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ABSTRACT

This paper examines how knowledge is developed in supplier or buyer relationships in Turkish
SMEs. The knowledge transfer activities in Turkish textile and apparel industry have been explored
in this study. The knowledge transfer is undisputedly important subjects as knowledge provides com-
petitive advantage to firms. Only few percentages of the Turkish textile and apparel industry are
engaged in knowledge transfer activity although it is recorded as the largest industry in Turkish
economy. Turkish textile and apparel industry is mostly run by family and most of them are either
unaware or reluctant to involve in the knowledge transfer activities. This study examines the knowl-
edge transfer practices in Turkish textile and apparel industry’s SMEs through qualitative research
and quantitative analysis by undertaking extensive literature reviews and present situation in Tur-
key.

Keywords: knowledge transfer (KT), Turkish textile and apparel industry, SMEs.

INTRODUCTION

Textile and apparel industry in Turkey has played a vital role in the industrialization process and
market orientation of the economy in the last three decades. For many developing countries, the
manufacturing sector serves as the main powerhouse in fuelling growth for the economy through the
generation of export earnings and employment. The same as, in the early years of liberalization, the
Turkish textile and apparel industry posted strong consistent growth in terms of exports. With the
drive towards liberalization since the early 1980s, the textile and apparel industry gradually in-
creased and eventually became one of the dominant industry groups in Turkey. During the period
between 1980 and 2000, the textile and apparel industry alone recorded an average annual output
growth of 20.5 percent and eventually became the country’s largest manufacturing export industry in
value terms (TGSD, 2008; IGEME, 2008; Eraslan, 2008). However, with the inclusion of China to
the global textile and apparel market, the volume of textile and apparel exports of Turkey have
started to decline since 2000s (ITKIB, 2006).
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Textile and apparel industry has always had a forefront position in the economy of Turkey. Such
activities at the industrial level date back to the early Ottoman period. Since those times, the highest
levels of employment, production and profits in the economy of the country were obtained in textiles
and related fields (Akalin, 2001; Ercan, 2002). Today, the textile and apparel sector employs 2 mil-
lion people (the 2nd largest employer after agriculture sector), generates about 1/5" of the total ex-
port earnings and contributes 11% to the GDP thereby making it the largest industrial sector of the
country (14% of total manufacturing industry production). The sector aspires to grow its revenue
and export value (Eraslan, 2008; ITKIB, 2006).

This paper focuses on the process of knowledge transfer and its determinant factors that clarify its
effectiveness for Turkish textile and apparel industry. In summary, the research in this paper is based
on the understanding that knowledge transfer in a Turkish textile and apparel industry is critical to an
organization’s success, and that there is a need for more empirical investigation of knowledge trans-
fer. In this research, an attempt is made to determine the growing importance of knowledge transfer
through determinant factors to the development of textile and apparel industry in Turkey.

Understanding Knowledge Transfer (KT)

Transfer of knowledge from one set of individuals to another has been a key area of interest for
knowledge management and knowledge transfer researchers. The terms knowledge transfer (Garvin,
1993; Gupta & Govindarajan, 2000a, 2000b), knowledge dissemination (Demarest, 1997; McAdam
& McCreedy, 1999), knowledge flows (Gupta & Govindarajan, 2000b), and knowledge distribution
(Huber, 1991) appear to be used interchangeably in the literature to describe the process of knowl-
edge transfer. The literature identifies that knowledge transfer is a dynamic process between the indi-
vidual or group and the organization’s knowledge stocks. Knowledge moves simultaneously for-
wards and backwards between individuals, groups and the organization to become embedded in the
organization’s routines, behaviors and strategic orientations (Argyris & Schon, 1974; Argyris &
Schon, 1978; Grant, 1996; Levitt & March 1988; March & Olsen 1975).

