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Abstract

The aim of present research is to develop and validate scale of supplier and
customer facilitation in new product development process. It is noticed in
previous research that suppliers and customers are involved in new product
development process. However, it is commonly observed that their
involvement varies from culture to culture. This aspect was specifically
ignored in previous research. To fill this gap supplier and customer’s
facilitation construct is developed and tested in Pakistan’s manufacturing
organizations. For this purpose, simple random sampling technique for
selection of manufacturing firms is utilized which is further supported by
purposive sampling technique for distributing questionnaires among the
managers involved in new product development process. Based on both
probability and non-probability techniques 450 questionnaires were
distributed to the targeted sample, whereas, 380 questionnaires were
received back and out of which 328 were valid ones. So, the sample size for
current research was 328 resulted in72% response rate. The results of
study approved the validity and reliability of both scale (i.e., Supplier and
Customer’s facilitation). The present study has introduced such scales
which are equally applicable for Asian and Western country’s
manufacturing companies which are involved in continuous product
development process. This study has provided fresh and important avenues
by incorporating the role of suppliers and customers as a facilitator in new
product development and supply chain literature for research scholars,
academia and industry.

Keywords: supplier facilitation, customer facilitation, scale development,
scale validation

Background of Research

A growing body of literature, for example (Brown & Eisenhardt,
1995; Lin et al., 2010; Parker, 2000; Shamsuzzoha, Kyllonen, & Helo,
2009) suggests that companies will perform well if they collaborate with
suppliers and customers in their new product development (NPD) process.
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For instance, when manufacturing firms collaboratively work with suppliers
and customers can improve productivity and product quality, obtaining
access to new markets and lowering costs, reducing new product
development time for achieving competitive advantage (Ragatz et al., 2002;
van Echtelt et al., 2008). Many manufacturing firms are striving to achieve
competitive advantage. This is only possible if new products are successful
with effective new product development process. The most essential area of
concern is to know the causes of new product success and failure.

It is also essential to be aware with the new product success drivers
of developing countries because these might be different from developed
countries due to cultural context and other reasons (Rasiah, 2011; Jogulu &
Ferkins, 2012; McDonald, 2012; Huang & Tsai, 2013). It is noticed that day
by day business environment is becoming more competitive and fast paced.
In this situation firms are using many commercial and economic
arrangements for innovation, new product developments and new product
success. One of these factors is the external sources to ensure firm’s
competitiveness (Knudsen, 2007; Lau et al. 2010; Fuchs & Schreier, 2011).
These external sources include suppliers and customers involvement in
different stages of NPD process. In past research end or lead users of
product are taken as customers. In western context the involvement of
suppliers and customers is applicable; however, this aspect can vary from
culture to culture. For example, it is commonly observed in Pakistani
manufacturing companies that customers (end or lead users) are not
involved in NPD process rather business customers which are distributors,
wholesalers and retailers who are facilitating in NPD process while
distributing timely products in the market. Even the suppliers are only
facilitating NPD process by provision of on time and good quality raw
material. Keeping in mind this observation it can be suggested that the role
of suppliers and customers vary from culture to culture. Therefore, the aim
of current research is to develop and test such scales which can be equally
applicable to manufacturing companies of developed and developing
countries.

Literature Review
Supplier Facilitation

Suppliers can be defined as strategic collaborators and strong
relationship between suppliers and manufacturing firm is important
(Koufters et al., 2005). Such relationships require commitment, trust, and
open communication between these collaborators. The role of suppliers is
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very critical in new product development process (Chaudhuri, Mohantay, &
Singh, 2013). The two aspects are considered important i.e., supplier’s
involvement and supplier’s integration. In NPD process supplier
involvement provides benefit as it can increase the product quality and
reduces development time (Hartley et al., 1997). As on time delivery of raw
or finished material, is required for the production of new products
(Johansson et al., 2006). Supplier integration has seen important in NPD
process e.g., product design and production stage of development process
(Wynstra & Pierick, 2000) which resulted in benefits for manufacturing
organizations.

