in this
region. Many multinational and international firms
followed customer integration approach and declared
abnormal profits as a result of the customer irz&gn.

But these success stories still don't work for 8MEs.
Thus, a need to identify the reasons behind this
prohibition is present so that SMEs perform betted
can compete at local or regional level. Stat paekag
of SPSS version 17 was utilized for the purpose of
analysis of the data gathered through questionnaire
Explanatory factor analysis, correlation analysis,
analysis of variance (ANOVA) and regression analysi
were being used to reach to the results.

Through factor analysis, apparel industry showegeh
factors (awareness, trust and compatibility) solutat a
variance of 56%. This shows that whether high av lo
still these factors have influence on the firmshéeor
towards customer integration approach. There anesfi
which are not aware about the possible benefits and
side effects of the customer integration approac a
showed less trust on the efficiency of the approach
which were found in the previous research by Tollin
in 2002. While other firms showed that they were
having exposure regarding this approach but they
lacked in the resources which were required to
implement this approach which was also concluded in
the research of Geib in 2004. In apparel industig,
firms lacked awareness about the customer integrati
approach and perhaps this became the cause of lower
trust level these firms showed towards customers’
opinions through customer integration approachwds

the lack of awareness which made them to obserse co
as a barrier in the implementation of this approach

Experience of the SMEs from respective industries w
found to be an influential factor. Older firms were
having awareness about C.| approach and trust en th
possible benefits but their organizational membkéop
management/employees) were not comfortable with the
use of this approach. Whereas there are firms ieth
experience lacked awareness about C.lI approach and
showed lack of trust. Scope of the SMEs from
respective industries was also found as an inflakent
factor because local firms showed that they weré no
having proper knowledge about the benefits and side
effects about the C.I approach and showed lowest tru

level on C.I. while, those firms which were opemgtiat
regional level observed to be more aware but areezaly
to trust CC.I as a profitable tool for the successIPD.

7. Recommendation

From the research it is clear that firms are naipgidg
customer integration approach and reasons are also
identified. When we deeply analyze the reasons,eceom
know that firms are having lack of awareness atibet
benefits of customer integration. Multinationalnils are
using this technique and very much successful @irth
operations and other activities. SMEs must focus to
expand their operations and to think locally butatct
globally. They must idealize multinational firms aiare
giving birth to customer integration approach ireith
production and marketing processes. Lack of Trast i
customers and customer integration approach isribst
rated factor by all the product managers of shomdfi
What they need today is:

* Proper research and development procedures and
successful implementation

» Presence of Flexible Technology

« Listen to the voice of the customers

* Engage customers into the idea creation process in
new product development process

« Look for cheap/ in-expensive ways of integrating
customers in new product development process

« Properly trained employees should be hired who
should always be ready to accept changes

« Top management must be flexible enough to adopt
any sort of change which is be beneficial for tine f
and market as well

« Proper identification of attractive and result
contributing methods and approaches must be
identified and implemented in order to get maximum
benefits from customers.

* Firm must enhance its vision.

« Proper feedback system should be developed in order
to solve customers’ problems because these
problems are the main source of new product
development.

The focus of the research remained on the fashion
industry, so the results can't be generalized fibrtre
SMEs relating to different industries in Pakistarhe
sample size was chosen on the basis of snow baliote
which is less in numbers and may not provide
comprehensive information about all the SMEs sect8o
recommendations are specifically for the appardlistry.
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