Transfer of knowledge includes two actions; one is transmission which means sending knowledge to
potential receiver, and another is absorption meaning that knowledge must be incorporated either by
a person or a group. As such, Davenport and Prusak have expressed this concept as Transfer =
Transmission+ Absorption (Davenport & Prusak, 1998). The availability of knowledge is not suffi-
cient; it should also ensure the usability of available knowledge. Knowledge that isn’t absorbed has-
n’t really been transferred (Ibid). Davenport and Prusak further argues that transmission and absorp-
tion has no meaning if new knowledge does not lead to some change in behavior. Bajracharya and
Masdeu (2006) argue that considering this notion, it appears that transferring knowledge is rather
very smooth process. Therefore, while knowledge transfer between firms includes the flow of
knowledge between SMEs and the ability to understand and to utilize this knowledge, it also in-
cludes the reality that the evidence of knowledge transfer may not always be easy to observe because
tacit knowledge is not as tangible; therefore when considering knowledge transfer we need to con-
sider the character of knowledge.

The Process of Knowledge Creation and Transfer

According to Argote and Ingram (2000) knowledge transfer in organizations is the process where
one unit, e.g. group, department, or division learns by the experience of another. They recognized
that knowledge can be transferred in two ways, either by moving a knowledge pool, people or tech-
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nology, from one unit to another, or by modifying a knowledge pool. People and technology can thus
be moved between units and modification can be achieved through communication and training.
Tacit knowledge can be transferred to other tasks and contexts by moving people whereas transfer-
ring knowledge by embedding it in technology are only effective if accompanied by a few individu-
als because the individuals have the tacit knowledge and understanding behind the technology. The
models based on Nonaka and Takeuchi’s (1995) conventional theory of knowledge creation and the
concept of intellectual capital (Stewart, 1997; 2001) provide an insight on the role of knowledge
transfer in knowledge creation and explained next.

Nonaka and Takeuchi (1995) defined four independent modes for knowledge creation; (1) socializa-
tion, from tacit knowledge to tacit knowledge, (2) externalization, from tacit knowledge to explicit
knowledge, (3) combination, from explicit knowledge to explicit knowledge, and (4) internalization,
from explicit knowledge to tacit knowledge. Most knowledge is nevertheless created with the combi-
nation of the different modes. According to Nonaka and Takeuchi (1995) organizational knowledge
is formed where knowledge is initially created by the individuals in the organization. Tacit knowl-
edge becomes explicit and then transferred from individuals to groups and in the end to the organiza-
tion. This creates a positive knowledge spiral (Nonaka & Takeuchi, 1995) which can start from any
of the four modes but usually begins with socialization. Polanyi’s (1967) contradicted the above
view because tacit knowledge cannot by definition be made explicit and knowledge transfer in a
spiral mode cannot be thus accomplished. Figure 1.1 shows the knowledge transfer in spiral mode as
indicated by Nonaka and Takeuchi (1995). The four modes used in knowledge transfer are now ex-
plained next.

Tacit Tacit
Knowledge Knowledge
. Socialisation Externalisation .
Tacit Explicit
Knowledge Knowledge
Tacit Explicit
Knowledge Internalisation Combination Knowledge
Explicit Explicit
Knowledge Knowledge

Figure 1.1: Four modes of Knowledge Creation and Transfer (Nonaka& Ta-
keuchi, 1995)

HYPOTHESES

The SMEs in Turkish textile and apparel industry, especially the larger ones and those with special-
ized knowledge and technology, do have clear growth strategies and generally have no problems
complying with regulations, quality systems and staff development or in sharing their views
with
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other network members or more widely (TGSD, 2008). Feedbacks obtained from face to face inter-
views indicated that most Turkish SMEs, even those that are active in several networks, do not have
the inclination, knowledge or resource to comply. Lack of knowledge management, lack of interest
and support from government and non-government organizations also hampers the progress of
SMEs. More or less every Turkish SMEs covered in this interview indicated the growing need of IT
for knowledge transfer within and between SMEs. Most of the SMEs lack knowledge sharing and
importance of the trust on which the knowledge transfer can be effectively built. They also under-
stood the importance of various IT components and expertise acting as a communication channel and
their necessity for effective knowledge transfer. The next sections thus identify various factors under
different themes on the basis of the available literature. To test the relevance of various themes for
Turkish SMEs, two different hypotheses with eight sub-hypotheses are developed and will be further
analyzed in coming section.

H;: Knowledge Sharing for KT

According to Nonaka and Takeuchi (1995) knowledge conception is considered like a growth proc-
ess started by the individual and then moves across the organization in a never-ending process. Dav-
enport and Prusak (2000) suggested that knowledge transfer process involves two actions: transmis-
sion of knowledge to potential recipient, and absorption of the knowledge by that recipient that could
eventually lead to changes in behavior or the development of new knowledge.

