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Abstract

Supply chain management is becoming very impoitathe agile manufacturing industries of nowadays.
It is imperative to study the strategy and factaffecting theintegration of supply chain management in
company’s operating divisions. Forecasting and iguélinctions should be integrated in supply chaitds
assumed that SCM can improve the efficiency anecaffeness of company’s transformation processcelén

is important for companies in Saudi Arabia to fallthis trend and began implementing SCM to squékeze
excessive fat out of their operations.

The paper will start by general introduction with averview about supply chain management. Thewjlit
summarize the theoretical background for stratégyext section method and research methodologlybail
discussed with analysis of results. Finally, thpgrawill close with a conclusion

Keywords. Supply Chain Management, Strategy, Factors, Matwfag industries, Lean and Agile Supply
Chains

1. Introduction

Today’s businesses have become extremely complasiuEners have become highly discerning in theircgho

of products and services. The pressure of competitias accelerated product changes, supercharged by
shortening product and technology development \lifkxs. Convergence has shifted the balance of pawer
favor of the consumers thereby giving way to glatadion of businesses and integration of econonditiough

this may have thrown open a plethora of opportesifor all — in the form of variety and choicehés at the
same time added the highest degree of uncertamtyuapredictability to business processes. To coititeese

risks and challenges, organizations round the glatee re-organizing and streamlining their supplyich
because it focuses on actions along the entireev@lain. The supply chain perspective is predicatethe fact

that competition is shifting from firm versus firtm supply chain versus supply chain, and SCM isaftygroach

to designing, organizing, and executing these iietsv

During the 1990s, many manufacturers and serviowigers collaborated with their strategic suppliéss
upgrade traditional supply and materials manageffugrtions and integrate them as part of corposttetegy.
Supply chain management has gained significancenasof the 21st century manufacturing paradigms for
improving organizational competitiveness. SCM hasrbconsidered as a competitive strategy for intewy
suppliers and customers with the objective of imprg responsiveness and flexibility of manufactgrin
organizations. The integration of functions wouksult in potential benefits such as inventory réidnc
improved delivery service, and shorter product tgwment cycles because of close coordination betwee
functions.

According to the definition of SCM by the Globalgly Chain Forum, SCM is the “integration of keysiness
processes from end user through original suppliat provides products, services, and informaticat tdd
value for customer and other stakeholders”.

To elaborate more, a general SCM model is giveiolasvs:
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Figure 1: SCM Model - Stefan and Martin,2008

Enterprises worldwide face challenges such as ctitiveepressures, increasing global competitiorglide in
profit margins deregulation in many business emwitents, most multinational corporations are puiguin
different innovative operational strategies to secmarket share and improve profits. Specificallyscrete
Manufacturing markets driven by mass customizagiot e-commerce are forcing retailers and manufaisuo
shorten planning cycles, compress manufacturing teaes, and expedite distribution which made gmises
worldwide feel the importance of SCM. It is becommore crucial for the survival of world class eptéses.

The same effect is getting transferred to MiddlstBghere companies have very seriously startedkitignfor
innovative solutions to overcome the sudden presaod competition with the local industry. Befdne 1990s,
Saudi organizations operated in a protected enwiemt. There was very little competition even améngs
domestic players. Business was driven by almostopelistic strategies. However the de-regulationthef
Economy in the last decade has attracted globglemain every industrial sector and has unleashegéva
competitive spirit in the Saudi organizations. Fgnecompanies have started stepping in the Kingtosatisfy
the regional demands of consumer goods. In searctun a solution that would lead towards continuous
improvement, attentions are getting diverted tdMS®hich is a totally new technology of managing the
business and the relationship among all the memback to the original suppliers and out to the eoasumers.

Environment changes have been so dramatic and sutidé Saudi Arabian organizations have realized th
inappropriateness of competing effectively in itiola from their suppliers and other associatesuppsy chain.
The need for adopting collaborative methodologitghis stage, is more than ever before becautieeakcent
economic deregulation and globalization of the doslide industry. The traditional “protective” ecaniz,
industrial and organizational boundaries have béemolished. Although Saudi Arabia is one of theefsts
developing economies of the world, it needs a ifie approach to put its economy on the path aameble
economic growth.