Another important point, which needs to be highlighted, is the
extent and level of supplier’s involvement and integration in NPD process.
Some researchers suggest that whether suppliers are involved in every stage
of NPD process (Handfield, Ragatz, Peterson, & Monczka, 1999; Petersen,
Handfield, & Ragatz, 2003) or supplier integration is significant in
innovation and product model design stage (Walter, 2003). Therefore, in
previous literature (Arend, 2006; Chen, Damanpour, & Reilly, 2010; Das,
Narasimhan & Talluri, 2006; Feng, Sun, Sohal & Wang, 2014; Handfield,
& Ragatz, 2005; Jayaram & Pathak, 2013; Koufteros & Marcoulides, 2006;
Petersen, Kouvelis, Chambers, & Wang, 2006; Rothaermel & Deeds, 2004;
Song, Di Benedetto, & Song, 2010; Wong et al., 2012) the role of suppliers
is taken as their involvement, alliance, integration and close relationship of
manufacturers with suppliers in NPD process. However, the deficiency in
previous literature is a generalization issue of supplier’s involvement and
integration construct, as this construct is not applicable equally to develop
and developing countries. Therefore, supplier’s facilitation in providing
information and knowledge about on time availability of raw material
should be explored as a construct.

Customer Facilitation

The second important component is the customer facilitation. As
customers can facilitate in providing information, communication, and
knowledge of product demanded in the market, which can be integrated in
NPD process for achieving ideal costs and timely production (Cooper &
Kleinschmidt, 1986; Cordero 1990; Elofson, & Robinson, 2007; Lai, Chen,
Chiu & Pai, 2011; Lynch & O’Toole, 2006; Prahalad & Ramaswanay,
2004; Ramani & Kumar, 2008; Rothwell, 1994; Zirger & Maidique, 1990).
In previous research, the customers taken in NPD process are taken as end
users or lead users (Cooper & Kleinschmidt, 1986; Feng, Sun & Zhang,
2010; Handfield & Bechtel, 2002; Liker & Choi 2004; Ragatz et al., 2002;
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Sethi, Smith & Park, 2001; Stank et al., 2001; Ward & Zhou, 2006; Zirger
& Maidique, 1990). However, the important point here is that these
customers are not the end users but these are distributors, wholesalers and
retailers also called channel collaboration (Buzzell & Ortmeyer, 1995;
Frazier, 1999; Martin & Grbac, 2003; Mentzer et al., 2000; Sandoe et al.,
2001; Sudharshan & Sanchez, 1998). The integration of customer in
product development process also helps in maintaining relationship with
customers; such relationship can create opportunities to get competitive
advantages for firms (Simpson et al., 2001; Spekman et al., 2002).

The role of distributors as an intermediary is studied differently in
previous work, for example, they help in provision of specialized solution
and act as a bridge between company and consumers (Lynn, Reddy, &
Aram 1996; Stankiewicz 1995). However, their role is also taken as a
communicator (Mohr & Nevin, 1990; Nygaard, 1999; Wilson & Nielson,
2001) formal and informal information share provider (Anderson & Narus,
1990; Mohr & Nevin, 1990; Nygaard, 1999) and understand each other’s
goals, coordinate and cooperate to achieve mutual benefit (Song & Zhao,
2004). This shows that manufacturer and customer (distributors,
wholesalers and retailers) help each other in information sharing, coordinate
and cooperate with each other to achieve NPD process goals. Therefore,
the role of customers for proficiency of NPD process cannot be neglected.
Though, many studies have conducted in explaining the link between
customer integration and new product success. However, in those studies
the customer integration is considered as the integration of product users.
Still, there is a deficiency in literature to study the role of distributors,
wholesalers, and retailers as a facilitator in NPD process. Current research
is bridging this gap by studying the facilitation provided by customers. The
information and knowledge provided by these customers, if understood and
managed properly could enhance NPD proficiency.

Research Methodology

Respondents

A sampling frame of 500 companies was collected from directory
of ministry of industries & production, Pakistan Stock Exchange, SECP and
Industrial Development Board. On identified firms simple random sampling
technique was applied. From the random numbers table of Walpole (1990)
the firms were selected based on simple random sampling procedure. The
local and multinational firms were arranged according to years of their
establishment and number of employees. Total 50 firms were selected out
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of 500 firms which constituted 10 percent of the total identified population.
Since the sampled population was a three digits number, a group of three
digits was read from left to right, starting from first row and first column of
the random number’s table of Walpole (1990). The number that was less
than and equal to 500 was selected and repeated numbers were also
skipped. Among the managers of 50 selected companies 9 questionnaires in
each company at their head offices were distributed in person. Keeping in
view this, 450 questionnaires were distributed among 50 selected large
scale manufacturing companies operating in Pakistan, 380 questionnaires
were received back and 52 questionnaires were not completely filled by
respondents, so the sample size for this research was 328. The response rate
was 72% which is quite reasonable. As suggested by Tabachnick and Fidell
(2007) sample size of 200 and recommended by VanVoorhis and Morgan
(2007) sample size of 300 is considered good in social science research. In
current research sample size (n=328) is reasonable enough to perform
further statistical tests.

