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expected variation indicates the level effect present in the data. More detail of the level effects can
be obtained by studying the deviation of the mean of each level from grand mean. The one-way
ANOVA is useful to compare the effects of multiple levels with multiple observations at each level
and utilized here to study the behavior of different variables on knowledge transfer. ANOVA puts all
the data into one number (F) and provides one P for the null hypothesis. The ANOVA test compare
to other comparison tests such as t- tests also has fewer experiment- wise error rates (http://
www.psychstat.missouristat.edu), and considered appropriate here to test the hypothesis. Table 1.2
shows the ANOVA tests for hypothesis H; to consider the effect of two sub-hypotheses Hy,and Hy,
on knowledge transfer. The relationship of each sub-hypothesis on knowledge transfer in Turkish
SMEs is considered next.

Hia: Turkish SMEs share knowledge within their network from buyer’s ideas

The Table 1.2 shows the value of F = 0.932 which is smaller than the critical value of 2.63 for the F-
distribution at 3 and 260 degrees of freedom and 95% of confidence (obtained using online calcula-
tor for critical value of F from http://www.danielsoper.com). The significant value p>0.05 indicates
that effects are not significant. There is sufficient evidence to accept the null hypothesis and thus
alternative hypothesis Hy, is rejected.

Hip: Turkish SMEs share knowledge within their network from supplier’s ideas

The Table 1.2 shows the value of F = 1.723 which is smaller than the critical value of 2.63 for the F-
distribution at 3 and 261 degrees of freedom and 95% of confidence. The significant value of p>0.05
with value of F indicates that the null hypothesis is accepted and thus alternative hypothesis Hyy, is
rejected. This concludes that knowledge transfer is not directly affected with the sharing of knowl-
edge from buyers and suppliers. The trend in means as shown in Graphs 1.1 and 1.2 also confirmed
that there is weak form of relationship with knowledge transfer.
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Graph 1.1: Trend for Share Ideas with Buyers for KT
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2.01 Trend for share ideas with suppliers
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Graph 1.2: Trend for Share Ideas with Suppliers for KT

Table 1.3: Summary of the Results of the Testing of Hypothesis 1

Hia,-From buyer’s ideas Not Supported

Hy,-From supplier’s ideas Not Supported

Finding for Hypothesis 1: The above two sub-hypotheses are not supported by the respondents and
overall Hy is thus rejected.

The following analysis will test the correlation between two variables from Turkish SMEs employ-
ees considering various factors supporting the hypotheses: H,: Adoption and utilization of the IT
applications in the Turkish SMEs is essential for their success. The correlation coefficients will be
first conducted to test the supporting relation between these two variables for the same factor. For
example in case of a Company’s website, how useful this factor is for adoption and utilization of IT
in the organization. This correlation coefficient will thus indicate the support of each factor in the
adoption and utilization of IT technology.

The Table 1.4 shows the correlation coefficients and significance levels for each factor. There is a
strong positive correlation between the two variables for Company’s website [r = 0.815, N=260,
p<0.01], indicating that Company’s website is important. Similarly there is strong positive relation-
ship for E-mail [r = 0.825, N=265, p<0.01], Internet [r = 0.405, N=265, p<0,01] and Internet Elec-
tronic Bulletin Board [r = 0.437, N=265, p<0.01]. Only two factors show weak relationship but both
are positive with high statistical significant. The value for Video conferencing is [r = 0.132, N=265,
p<0.05] whereas for E-library is [r = 0.242, N=265, p<0.01]. The comparatively low value is may be
due to the unawareness of these two new technologies in Turkey for KT.

59



Journal of Global Strategic Management | V. 3 | N. 2 | 2009-June | isma.info | 52-66 | DOI: 10.20460/JGSM.2009318460

Table 1.4: Correlation Test for Hypothesis 2 (H,)
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= Comalatior issgnifican: at the 0.01 level (Z-tailec).

= Gorrelction issignificant al the 0.3 lewal (2 tailed).