Saudi Arabia got a big market of Consumer Prodtieds is why many international companies have kxtat
there plants in the region to facilitate the densakdst effectively. Mostly Consumer goods are pcedu
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through Discrete manufacturing processes. Thesestgb industries got a major scope of implemensB&M
and realize the benefits as the coordination betwaerctions count a lot and that ultimately resoltcutting
down the overall product cost to make it more catitipe in market. Effective management of the sypgiain
is viewed as the driver of reductions in lead tiraeg material costs, and improvements in produatityuand
responsiveness.

2. Theoretical Background For Srategy

In recent years, numerous theories and paradigwe been used by scholars to understand why soste g
supply chains succeed in creating value while stlernot. Strategic supply chains as organizatientlies are
more likely to succeed when they are able to adaplt align with the demands of the external enviremm
(Thompson, 1967). A second theory that helps emphaiwv strategic supply chains can mobilize to @eatue
and that goes hand in hand with contingency thésriyewin’'s ,1951 force field theory. Force fieldetiry
implies that the driving forces (external threatsnbined with internal benefits) must exceed théstieg forces
(e.g. culture, structure, perceptions of how thiglgsuld be done) so that any organizational ertity this case
a company within a supply chain — can change amdw&uiin changing environments. The ability to sdha
environment for the forces driving SCM, to identifie potential barriers (or resisting forces), am@mplement
bridges (so as to over come resistance) enablesharsnof a supply chain to maintain competitive sgecin
changing environments and markets and become @&safat strategic supply chain. Typically, the cogéncy
model is driven by dynamic technological innovatiomnagement skills across department and org&omzt
functions, and integration vertically and horizdiytacross industry (Stonebraker and Afifi, 2004ink, 1995;
Hammer and Champy, 1993; Lawrence and Lorsch, 19B7%@se drivers can be considered driving forces
(Lewin, 1951). Although these drivers push for dymain collaboration, barriers or resisting faqsh back
(Lewin, 1951). Such resisting forces include latkmember support, inadequate measurement and iafam
systems, and organizational culture. Neverthelegmnizations are not powerless in terms of choaretheir
ability in attempting to overcome these barriergat8gic supply chain partners can create and imgpie
initiatives that bridge the gap between a suppbirtiand a strategic supply chain. Some of theskgybsi include
people empowerment, information integration, atidrade design.

In competitive market companies usually offer aevidnge of products and services in various tyfesn-
coherent business environments. There are no Sfegies that are applicable to all types of proslastd
markets.

It is therefore of growing importance to developlitierentiated SC strategy to stay competitive.sTimplies
that the SC strategy needs to incorporate sevetatians each appropriate to a specific producimarket
condition and this concern both the supply, opegatand distribution parts of the SC strategy. asi
manufacturing strategies — such as make-to-stockS(M deliver-to-order (DTO), assemble-to-order (ATO
sourcing-to-order (STO), and make-to-order MTQave been adopted in numerous enterprises withithef
satisfying the needs of specific customers in dgeonarkets (Amaro et al.,, 1999). Fisher (1997}iated
research where suggesting that companies needtingtiish between functional and innovative prosatd
argued the latter should be supplied with respengagile) SCs while the former should be suppligth w
efficient (lean) SCs. There is an essential difieezbetween lean SCs that focus primarily on eifficy (i.e.
costs and productivity) and agile SCs that focumarily on responsiveness (Fearne and Fowler, 20865
emphasizing efficiency creates a risk that productioes not meet customer demand, while SCs enzigsi
effectiveness creates risk of low-production eéfiaiy.

Special product refers to a product with low voluare erratic demand, a short life cycle, or a Heglrel of
customization. In contrast, standard product refiers product with a more stable demand, longerdifcle, or
with no or limited customization. Figure below st®the resulting matrix and the four suggested &tegfies.