Scale Development

An idea for developing items of customer (06 items) and supplier
facilitation (05 items) scales were taken from Chen and Paulraj, (2004); Li
et al. (2006). Each item is measured on five-point Likert’s scale with 5
representing strongly agree and 1 representing strongly disagree. Prior
permission is also taken via an email from researchers whose scales were
adapted / modified according to cultural context. Further, face and content
validity of items was carried out by experts in the field of marketing,
linguistics and NPD team members working in various manufacturing
companies of Pakistan.

Results and Discussion
Confirmatory Factor Analysis

For the analysis first of all confirmatory factor analysis (CFA) is
applied on both scales. The reason for applying CFA before applying
exploratory factor analysis (EFA) is to confirm the validity of scales. The
CFA reported in this study are adopted from Byrne (2010) model fit
criteria. The results of CFA reported in Table 1 indicates that CMIN/DF, p-
value, Goodness of Fit Index (GFI), Adjusted Goodness-of-Fit Index
(AGFI), Normed Fit Index (NFI), Non-Normed Fit Index/Tucker-Lewis
Index,(NNFI/TLI), Comparative Fit Index (CFI), Incremental Fit Index
(IF1), Relative Fit Index (RFI), Root Mean Square Residual (RMR), Root
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Mean Square (RMESA) that items of both supplier and customer
facilitation scales are falling under very good fit index as criteria adopted
from Byrne (2010).

Table 1. Confirmatory Factor Analysis of Supplier and Customer

Facilitation
Scales CMIN P G AGFI NFI TLI CFl IFl RFI RM RM

IDF Fl INNFI R SEA
Sup. 2.180 .053 .97 91 .96 .958 979  .980 .96 .021  .090
Facl.
5 Items
Cust. 1.085 369 .99 .98 .99 .998 999 999 .98 .011 .016
Fac. 6

Items

Exploratory Factor Analysis

Exploratory factor analysis technique was used for measuring
validity of study instrument. Prior to performing factor analysis, Kaiser-
Mayer-Olkin (KMO) test of sample adequacy and Bartlett’s test of
Sphericity were used to confirm adequacy of study sample. It is
recommended that KMO value greater than 0.50 (Kiaser, 1974) and
Bartlett’s test significance level less than 0.05 (Bartlett, 1954) are the
indicators of appropriate factors. Further, principal component method and
varimax rotation method was used which are considered most authentic and
reliable tools for factor analysis in social science research (Stevens, 1996;
Tabachnick & Fidell, 2007).

A test of sampling adequacy for both scales; (i) Customer
facilitation and (ii) supplier facilitation is carried out through Kaiser-Meyer-
Olkin (KMO) and Bartlett’s test of Sphericity. KMO measure sample
adequacy reported is 0.850 and Bartlett test has significance level of p =
0.000. This shows that factor analysis of the data is appropriate because
KMO value greater than 0.50 (Kiaser, 1974) and Bartlett’s test significance
level less than 0.05 (Bartellet, 1954) are the indicators of appropriate
factors. In the factor solution of the EFA yielded Eigen values of 4.972 and
1.597, accounting for 30.45% and 29.25% variance with accumulated
variance of 59.71%. This indicates that 59.711% variability in the data has
been modeled by the two extracted factors. Both scales are further
measured through principal component analysis (PCA) and varimax
rotation method for extracting factors from a set of data in order to verify
goodness of measure. After factor analysis, it is noticed that all items fall
under their respective scales as presented in Table 2. Items CF1 to CF6 are
extracted in component 1 which is termed as customer facilitation, items
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SF1 to SF5 extracted in component 2 which are named as supplier
facilitation.

Table 2. Factor Loadings for Suppler and Customer Facilitation Scale

Item Component
No. Item Description 1 2
CF1 Our key customers (distributors, wholesalers, and retailers) 712 .285
facilitate us by putting forward improved proposals for our
products.

CF2 Our key customers (distributors, wholesalers, and retailers) 810 .199
facilitate us by informing us about the latest market demands.