The key aspects of knowledge transfer are thus transmission of some knowledge to the recipient
leading to creation of new knowledge or changes in behavior. In the economic environment, firms
must have the appropriate knowledge and use it efficiently. Because of geographical size and disper-
sion the transfer of existing organizational knowledge to other places knowing where it is actually
needed becomes difficult (Davenport and Prusak, 1998). Boisot (1998) argues that successful knowl-
edge transfer needs a degree of resonance between two or more agents. Knowledge transfer thus
requires both the transfer or sending of knowledge from the source agent and the internalization or
learning of that knowledge by the recipient agent. This transfer of knowledge depends on the type
and complexity of the knowledge and is also affected by the attributes and behaviors of the human
agents sharing that knowledge.

It is important to distinguish knowledge sharing at different levels: individual, group and organiza-
tion. Huber (1991) indicated that knowledge sharing between individuals may not always be easily
seen as some knowledge transfer. It can alter a person’s awareness but not their behavior. Knowl-
edge sharing helps to obtain more complete knowledge and information to take better informed deci-
sions (Gynawali, Stewert & Grant, 1997). Face to face interviews from persons at higher position in
Turkish textile and apparel industry also indicated that 12 out of 18 considered the importance of
sharing business ideas and information with buyers and 15 out of 18 with suppliers and that helps in
knowledge transfer activities.

These determinants affecting the knowledge sharing will form the basis of hypothesis to study the
impact of knowledge transfer in Turkish textile and apparel SMEs:
H;: Turkish SMEs share knowledge within their network

Hia: From buyer’s ideas

Hy,: From supplier’s ideas

Hy: Implementation of IT technology
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Huysman & DeWit (2002) have noted that many knowledge management projects had their origin in
the information technology (IT) world. Organizations believe that with the rise of advanced technol-
ogy, opportunities to facilitate knowledge transfer and sharing with organizations are on the increase.
Frappaolo & Capshaw (1999) noted that the key applications of KM projects are effectively connect-
ing knowledge throughout the organization among different entities. The focus is on ensuring that
each individual or group understands the knowledge available with sufficient depth as to be applied
effectively in decision-making and improvement. IT had played a vital role in providing the infra-
structure needed to support knowledge transfer and sharing within and between organizations. The
media and channels of communication are one of the sources for the creation, storage and transfer of
knowledge. Swan et al. (1999) conducted a study comparing two cases. One of them focused almost
entirely on using IT (intranet) for knowledge transfer without considering any social factors. In the
other, IT was used to provide a network to encourage sharing together with the recognition of the
importance of face-to-face interaction for sharing knowledge. The emphasis was on encouraging
active network among dispersed communities. According to this study it was observed that knowl-
edge cannot be simply processed and it must be continuously re-created through dynamic, interactive
social networking activity. Nonaka & Takeuchi (1995) also believed that IT enables data processing
on a large scale, crossing the boundaries of time and space but should have social factor. Any tech-
nology-driven intervention aimed at supporting knowledge sharing therefore needs to be aligned
with the social and organizational mechanisms of knowledge transfer.

Internet and E-mail system are convenient tools to broadcast top management’s messages to whole
organization. Top management of an organization can send all at once a message in the text or video
formats to every member of the organization using internet based broadcasting system (Nonaka,
1991). Yang (2003) also supported that these will help in reducing geographical barriers. Communi-
cation media such as E-mail, a Video Conferencing System, Internal Electronics Bulletin Board can
thus be used for the quick transfer of new knowledge. The Internet, the World Wide Web, and other
ongoing advancements in information technology (IT) are supporting the efforts to create, integrate,
and transfer information and knowledge among SMEs networks (Stover, 2004). Face to face inter-
view conducted also supported the use of IT resources and mostly indicated the application of Email
(15/18), Internet (17/18), Company website (10/18), E-library (9/18), Internet electronic bulletin
board (10/18) and Video conferencing (8/18) are useful for KT.