As can be noted, the matrix suggests that theréoarepossible generic SC strategies. Firstly, wdemand is
predictable and replenishment lead-times are shdean continuous replenishment strategy is apjatep In
contrast, when demand is unpredictable and repier@at lead-times are long, a leagile SC strategy is
appropriate. Moreover, when lead-times are long demtand is predictable, a lean SC strategy is @piate,

for example, make and source ahead of demand imdise efficient way. Finally, when demand is unjctable

and lead-times are short, an agile SC strateggdoais rapid response, is required.
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Figure 2: Christopher et.al, 2006
The three SC paradigms of interest: lean, agild |eagile are described in more detail below.

2.1 Lean & Agile(Leagile) Supply Chains

Although lean and agile approaches are often dieclas opposing paradigms, they share a commoatiobje
meeting customer demands at the least total cadti$éBy et al., 2006). It is in terms of the chagaistics of this
demand and the basis of meeting customer demanthéhtwo approaches differ (Goldsby and Garciatibpse,
2003). Moreover, numerous researchers have suggtsiethe lean and agile approach can be intefjinta
variety of ways to create so-called “leagile” stgies (e.g. Childerhouse and Towill, 2000; Chriktypand
Towill, 2001; Stratton and Warburton, 2003; Mist2@05). Thus, it is not really a question of learagile, but
rather the thoughtful selection and integratiorswitable aspects of these paradigms appropriateetspecific
SC strategy (Christopher et al., 2006). Table tithtes a comparison of attributes among lean, agiteleagile
SCs. Christopher and Towill (2001) have visualifte@e distinct lean-agile hybrids. The first is rided on the
Pareto Rule, recognizing that 80 percent of a cayipaevenue is generated from 20 percent of it&lpcts. It
is suggested that the dominant 20 percent of thdyat assortment can be managed in a lean mangieer
that demand is relatively stable for these itentbthat efficient replenishment is the appropridigective, while
the remaining 80 percent can be managed in an agilener (Goldsby et al., 2006). The second leale-agi
hybrid is founded on the principle of base and ksrglemand, recognizing that most companies expegria
base level of demand over the course of the yemr.suggested that the base demand can be maimgddan
manner, while demand peaks over the course of peagons or heavy promotion periods can be managad i
agile manner (Goldsby et al., 2006).
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Figure 3: Sources: Naylor et al. (1999), Mason-3aieal. (2000), Olhager (2003), Bruce et al. (G0
Agarwal et al. (2006)

Leagile SC systems have several advantages. Fitsifgreases the company’s ability to fine tumeducts to
specific customer wishes. Secondly, inventory carhéld at a generic level resulting in fewer stkekping
variants and hence few inventory in total as wsllaver inventory carrying and obsolescence casigdly,
because the inventory is generic, its flexibilisygreater, given that the same components, modulgstforms
can be embodied in a variety of end products. lRburtorecasting is easier at the generic levehthathe level
of the finished item. Finally, the ability to cust@ze products locally means that a higher levelasfety may be
offered at a lower total cost, enabling strategie$mass-customization” to be pursued. In orderléagile SC
systems to succeed, a reliable supplier networkdha supply parts and services is necessary (fgéz and
Lee, 1997).

Supply chain strategy differs from traditionallycapted company strategies in that it requires twrdination
and commitment of multiple firms to implement compastrategic objectives. Supply chain strategyiags
inter-firm coordination as the capability that fdates achievement of objectives focused on regegnowth,
operating cost reduction, working capital and fixedpital efficiency to maximize shareholder value
(Christopher et.al 2006). The essence of supplincsteategy emerges from research focusing onrtipact of
inter-organizational relations on marketing strgteg

Failure to link performance to strategy may leadh® inability of the supply chain to achieve goatsl meet
customer expectations, and will not provide théovisiecessary to influence individual goal-diredbethaviors.