The data collected suits for the Chi-square test and it is now performed to explore the relationship
between two categorized variables to test the Null hypothesis.

Company’s Website (H,,)

Chi-Square Tests

Asymp.
Sig.
Value df (2-sided)
Pearson Chi-Square 715,8282 12 ,000
Likelihood Ratio 597,239 12 ,000
k'gsec‘;icr&’o'r‘]'near 172,174 1 ,000
N of Valid Cases 260

a. 3 cells (15,0%) have expected count less than 5. The
minimum expected count is 2,05.

60



Journal of Global Strategic Management | V. 3 | N. 2 | 2009-June | isma.info | 52-66 | DOI: 10.20460/JGSM.2009318460

The Pearson Chi-square value for Company’s website as shown in above table is with 12 degree of
freedom =715,828 and significance value p <0.05. These results indicate that there is statistically
significant relationship between the variables and thus Null hypothesis Hy, is rejected. This implies
that alternative hypothesis Hs, is supported. However, the Chi-square test does not indicate the ex-
tent of relationship between two variables.

E-mail (Hyp)

Chi-Square Tests

Asymp.
Sig.

Value df (2-sided)
Pearson Chi-Square 658,9742 9 ,000
Likelihood Ratio 567,427 9 ,000
Linear-by-Linear
Associat}i/on 179,816 1 000
N of Valid Cases 265

a. 0 cells (,09%) have expected count less than 5. The
minimum expected count is 6,66.

These results indicate there is statistically significant relationship between the variables for E-mail
(chi-square with 9 degree of freedom = 658,974, p<0.05) and thus Null hypothesis Hosy, is rejected
implying that alternative hypothesis Hyy, is supported.

Video conferencing (H,c)

Chi-Square Tests

Asymp.
Sig.
Value df (2-sided)
Pearson Chi-Square 109,4282 9 ,000
Likelihood Ratio 59,330 9 ,000
e ]
N of Valid Cases 265

a. 8 cells (50,0%) have expected count less than 5. The
minimum expected count is ,14.

These results indicate that there is statistically significant relationship between the variables for
Video conferencing (chi-square with 9 degree of freedom = 109,428, p<0.05) and thus Null hypothe-
sis Hosc is rejected implying that alternative hypothesis Hy. is supported.

E-library (H,q)

Chi-Square Tests

Asymp.
Sig.
value g @sided) |
Pearson Chi-Square 436,276% 12 ,000
Likelihood Ratio 280,571 12 ,000
eyt :
N of Valid Cases 265

a. 12 cells (60,0%) have expected count less than 5.
The minimum expected count is ,18.
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These results also report that there is statistically significant relationship between the variables for E-
library (chi-square with 12 degree of freedom = 436,276, p<0.05) and thus Null hypothesis Hyq is
rejected implying that alternative hypothesis Hyq is supported.

Internet (Hye)

Chi-Square Tests

Asymp.
Sig.

Va_lue — df (2-sided)
Pearson Chi-Square 64,1962 9 ,000
Likelihood Ratio 62,263 9 ,000
Linear-by-Linear
Associat?on 43,198 1 1000
N of Valid Cases 265

a. 0 cells (,0%) have expected count less than 5. The
minimum expected count is 5,13.

These results show that there is statistically significant relationship between the variables for internet
(chi-square with 9 degree of freedom = 64,196, p<0.05) and thus Null hypothesis H,, is rejected
implying that alternative hypothesis H, is supported.

Internet Electronic Bulletin Board (Hyy)

Chi-Square Tests

Asymp.
Sig.
Value df (2-sided)
Pearson Chi-Square 291,5362 9 ,000
Likelihood Ratio 257,380 9 ,000
oyt o
N of Valid Cases 265

a. 3 cells (18,8%) have expected count less than 5. The
minimum expected count is 2,44.