The below hypothesis in the context of Turkish SMEs study the effect of implementation of IT
through many channels on knowledge transfer:

H,: Adoption and utilization of the IT applications in the Turkish SMEs is essential for their success:
H,a: by Company’s website
H,y: by E-mail
H,.: by Video Conferencing
H,q: by E-library
Hae: by Internet
Has: by Internal Electronics Bulletin Board

RESEARCH METHODOLOGY

The object of this section is to explain and discuss the methodology to propose the suitable types that
match this study best. Firstly, semi-structured interviews were used to collect data for
qualitative
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analysis. Secondly, a questionnaire was used to collect data for quantitative analysis. Both data was
collected from Turkish textile and apparel industry at two different times to increase the reliability of
the findings. This multi-method approach provided both a broader and complementary approach.
The research intended to develop an understanding of knowledge transfer in a small number of
SMEs, and then to explore this understanding in a large number of SMEs for quantitative analysis.
The interview was first designed to gather qualitative information and then the questionnaire was
used to collect data for quantitative analysis that built on the results from the analysis of the qualita-
tive finding. The research then required further explanation of existing information moving into a
positivistic paradigm. First, it was required to confirm the qualitative findings and increase the reli-
ability of the results then investigate quantitative findings to improve the validity of the analysis and
investigate knowledge transfer in better strength.

Hypotheses Test and Results

This section tests the correlation and ANOVA test between two independent variables with knowl-
edge transfer. The variables are ideas from buyers and suppliers and analysis is to test the relation-
ship of these with KT.

Table 1.1: Correlation between Variables and Knowledge Transfer

Knowledge Transfer | Share Ideas with Buyers | Share ldeas with
Suppliers
Knowledge transfer Pearson Correlation 1,000
Share ideas with buyers Pearson Correlation -,044 1,000
Share ideas with suppliers | Pearson Correlation -,026 ,864 (**) 1,000

** Correlation is significant at the 0.01 level (2-tailed).

The results in Table 1.1 indicates that there is a negative correlation between the sharing ideas with
buyers [r=-0.044, N=264, p>0.05] and sharing ideas with suppliers [r= -0.026, N=265, p>0.05] with
knowledge transfer, indicating that there is no significant relationship between sharing ideas with
buyers and sharing ideas with suppliers with knowledge transfer.

Table 1.2: ANOVA Test for Hypothesis 1

Sum of Squares df Mean Square F Sig.
Between Groups | 4 19¢ o 3 1,40E-02 0,932 0,426
_ Within Groups 3,897 260 1,50E-02 <2.63
Share Ideas with Total
Buyers 3,939 263
Between Groups [ 5 76¢ ) 3 1,92E-02 1,723 0,163
_ Within Groups 2,908 261 1,11E-02 <2.63
Share Ideas with Torl
Suppliers ot 2,966 264

To understand this relationship in detail and see the effects of each level, one-way ANOVA test is
conducted next. The data collected here studies the effect of multiple level of one factor with multi-
ple observations at each level. Multiple t-tests are not the answer because there are a large number of
groups. With this kind of layout a calculation of the mean of each level is required to observe the
variation within each level. The comparison between the actual variations of the group averages with
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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.

2.01 Trend for share ideas with buyers
2 2
1.99 1.9915

1.98 1978

1.897

1.96

Means

1.95 1.95
1.94
1.93

1.92

Level

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.
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Table 1.4: Correlation Test for Hypothesis 2 (H,)