CF3 Our key customers (distributors, wholesalers, and retailers) .782 .038

facilitate us by providing feedback of existing products to
improve the consumer requirements of new product.

CF4 Our key customers (distributors, wholesalers, and retailers) 753  .155
facilitate us by suggesting strategies to improve the existing
products.

CF5 Our key customers (distributors, wholesalers, and retailers) .650 .319

facilitate us during launching new products for on time delivery
of products to the market.

CF6 Our key customers (distributors, wholesalers, and retailers) .605 .376
facilitate us after launching new products by providing
feedback of consumers.

SF1 Our key suppliers facilitate us in providing on time delivery of .177 .785
raw material, parts and supplies in utilization of developing
new products.

SF2 Our key suppliers facilitate us by providing low cost raw 168  .812
material, parts and supplies needed for new product
development.

SF3 Our key suppliers facilitate us in providing high quality raw 134 814
material, parts, and supplies in utilization of developing new

products.

SF4 Our key suppliers facilitate us by meeting our volume 274 681
requirements on a consistent basis.

SF5 Our key suppliers facilitate us by consistently meeting our 262 652

overall requirements.

Reliability

It is recommended by researchers that an acceptable value which
indicates good reliability of construct is 0.70 (Kerlinger, 1986; Munro,
2005; Tavakol & Dennick, 2011; Zinbarg, Revelle, Yovel & Li, 2005). The
result of alpha reliability test indicates that all the scales have reliability

Copyright © 2016. NIJBM
126



NUML International Journal of Business & Management
Vol. 11, No: 2. December, 2016 ISSN 2410-5392

value greater than 0.70 as depicted in Table 3.The reliability value for
customer facilitation with 06 items is reported as 0.850 and supplier
facilitation having 05 items is 0.840 as presented in Table 3.

Table 3. Alpha Reliability Coefficient of Supplier and Customer Facilitation

No. of Items Alpha Coefficient
Customer Facilitation 06 0.850
Supplier Facilitation 05 0.840

The two most vital aspects studied in present research are supplier
facilitation and customer facilitation. Suppliers facilitate for high quality,
low cost and on time delivery of raw material, parts, materials and supplies
which are important to utilize in new product development process of
manufacturing companies. In previous literature (Arend, 2006; Chen,
Damanpour, & Reilly, 2010; Das, Narasimhan & Talluri, 2006; Di
Benedetto, & Song, 2010; Feng, Sun, Sohal & Wang, 2014; Koufteros &
Marcoulides, 2006; Kouvelis, Chambers, & Wang, 2006; Petersen,
Handfield, & Ragatz, 2005; Rothaermel & Deeds, 2004; Song, Jayaram &
Pathak, 2013;) the role of suppliers is taken as their involvement, alliance,
integration and close relationship with suppliers in NPD process. However,
from culture to culture the role of supplier varies which is not taken into
account in previous studies. Therefore, this study incorporated this
particular construct according to the observed culture of Pakistan’s
manufacturing organizations in which suppliers facilitate in provision of on
time delivery, quality and low cost raw material rather than their
involvement in NPD process.

Another construct in present research used is the customer
facilitation. In past research the involvement and integration of customers
(end users) in NPD process is studied extensively (Cooper & Kleinschmidt,
1986; Feng, Sun, & Zhang, 2010; Handfield & Bechtel, 2002; Liker & Choi
2004; Ragatz et al., 2002; Sethi, Smith, & Park, 2001; Stank et al., 2001;
Ward & Zhou, 2006; Zirger & Maidique, 1990). However, the role of
customer involvement and integration is different from culture to culture
and company to company. In present study the distributors, wholesalers,
and retailers rather than end users are taken as customers who can facilitates
in NPD process. These channel members can facilitate in product
improvement proposals and strategies, informed about latest market
demands, on time delivery of new products in the market, and feedback of
customers after launching the products in the market. Operational and
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definitional inconsistencies are also overcome in present research by adding
generalized constructs which can be applicable to every culture and
environment.