2.2 Aligning of supply chain strategy with business strategy

Strategy can be defined as “a set of dynamic, rated decisions that one must make in order tatiposbne’s
business in the complex environment”. Thus stratedpasically the actions taken in order to achiesmpany’s
goals and business objectives. Today’s environneériusiness is dynamic and agile. It cannot achidne
required goals by strategies characterized by dgtons, which are looking to achieve dominancairasf
competitors and mainly relying on order-winning teria. Instead, it requires a focus on synchronized
management of the flow of physical goods, assatiatéormation and allied services from sourcingotigh
consumption (Christopher et.al 2001). Supply chlmmagement covers the entire range in its decisiaking
framework. Hence, the need for supply chain stsategcompetitive advantage in contrast to whatas earlier,
demanding top-level management attention. The ehgdl is to take supply chain to a more strategiel i@ithin
the firm so as to have a sustainable

Supply chain strategy must be aligned with the fe&s strategy in order to achieve the goals inathile
environment. Presently, a majority of Saudi orgatiimns have a weak alignment of supply chain gsateith
business strategy. As a result of which the act@m#ot result in bottom-line gains, as narratedhgysurvey
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results. This is primarily so, because the orgditma are rigidly structured along functional lin@sth
department-specific performance measures. They fabeg to adopt performance metrics, which areveer
from a supply chain objective to meet business siead a first step, Saudi organizations need tolvesthe
performance measurement issue so that the depaaimaetrics are aligned with the overall supply inha
objective to meet the business objective.

3. Method

To study the major factors affecting the functigtyabf SCM, a survey questionnaire was designedralyze

the facts and figures as well as qualitative respsrabout the supply chain practices in organistidhe
survey was basically to quantify the extent of dgplent of supply chain strategies, the structuresugply
chain in various industry sectors and the problemsountered in organizing supply chain systems by
organizations for strengthening supply chain mansege.

Reason of having the survey is to examine the ntipeactices and the extent to which these opealtiactors
are perceived as important in formulating SCM datitie.

The respondents were requested to fill out a questire so as to extract responses on the suppiy emnd
logistics issues faced in industries of Saudi Amabi addition to the questionnaire, the responsesived were
validated through personal interviews to gain aight into the business strategies and supply shain

The following are the split details based on défarindustry types surveyed.

Industry Nur(;ber Response

Description Responses Percentage
Electronics 6 11.54%
Transportation 4 7.69%
::r‘f)‘(‘fl}gg' 9 17.31%
Chemicals 4 7.69%
Utilities 5 9.62%
Mills 3 5.77%
Ig::)ondsljjcr?ser 8 15.38%
Others 13 25.00%
Total 52 100%

Table 1. Sample Profile

Survey was sent to different departments inclugimgchasing, logistics and manufacturing functiofighe
company. The survey questionnaires were e-mailed fdo purchasing managers and were asked that they
forward the survey to the appropriate personnelpimchasing, manufacturing or logistics. The average
respondent had 7.5 employees reporting to himénad, between seven and ten years of experienceein th
present occupational field. In this section, trepmndent profile by position and function is preésdn

The literature was reviewed to have an idea offdltors affecting the efficiency of SC and triednoorporate
it in the survey below to get feedback and devitEnges to make the chain function more effectively.

68



European Journal of Business and Management
ISSN 2222-1905 (Paper) ISSN 2222-2839 (Online)
Vol.5, No.30, 2013

www.iiste.org
JLLEN

ST

Respondent | Number of | Response
Position Responses | Percentage

Senior 12 23.08%

xecutives

GM/Senior 14 26.92%

Managers

Managers 12 23.08%

Ind|V|_duaI 14 26.92%

contributors

Total 52 100%

Table 2. Respondent Profile by Position

Number Response
Respondent Function of
Percentage
Responses
Purchasing 9 16.67%
Logistics 7 12.96%
Distribution 8 14.81%
Planning & Scheduling 12 22.22%
Sales 3 5.56%
Engineering 5 9.26%
Marketing 2 3.70%
Finance 1 1.85%
Other 7 12.96%
Total 54 100%

