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ABSTRACT
Current measures for apparel product development are presented and described. The evolvement
of the types of measurements are examined through the 1990's. The increase in the interest and
changing emphasis in the area of product development is examined by analyzing the patent
activity from 1971 to present. Published papers on the subject of textile and apparel product
development show an increase throughout the 1990's. New trends, technologies and business
practices are discussed in relation to the new era of product devel opment competitiveness.
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I nnovation

The development of new textile and
apparel products is rewarding and this
activity is necessary to sustain a profitable
organization. A product undergoes a product
life cycle of introduction, growth, maturity,
and finaly decline (Kotler, 2000). In the
maturity or decline phase, an organization
must take an active role to expand the
apparel product line and either extend the
apparel life cycle, re-aign the apparel
product to make it superior or develop a new
apparel product to maintain revenue.

If new apparel products are not
developed, sales and profits decline,
technology and markets change, or
innovation by other firms makes the original
product obsolete. The resources needed for
new apparel product development include
R& D, engineering, and test marketing. Since
al product ideas are not successfully
developed and tested, substantial funds are
spent on apparel products that never reach
the market. The successful product must not

only return its unique development cost but
contribute to the development costs of
unadopted or shelved products. The return
on investment in new apparel products will
be attractive only if risks can be minimized
and profits maximized.

An apparel firmis continually aware
of the marketing system and the macro-
apparel business environment that impact on
the organization. The firm learns to
recognize factors in the market, which
initiate new apparel products. The firm
initiates new products because of financial
gods, sales growth, competitive position,
product life cycle, regulation, material costs,
inventions, customer requests and
technology.

Growth in sales is an important goal
for many apparel corporations;, in many
cases it is absolutely necessary if profits are
to be maintained. While sales growth is a
continuing force for innovation, the
emphasis has shifted to profitability as the
prime concern (Urban & Hauser, 1980).

JTATM
Volume 1, Issue 3, Spring 2001



	ABSTRACT
	Product Failure
	Furthermore, in reviewing the number of patents issued for product development related technologies, it can be seen from Figure 2 that the number of patents has increased significantly in the 1990’s. More importantly is the fact that the number of patent
	Product Development Models

	Merchandising Calendar
	Source: AAMA (1991)
	Benchmarking the New Product Development Process
	
	
	
	
	Manufacturing Cycle
	Pick and Ship Times
	a). GM and GMROI: The traditional measure of merchandising success in the retail sector is the Gross Margin (GM) which is the difference between net sales and cost of goods sold. A more sophisticated indicator of merchandising success is the GMROI- gross
	b). Return on Equity: This is defined as net income divided by total equity in an organization, expressed as a percentage. This benchmark provides an indication of a company’s profit performance and of how much profit is being generated relative to how m
	c). Return on Net Assets: The Return on Net Assets is the operating earnings before interest and taxes divided by the net assets of an organization, expressed as a percentage. Improvements in this measure will result from optimization of Supply Chain Man
	d). Investment per Sales Dollar: This is defined as the percentage of each sales dollar that is committed to systems improvements. A significant boost in systems spending will be necessary as apparel companies move towards greater integration. Spending w
	Order Fulfillment Efficiency
	Textile Inventories
	Inventory Turns
	Customer Order Processing Time
	Finished Goods Inventories
	Textile Order Cycle






	Shipping Cycle Time
	
	
	
	
	Other Measures
	Quantifying the extent of System Integration





	Field Sales Support
	External Communications,�E-Commerce, 	e-mail,  etc.
	
	
	Product Development Measures and Measures for Getting the New Products to the Customer.
	
	Product Development Technology Available
	(e). Automatic Language Translation

	Summary