Cor-eations
omgeod T
[T Most usefalyow cood 1T] hiow good 1T applicatiors
M b2 uzefu ‘orlcea  gpplicati i gond |7|apalications fow goad IThow good  T| used by
ferldea M Mozt Lzeful T host uzefull Mozt usefull  sharing- uzed by |zpplications| uzed by |appleatisre |applicatiors | empleyeas
shaing- [T Mz uzeful) forldza farldaa farldea nteral  pmplayeess wzedby | amplovers | amed by uzee by Inte'nal
Compamwys | for dea  tharng-Video| zhafiny-E- | tharing | Elestrarie [ompaws |erplovees | Vdeo  [employess (employees | Electonic
websie  tharing-Emaiken‘eiencing|  Librery Internat  pul etin Baard webste Emeil  Fonferencing| E-lib-an Insemnet  |ul efin baard
IT hinst usefull for [1e Fearson Corelat] 1 5157 A3 -087 GG A1 85 G717 =447 -7 09" izl
sharng-Comaany's  Sig. (2tailed) 0m om0 19 bl 03 400 bl bl 03 00 000
websita N 26 260 260 260 260 e 260 260 260 e 0 360
IT Most usefull for 14e Pearson Corelat] A15" 1 A-d -0a4 e Tie 1000 i - 5584 - 53" 00 240"
sharng-Emal Sig. (2-tailed) julin) w3 127 aoa .0ac nog aoa aoa .0ac i) .non
N i) 25 265 265 265 23t 265 265 265 23t 264 e
IT hinst usefull for [1e Fearzon Corelat] 13 110 1 085 036 03E A0 053 132" A3E 045 076
sharng-Vides Sig. {2-tsiled) a7 a7 154 565 230 o3 302 o3 03 2 215
conferancitg N
281 288 265 265 265 238 265 265 265 238 -] 265
IT hinst usefull for [1e Fearzon Corelat] =08y - 054 <085 1 120 - 22E" =084 -0i0 242 oy =1} IR T
sharngBLitrany gig. 2-tailed) REF g2r 154 052 jox's A7 CH 0og A A20 022
N 262 205 265 265 265 238 265 265 265 238 sl 265
IT Mot uzefull far 14 Pearson Carelat] S Taom uil) 120 1 Rvris Jaer B{1* - 436 -3 A0 299=
sharng- Inzeinzt Sig. (2-tailed) julin) nm hilici) 052 .0ac nog aoa aoa .0ac i) .non
N 28 265 265 265 265 3% 265 265 265 3% &4 265
IT hinst usefull for [1e Fearzon Corelat] Rikh b 7147 Jilizi) BTy 17" 1 T G5 <3817 PecEhin gz . Chad
shaing: Imem:l — gig -ailed) 00 00 200 oo oo 00g 0o 0og A a0 000
Election cBulletin 3¢y, 281 2686 266 266 266 e 266 266 265 ¢ 5 285
howe good 17 apgliva Pearson Corelat 2 1.0007 A0 -004 EES T 1 2iF - &5 - GoE" A0 240
uses by X Sig. (2-tailed) julin) nm ez 127 aoa .0ac aoa aoa .0ac i) .non
Emplayezs mpany’ 280 265 265 265 265 2 265 265 265 2 x5 %5
howgood 1T applica Pearson Corelat] AT i Julix) -0°0 6117 anlay BIET 1 - 4057 - aE™ Arg Pt i
usec by 2mplovessE gig o ggiled) 003 o a2 a7 li] il fulil 000 03t 00 000
N 26 il 268 268 268 23 268 268 268 23 sl 264
howgeod |T appliva Pearsen Corelat] - 447 - 4857 RErd 242 - 43" -35 - 555 - 405 1 1.00C" -5 i by
usecl by ETPP|°‘.‘335’V Sig. (2-tailed) julin) nm 031 aoa aoa .0ac nog aoa .0ac 3 .non
Fen'siencing N Faa] 5 265 265 265 25 265 265 265 23¢ 08 268
howgood 1T applica Fearson Corelat] - A - 5857 Az 243" - dag" PecEhin - BAE* - Jog* 1000 1 B = Erd b
use.c by employezs Sig. (2-tailed) julin) nm 031 aoa aoa .0ac nog aoa aoa 3 .non
Editrary N 281 2686 266 266 266 e 266 266 266 e 6 266
howgeod |T applica Pearsen Corelat] 403 A0 - 045 - 086 405" A 00 AT - 1827 13 ’ it
uses by Sig. (2-tailed) julin) nm Az 120 aoa .0ac nog aoa a0z 02z .non
employeez Intemet 260 o5 265 265 265 258 265 265 265 258 5 265
howgood 1T applica Fearson Corelat] 2917 3409 076 - 1407 200° CEr 2407 2025 -3219 el T i
use: by Sig. (2-tailed) julin) nm ragi] ozz aoa .0ac nog aoa aoa .0ac i)
emplayeesintemal 281 285 265 265 265 3¢ 265 265 265 23 5 285

= 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.
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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-
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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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