Table 3. Respondent Profile by Function

3.1 Research Methodology

An organized approach was adopted to design thstigneaire by carrying out the consultation firsthathe
practitioners and academicians. Available worldvgdeveys were also reviewed in the light of Sauzbritomics
which helped in designing a comprehensive QuessimanFirstly the designed questionnaire was tisted to
individual contributors as a sample check to grdoup by eliminating the short comings indicatetheTrefined
questionnaire was sent to targeted sources. Orctediilback was received, the data was sorted aiyzad.
All the responses were compiled and tabulated pactieutcomes of survey.
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Figure 4: Research Methodology
3.2 Data Collection
The survey instrument was distributed by email faxdwith a cover letter explaining its purpose. Taeipients
were asked to complete the survey within two weeid either fax or email the completed form to dgieded
address. Recipients were also encouraged to distribe survey to other practitioners within tHeim. Of the
70 surveys distributed, 50 usable surveys werermretufor a response rate of 74.28 percent.

3.3 Analysis

The results indicated that SCM initiatives shoulel integrated with purchasing, manufacturing, materi
management, logistics, quality and forecasting fions. This is in agreement with the goals and cbjes of
SCM philosophy and indicates that SCM initiativédsold engage within and outside the organization.
Therefore, in order to develop and implement SChhg] it needs the commitment and involvement byosen
management of the company and its operating busunass.

The responses received would serve as a guidaidevelop Supply Chain structure and strategywag that
it would be best fit to business and tackle keycfiomal areas that affect the performance of Su@tigin.

Survey showed that most of the business execuiivE€audi organizations have realized the real nedthve

structured supply chains for profitability and caatipveness. However, not many of them have giveeréous

thought to putting an integrated structure in plabe overcome this, organizations need to changeway

people think about supply chains — the obligatibabich relies on the top management. It also negusupply

chain managers to understand business processesuthacross organizational boundaries, establigir t
interdependencies, streamline or reengineer therthabthey meet customer requirements. It is onith w
thoughtful and thorough understanding of businessgsses that such integration can be achieved.
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Importance of Supply Chain Objective to Top Management
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Chart 1: Importance of Supply Chain Objective tp Management
The supply chain strategy should be aligned wighdberall business strategy. This could be achiéyedaving
trust and information sharing among supply chairngas. In this way they can promptly respond tstemer’s
demand with unique and tailored offerings. Effeetintegration is the key because if one of thedeslfails, the
organization’s performance may suffer and may ne¢tnthe expectations of its customers, or the cefevel of
its competitors. The primary benefit of integratisrthat all business units and supply chain pastsbare the
same data, synchronize actions and minimize distetin demand management (Kalambi, 2000).

The focus on inventory management gives evidencthdofact that the Saudi industry has realized that
inventory levels will have to be monitored and ntaiimed at the lowest possible level, in order tdivde
superior bottom-line results.

Inventories through partnership : Supply chain management provides the ability fotuwr@ demands from the
market, quickly translate it to supplier requiremamnd finally fulfill consumer needs. This entirgeecise
involves forming alliances with supply chain parsePartnership and strategic alliances form thdrdak of
such a competitive supply chain strategy. It cédis Saudi organizations to collaborate with supphain
partners for product design, product developmesdjstics, warehousing, market reach, manufactuend
procurement — all with the objective of cutting doimventories in the entire supply chain framewdtkwever,
this is easier said than done. It involves a duiategy of fostering trust as well as optimizingaerces,
performance and gains across the supply chain.eSsfidly accomplishing this twin-objective requiras
reciprocal and continuing commitment of human, técdl, and informational resources on the partugfpdy
chain partners.

Management of inventory has received considerattdamtzon over the years. Managers assign differeasons
for holding or not holding inventory. Some of thajor reasons for holding inventories by Saudi oiztions
include: improving customer service, hedging agapige changes and contingencies; achieving ptizhyc
purchase and transportation economies; protectiagnst demand and lead time uncertainties; andchbiaig
supply and demand. Each of these motivators isepted here under:

To be cautious against price changes and contingencies. The research data showed that respondents indicated
seasonality of demand in their businesses. Tabtawbgrovides percentage of sales in season forepéage of
respondents.
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Chart 2: Seasonality of Demand
Businesses are forced to be cautious against ptiaages and contingencies by maintaining high itorgn
levels so as to fulfill demand during the peak sea3he demand of products for Saudi organizati@mgs not
only across seasons, but also within a month. mbids true for all the months round the year. Tros only
increases the complexity of supply chain managemarit also is the main contributor to the buildimg of
inventory during the month.
To protect against demand and lead time uncertainties: The lead times in the supply chain network in Saudi
high. This is brought to the fore by the responslehiring the course of the study. Furthermore d¢search also
reveals that around 50 percent of the respondents hn average shipment accuracy to carry investdd
enhance customer satisfaction.