Conclusion and Future Research

The aim of current research is to develop and validate such scales
which can be applicable for the manufacturing companies of developed and
developing countries. As in past research suppliers and customers are
involved, integrate and collaborate in NPD process. However, according to
cultural context their role can vary which was ignored in previous literature.
To fill this gap their role as a facilitator is studied in present research.
Keeping in mind this objective the supplier and customer facilitation scales
were developed with the help of literature review and experts opinions.
Further, the validity with confirmatory and exploratory factor analysis was
carried out. The reliability of both scales was assessed with Cronbach’s
alpha value. The results of both validity and reliability have approved the
suggested scales of current research. This research has only developed and
tested supplier and customer’s facilitation scales. However, in future
research these two factors can be studied as an independent variables and
their impact on NPD process or new product success can be analyzed.
Keeping in view the operational aspects of manufacturing companies of
Pakistan other aspects can be explored. Further for future research these
scales can be tested in comparison of other cultures. Hence, this research is
providing new avenues for academicians and industry practitioners about
the role of suppliers and customers as facilitators.

References

Anderson, J. C., & Narus, J. A. (1990). A Model of Distributor Firm and
Manufacturer Firm Working Partnerships, Journal of Marketing, 54, 42-58.
Arend, J. R. (2006). SME-Supplier Alliance Activity in Manufacturing: Contingent
Benefits and Perceptions, Strategic Management Journal, 27(8), 741-763.
Bartlett, M. S. (1954). A Note on the Multiplying Factors for Various Chi Square
Approximations. Journal of the Royal Statistical Society, Series B-16, 296—

298.

Brown, S. L., & Eisenhardt, K. M. (1995). Product development: Past research,
Present Findings, and Future Directions. Academy of Management Review,
20(2), 343-378.

Buzzell, R. D., & Ortmeyer, G. (1995). Channel Partnerships Streamline
Distribution, Sloan Management Review, 36, 85- 96.

Byrne, B. M. (2010). Structural Equation Modeling with AMOS: Basic Concepts,
Applications, and Programming (2nd ed.). Mahwah, NJ: Erlbaum.

Chaudhuri, A., Mohanty, B. K., & Singh, K. N. (2013). Supply Chain Risk
Assessment During  New Product Development: A Group Decision Making

Copyright © 2016. NIJBM
128


http://vbn.aau.dk/en/persons/atanu-chaudhuri%28337572d4-d1c9-4112-ae2e-ce7d3fb4990e%29.html
http://vbn.aau.dk/en/publications/supply-chain-risk-assessment-during-new-product-development-a-group-decision-making-approach-using-numeric-and-linguistic-data%289d580eaf-59fe-4bc9-9646-94cb2a8f7257%29.html
http://vbn.aau.dk/en/publications/supply-chain-risk-assessment-during-new-product-development-a-group-decision-making-approach-using-numeric-and-linguistic-data%289d580eaf-59fe-4bc9-9646-94cb2a8f7257%29.html

NUML International Journal of Business & Management
Vol. 11, No: 2. December, 2016 ISSN 2410-5392

Approach Using Numeric and Linguistic Data. International Journal of
Production Research, 51(10), 2790-2804.

Chen, 1. J., & Paulraj, A. (2004). Towards A Theory of Supply Chain Management:
The Constructs and Measurements. Journal of Operations Management, 22(2),
119-150.

Chen, J., Damanpour, F., & Reilly, R. R. (2010). Understanding antecedents of new
product development speed: A meta-analysis. Journal of Operations
Management, 28(1), 17-33.

Cooper, R. G., & Kleinschmidt E. J. (1986). An Investigation into the New Product
Process: Steps, Deficiencies, and Impact. Journal of Product Innovation
Management, 3(2), 71-85.

Cordero, R. (1990). The Measurement of Innovation Performance in the Firm: An
Overview. Research Policy, 19, 185-192.

Das, A., Narasimhan, R., & Talluri, S. (2006). Supplier Integration—Finding an
Optimal Configuration, Journal of Operations Management, 24(5), 563-582.

Elofson, G. & Robinson, W. (2007). Collective Customer Collaboration Impacts on
Supply Chain Performance. International Journal of Production Research,
45(11), 2567—2594.

Feng, T., Sun, L., & Zhang, Y. (2010). The Effects of Customer and Supplier
Involvement On Competitive Advantage: An Empirical Study in China.
Industrial Marketing Management, 39(8), 1384-1394.

Feng, T., Sun, L., Sohal, A. & Wang, D. (2014). External Involvement and Firm
Performance: is Time-To-Market of New Products A Missing Link?
International Journal of Production Research 52(3), 727-742.

Frazier, G. L. (1999). Organizing and Managing Channels of Distribution. Journal
of the Academy of Marketing Science, 27, 226-240.