These results indicate that there is a statistically significant relationship between the variables for
Internet electronic bulletin board (chi-square with 9 degree of freedom = 291,536, p<0.05) and thus
Null hypothesis Hys is rejected implying that alternative hypothesis Hy is supported.

Table 1.5: Summary of the Results of the Testing of Hypothesis 2

Ho,-Companys Website Supported
H,,-E-mail Supported
H,. -Video Conferencing Supported
Hyq-E-library Supported
H,e-Internet Supported
H. Internal Electronics Bulletin Board Supported

Finding for Hypothesis 2

The above six sub-hypotheses are supported by the views indicated by the employees in the Turkish
SMEs and overall H, is thus accepted.
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Finally, the results show that hypothesis H; is not accepted because the respondents did not think
that ideas obtained from buyers and suppliers can be used to enhance the knowledge transfer in
SMEs. Finally various IT resources are considered in line with the available literature to find the
effect of these for KT in Turkish SMEs. The analysis results show that some of the known IT tech-
nologies in Turkey such as E-mail, Internet, website etc. are also considered valuable and the related
hypothesis H, is also accepted. This shows the general trend of considering various themes affecting
the development of KT in Turkish textile and apparel industry.

Limitations of the Study:

This study provides an insight into the Turkish textile and apparel industry and establishes the quali-
tative and quantitative approach to find out the important determinants for knowledge transfer activi-
ties. The study was conducted using standard procedures. A number of limitations, however, are
noted for this study:

o Textile and apparel industry is one of the biggest manufacturing industries in Turkey and data
collected for analysis were from only 265 respondents. The response might not thus truly act as
representative of the whole Turkey and the findings may not be generalized at large.

o The study was conducted only in the four big cities (Istanbul, Ankara, Bursa and Izmir) but textile
and apparel industry in Turkey is widespread in small towns and villages and may represent dif-
ferent views for KT.

o One of the limitations of this research is the complexity of the terms used for knowledge transfer
in Turkish textile and apparel industries and was narrowed down sometimes for the purpose of the
study.

Further Recommendations:

e A number of recommendations, which follow from this initial study, are made below for future
research:

¢ This study can be extended to study the knowledge transfer activities in any SMEs discipline.

o A larger study might be conducted by adding the parameter to study the knowledge transfer
mechanism in any big enterprise.

e This study can be used to make a comparison of knowledge transfer activities in SMEs either in
the same country or several developing countries.

CONCLUSION

Accepting knowledge transfer activities in a broader perspective is both beneficial and important
because it provides a set of tools and a visualization that allows better understanding and certain in-
terventions if needed. Elements including knowledge sharing and IT technology played a big role in
this study in discovering the knowledge transfer practices in Turkish SMEs.

A vast majority of the Turkish textile and apparel industry runs as a family business and they mostly
rely on old technology and also are reluctant to change. Owners or managers do not consider that KT
is important for the success of their business and want to prevent outflow of knowledge from the
company. This also puts barriers in acquiring knowledge from outside, and makes knowledge trans-

63



Journal of Global Strategic Management | V. 3 | N. 2 | 2009-June | isma.info | 52-66 | DOI: 10.20460/JGSM.2009318460

fer activities even harder. This study proposed four themes necessary for the success of KT and illus-
trated the important practices used to achieve effective knowledge transfer in Turkish textile and
apparel industry. Although many factors considered in literature reviews were found not important in
the context of Turkish textile and apparel industry but are sufficient at present to influence the other
textile and apparel industries to start the knowledge transfer activities in their organization. They
require to shed their conservative approach and to adopt best practices from all over the world to
survive in today’s rapidly evolving global market with intense competition. Therefore, the textile and
apparel industry in Turkey adapt to practices the knowledge transfer activities and this will both help
and enforce them to improve continuously. The results point to knowledge transfer in a firm to be
crucial for subsequent actions in the Turkish market. Another implication for managers is that the
customer is connected to other business therefore supplier has to understand what happens in the
business exchange for knowledge sharing activities.
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