Average Lead Time (actual vs. ideal) for domestic order
processing

> 6 Months
3-6 Months
1-3 Months
1-4 Weeks _ :
<1 Week
<1 Day ?
0 5 10 15 20 25 30 35 40 45 50

Percentage Number of Respondents

|@ Actual m Ideal|

Chart 3: Average Lead Time
To balance supply and demand: Supply chain planning thrives on the accuracy efmdnd forecasting.
Respondents state having used a host of technaqekemethods for demand forecasting. Popular metimogise
for forecasting demand included simple averagee tsaries, regression and causal models. Howevér, on
around 50 percent of the respondents indicatedezdist accuracy of 10 percent. These accuracyslevellow
forcing organizations to carry a high level of int@ry in the supply chain network.
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Chart 4: Accuracy of Forecast

Non-moving inventory: About 82.7 percent of companies indicate rate @o@dscence of inventory to be less
than 10 percent, while 6 percent indicate the @sx@nce at 25-50 percent requiring an urgent fdgus
organizations to release blocked resources.

Rate of Non-Moving Inventory
> 50 %
2510 50 %
1010 25 % |
<10 %
! ! T T T ! T T 1
0 10 20 30 40 50 60 70 80 90

Chart 5: Rate of Non-Moving Inventory

Relationship Management with Suppliers:The questionnaire was designed to carry multipkestjans relating
judging the relationship with suppliers. These deg¢ae collected to study the impact of suppliezttionship in
reducing lead time and improving the quality of thaterial received.
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Chart 6:Relationship Management with Supplies
Materials Management:The respondents also indicated that forecastingnigues are not adequately used.
Similarly, only few respondents indicated that peogs to improve supplier performance are in pladdch
shows the need for further action.

The survey results also indicated the lack of Bgem logistics planning and setting up of diattibn channels.
Logistics is a key part of SC and has to be dedh due attention to smoothen up the flow resultimgost
effective and more reliable SC.

Materials Management

Have you engaged in re-engineering
of external logistics?

Have you engaged in re-engineering
of internal logistics?

Are penalties enforced when
shipments are lost/delayed?

Forecasting techniques are adequate

Clarity of evaluation criteria to
suppliers

Stock Lewvels are replenished while
mainatining inventory levels

0 10 20 30 40 50 60 70 80 90

Chart 7: Materials Management

Corporate Culture: The respondents were asked to rate on a threeguztd from “some extent”, “great extent”,
to “completely”, to examine the degree to which tierational issues related to corporate culturategic
success factor were being addressed company wide. i intended to provide a realistic illustratiofithe
proportion of employees that hold positive peraapgiof the organizations culture. Figure below samimres

the survey results.
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Corporate Culture

Training and education in regards to SCM adequate
Adequate investments are made in deweloping techniques for SCM
There is adequate support/recognition for advancements |

Business unit has clear SCM agenda

Employees committed to refinement of systems

When changes are made the reasoning is clear

Commitment by top and middle management to SCM

Knowledge of what is happening outside work area

There is an atmosphere of trust in organization

Organization value the ideas of workers at every level ]
Necessary communication channels exist |
T T

60 80 100 120

o
N
o
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o

‘ @ Completely B To a great Extent O To Some Extent ‘

Chart 8: Corporate Culture

These findings signal a responsive and supportigek venvironment that should be able to integrateVSC
initiatives on these basic building blocks. A sfgrsint number of employees feel that there orgaitina
appreciates and incorporates employee ideas ancewt Also the results support the assertion tihiat
organization uses communication channels that stgposs-functional coordination and planning. Gmea
that was somewhat unexpected was that so manynéspts felt that top and middle management were
committed to SCM. This may indicate that senior amddle management need to be proactive and commit
themselves for SCM initiatives. They also neednhiest more in training and education to encouragpl@yee
involvement to develop and implement SCM plans.