Fuchs, C., & Schreier, M. (2011). Customer empowerment in new product
development. Journal of Product Innovation Management, 28(1), 17-32.

Handfield, R. B., & Bechtel, C. (2002). The Role of Trust and Relationship
Structure In

Handfield, R. B., Ragatz, G. L., Peterson, K., & Monczka, R. M. (1999). Involving
Suppliers in New Product Development? California Management Review, 42,
59-82.

Hartley, J. L., Meredith, J. R., McCutcheon, D., & Kamath, R. R. (1997). Suppliers'
Contributions to Product Development: An Exploratory Study. IEEE
Transactions on Engineering Management, 44(3), 258-267.

Huang, S. C-T., & Tsai, K-H. (2013). Exploring the Drivers of New Product
Success for Businesses in Asia: A Meta-Analysis, Asia Pacific Business
Review, 19(3), 303-319.

Improving Supply Chain Responsiveness. Industrial Marketing Management, 31,
367- 382.

Jayaram, J., & Pathak, S.D. (2013). A Holistic View of Knowledge Integration in
CollaborativeSupply Chains. International Journal of Production Research,
51(7), 1958-1972.

Jogulu, U. & Ferkins, L. (2012). Leadership and Culture in Asia: The case of
Malaysia. Asia Pacific Business Review, 18(4), 531-549.

Johansson, P., Chakhunashvili, A., Barone, S. & Bergman, B. (2006). Variation
Mode and Effect Analysis, A practical Tool for Quality Improvement. Quality
and Reliability Engineering International, 22(8), 865-876.

Copyright © 2016. NIJBM
129


http://vbn.aau.dk/en/journals/international-journal-of-production-research%283b265cb8-7232-42ff-bca6-8e6df6153392%29.html
http://vbn.aau.dk/en/journals/international-journal-of-production-research%283b265cb8-7232-42ff-bca6-8e6df6153392%29.html
http://www.scopus.com/record/display.url?eid=2-s2.0-84893695350&origin=resultslist&sort=plf-f&src=s&st1=External+involvement+and+firm+performance%3a&sid=CE53CD9F8165034CA86422F25E750CBE.kqQeWtawXauCyC8ghhRGJg%3a670&sot=b&sdt=b&sl=57&s=TITLE-ABS-KEY%28External+involvement+and+firm+performance%3a%29&relpos=0&relpos=0&citeCnt=0&searchTerm=TITLE-ABS-KEY%28External+involvement+and+firm+performance%3A%29
http://www.scopus.com/record/display.url?eid=2-s2.0-84893695350&origin=resultslist&sort=plf-f&src=s&st1=External+involvement+and+firm+performance%3a&sid=CE53CD9F8165034CA86422F25E750CBE.kqQeWtawXauCyC8ghhRGJg%3a670&sot=b&sdt=b&sl=57&s=TITLE-ABS-KEY%28External+involvement+and+firm+performance%3a%29&relpos=0&relpos=0&citeCnt=0&searchTerm=TITLE-ABS-KEY%28External+involvement+and+firm+performance%3A%29

NUML International Journal of Business & Management
Vol. 11, No: 2. December, 2016 ISSN 2410-5392

Kaiser, H. F. (1974). An Index of Factorial Simplicity. Psychometrika, 39(1), 31-
36.

Kerlinger, F. N. (1986). Constructs, Variables, and Definitions, Foundations of
Behavioral Research, New York: Holt, Rinehart and Winston, 26-44.

Knudsen, M. P. (2007). The Relative Importance of Inter-firm Relationships and
Knowledge Transfer for New Product Development Success. Journal of
Product innovation Management, 24(2), 117-138.

Koufteros, X., & Marcoulides, G. A., (2006). Product Development Practices and
Performance: A Structural Equation Modeling-Based Multi-Group Analysis.
International Journal of Production Economics, 103(1), 286-307.

Koufteros, X., Vonderembse, M., & Jayaram, J. (2005). Internal and External
Integration for Product Development: The Contingency Effects of Uncertainty,
Equivocality, and Platform Strategy. Decision Science, 36(1), 97-133.

Kouvelis, P., Chambers, C., & Wang, H. (2006). Supply Chain Management
Research and Production and Operations Management: Review, Trends and
Opportunities, Production and Operations Management, 15,449-469.