4, Reasons To I mplement Supply Chain

The top eight reasons that are believed to be itafisant reasons for implementation of SCM irtiti@s
include: reduce costs of operation, improve invaptionprove customer satisfaction, improve leadepremain
competitive, and increase flexibility as 86 percgdtpercent 75 percent 75 percent, 71 percent aqk&ent of
the respondents perceived that they are impoftaaiso signifies that the respondents believe dmaSCM plan
can improve the efficiency and effectiveness of pany’s transformation process. Improving outputlitggand
increasing market share were believed to be ther dtto reasons for SCM implementation, each rengivi9
percent. These low ratings may not signify thaf/thee not important since they already perceiveprawing
customer satisfaction and lead times, reducingscostoperation, and remaining competitive as sigaiitly
important. It is also possible that the operatiagilities of the company may have implemented quali
improvement projects and improved quality of th@ioducts and services to compete strongly in theketa
place.

The most common response for not implementing SCA& Wstill planning”; which can be interpreted as
consistent with a low level of implementation. Téscond most common answer was “not enough people to
implement”. Those respondents who responded to &matugh people” might be indicating that they need
assistance in implementation or central coordimatiather than more permanent employees. The thost
common response was “present system works.” Thiddcbe interpreted as the resistance of employee
involvement as they think the current system iskivay and why they should go for SCM. When questibne
about the degree to which SCM initiatives have bieiy established in their respective companids pgrcent
responded to a low degree and 35 percent recordstium levels of integration. This indicates thag th
company can provide direction to its operating canigs the importance of SCM and the gains to beerbgd
implementing SCM. Training and education regard®@M requirements and the benefits that would be
achieved by implementing SCM plans could also &levthis problem.

5. Conclusion

It is not surprising to observe that a significengtjority of respondents perceived purchasing, ittmgncontrol,
logistics and manufacturing as the most importamtcfions to be integrated within the supply chain
management paradigm. Still a significant proportidrrespondents felt that forecasting and qualitycfions
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should be integrated. Most of the respondents atditlow level of SCM integration in the companyfserating
divisions. Therefore, it is not clear if the resgdents intended to cite what measures they wouldbusdready
they are using to measure SCM improvement eff@tsne may have answered negatively because of the lo
level of integration, and some yet did not answeala When respondents were asked to rate thergkene

effectiveness measures achieved as result of S@Mtives, “reduced inventory levels”, “increasedstomer
satisfaction”, “compressed order cycle time”, “iraped relationships with upstream partners”, andpfioved
teamwork and cooperation among employees” weredidarbe significant as 59, 59, 58, 58 and 56 péroén
the respondents indicated that these measures“sarewhat” to “fully” achieved. “Reduced operatingsts”
(54 percent) and “increased customer service lev@4 percent) are the other two general effectdgn
measures achieved. When the respondents were tskad which performance measures used, the rdeptm
indicated that inventory turns, cost reduction, andtime delivery as the only three most importaasures
that are being used to evaluate the SCM plans&@it61 and 57 percent of them agreeing. Delivengs, lead
times, and output quality are the other measuresl,usowever, with only 54, 48 and 48 percent of the
respondents agreeing. One would expect higher ptiope for all these performance measure if SCvhgpla
were effectively implemented. As explained earltbe low level of SCM implementation could be tleason
for these perceptions and indicates the need ftrduimprovement.

It also signifies that the respondents believe th&CM plan can improve the efficiency and effemtiess of
company’s transformation process. Improving outpuality and increasing market share were beliewduktthe
other two reasons for SCM implementation. CompanieSaudi Arabia should be following this trend and
began implementing SCM plans to squeeze the exeefaiout of their operations.
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