Lai, C. S., Chen, C. S., Chiu, C. J., & Pai, D. C (2011). The Impact of Trust on the
Relationship Between Inter-Organisational Collaboration and Product
Innovation Performance.Technology. Analysis & Strategic Management,
23(1), 65-74.

Lau, AKW., Yam, R.C.M. & Tang, E.P.Y. (2010). Supply chain integration and
product modularity: an empirical study of product performance for selected
Hong Kong manufacturing industries, International Journal of Operations and
Production Management, 30(1), 20-56.

Li,Y., Sun,Y., & Liu, Y. (2006). An Empirical Study of SOES Market Orientation
in Transitional China. Asia Pacific Journal of Management, 23, 93-1-13.

Liker, J. K. & Choi, T. Y. (2004). Building Deep Supplier Relationships. Harvard
Business Review, 82(10), 102-112.

Lin, R.J., Chen, R.H. and Chiu, K.K.S. (2010). Customer relationship management
and innovation capability: an empirical study, Industrial Management & Data
Systems, 110(1), 111-33.

Lynch, K. P., & O’Toole, T. (2006). Involving External Users and Third Parties in
the New Product Development Process, Irish Marketing Review; 18(1/2),
ABI/INFORM Global, 29.

Lynn, L. H., Reddy., N. M., & Aram, J. D. (1996). Linking Technology and
Institutions: The Innovation Community Framework. Research Policy, 25, 91—
106.

Martin, J. H. & Grbac, B. (2003). Using Supply Chain Management to Leverage a
Firm's Market Orientation. Industrial Marketing Management, 32(1), 25-38.
Mcdonald, P. (2012). Confucian Foundations to Leadership: A Study of Chinese
Business Leaders across Greater China and South-East Asia. Asia Pacific

Business Review, 18(4), 465-487.

Mentzer, J. T., Dewitt, W., Keebler, J. S., Soonhoong, M., Nix, N. W., & Smith, C.
D. (2000). Defining Supply Chain Management. Journal of Business Logistics,
22 (2), 1-25.

Mohr, J. J. & Nevin, J. R. (1990). Communication Strategies in Marketing
Channels: A Theoretical Perspective. Journal of Marketing, 50, 36-51.

Munro, B. H. (2005). Statistical Methods for Health Care Research. Philadelphia:
Lippincott,Williams & Wilkins.

Copyright © 2016. NIJBM
130



NUML International Journal of Business & Management
Vol. 11, No: 2. December, 2016 ISSN 2410-5392

Nygaard, A. (1999). Interfirm Control of Plural Formed Marketing Channels.
Journal of Business-To-Business Marketing, 6 (4), 33-51.

Parker, H. (2000). Interfirm Collaboration and the New Product Development
Process, Industrial Management & Data Systems, 100(6), 255-60.

Petersen, K. J., Handfield, R. B., & Ragatz, G. L. (2005). Supplier Integration into
New Product Development: Coordinating Product, Process and Supply Chain
Design. Journal of Operations Management, 23(3/4), 371-388.

Petersen, K. J., Handfield, R. B., & Ragatz,G. L. (2003). A Model of Supplier
Integration Into New Product Development. Journal of Product Innovation
Management, 20(4), 284-99.

Prahalad, C. K., & Ramaswamy, V. (2004).The Future of Competition: Co-
Creating Unique Value with Customers. Boston: Harvard Business School
Press.

Ragatz, G.L., Handfield, R.B., & Petersen, K.J. (2002). Benefits Associated with
Supplier Integration into New Product Development Under Conditions of
Technology Uncertainty. Journal of Business Research, 55, 389-400.

Ramani, G., & Kumar, V. (2008).Interaction Orientation and Firm Performance.
Journal of Marketing, 72(1), 27-45.

Rasiah, R. (2011). Epilogue: Implications For Industrializing East Asia’s
Innovation And Learning. Asia Pacific Business Review, 17(2), 257-62.

Rothaermel, F. T., & Deeds, D. L. (2004). Exploration and Exploitation Alliances
In Biotechnology: A System of New Product Development. Strategic
Management Journal, 25, 201- 221.

Rothwell, R. (1994): Towards the Fifth-Generation Innovation Process.
International Marketing Review, 11(1), 7-31.

Sandoe, K., Corbitt, G., & Boykin, R. (2001). Enterprise Integration. Wiley: New
York.

Sethi, R., Smith, D. C., & Whan Park, C. (2001). Cross-Functional Product
Development Teams, Creativity, and the Innovativeness Of New Consumer
Products. Journal of Marketing Research, 38(1), 73— 85.

Shamsuzzoha, A., Kyllonen, S., & Helo, P. (2009). Collaborative customized
product development framework. Industrial Management & Data Systems,
109(5), 718-35.

Simpson, P. M., Siquaw, J. A., & Baker, T. L. (2001). A Model of Value Creation:
Supplier Behaviours and Their Impact on Reseller Perceived Value. Industrial
Marketing Management, 30, 119-134.

Song, X. M., & Zhao, Y. (2004). A Neural Network for Predicting Manufacturers'
Perceived Cooperation with Distributors in the New Product Development
Process, Journal of Business-To-Business Marketing, 11(3), 53-78.

Song, X. M., Di Benedetto, C. A., & Song, L. (2010). A Staged Service Innovation
Model. Decision Sciences, 40(3), 571-599.

Spekman, R. E., Spear, J., & Kamauff, J. W. (2002). Supply chain competency:
Learning as a key component. Supply Chain Management: An International
Journal, 7(1), 41-55

Stank, T. P., Keller, S. B., & Daugherty, P. J. (2001). Supply Chain Collaboration
and Logistical Service Performance. Journal of Business Logistics, 22(1), 29—
48.

Stankiewicz, R. (1995). The Role of the Science and Technology Infrastructure In
The Development and Diffusion of Industrial Automation in Sweden. In:

Copyright © 2016. NIJBM
131



NUML International Journal of Business & Management
Vol. 11, No: 2. December, 2016 ISSN 2410-5392

Carlsson, B (Ed.): Technological Systems and Economic Performance: The
Case of Factory Automation. Dordrecht, Kluwer, 165-210.

Stevens, J. (1996). Applied Multivariate Statistics for the Social Sciences (3rd Ed.).
Mahwah, NJ: Lawrence Erlbaum Association.

Sudharshan, D., & Sanchez, R. (1998). Distribution Equity: Creating Value
Through Managing Knowledge Relationships with Distribution Channels.
Journal of Market- Focused Management, 2, 309-338.

Tabachnick, B.G., & Fidell, L.S. (2007). Using Multivariate Statistics, Fifth
Edition. Boston: Pearson Education, Inc.

Tavakol, M., & Dennick, R. (2011). Making Sense of Cronbach’s Alpha.
International Journal of Medical Education, 2, 53-55.

van Echtelt, F.E.A., Wynstra, F., Weele, V.AJ., & Duysters, G. (2008). Managing
supplier involvement in new product development: a multiple-case study.
Journal of Product Innovation Management, 25, 180-201.

Van Voorhis, C. R. W., & Morgan, B. L. (2007). Understanding Power and Rules
Of Thumb For Determining Sample Sizes. Tutorials in Quantitative Methods
for Psychology, 3(2), 43-50.

Walpole, R. E. (1990). Introduction to Statistics. (3" Ed). Macmillan Publishing
Co. Inc. New York.

Walter, A. (2003). Relationship-Specific Factors Influencing Supplier Involvement
in Customer New Product Development. Journal of Business Research, 56(9),
721-733.

Ward, P., & Zhou, H. (2006). Impact of Information Technology Integration and
Lean/Just-In Time Practices on Lead-Time Performance. Decision Sciences,
37, 177-203.

Wilson, E. J. & Nielson, C. C. (2001). Cooperation and Continuity in Strategic
Business Relationships, Journal of Business-To-Business Marketing, 8(1), 1-
24,

Wong, C., Lai, K., & Cheng, T. (2012). Value of information integration to supply
chain management: roles of internal and external contingencies, Journal of
Management Information Systems, 28(3), 161-199.

Wynstra, F., & Pierick, E.T. (2000). Managing Supplier Involvement In New
Product Development: A Portfolio Approach. European Journal of Purchasing
& Supply Management, 6, 49-57.

Zinbarg, R. E., Revelle, W., Yovel, I, & Li. W. (2005). Cronbach's Alpha,
Revelle's Beta, Mcdonald's Omega: Their Relations with Each Other and Two
Alternative Conceptualizations of Reliability. Psychometrika. 70, 123-133.

Zirger, B. J. & Maidique, M. A. (1990). A Model of New Product Development:
An Empirical Test. Management Science, 36(7), 867-883.

Copyright © 2016. NIJBM
132



