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SDSB  Im pact is th e research  new sletter 
of th e LU M S Su lem an Daw ood  Sch ool of 
B u siness.

TheThe SD SB  faculty en gages in  cuttin g-edge 
research in  all m ajor ields of busin ess 
studies. SDSB Impact sum m arises the 
in din gs of the faculty’s research for the 

ben e it of the larger p ublic— esp ecially 
m an agers, ex ecutives, en trep ren eurs, an d 
p olicy-m akers. These in din gs em erge 
frfrom  p ion eerin g research con ducted by 
the SD SB  faculty an d p ublished in  the 
w orld’s best journ als an d case hubs. The 
n ew sletter attem p ts to distill the m ost 
im p ortan t or p ractically relevan t lesson s 
from  these in din gs an d share them  w ith 
its readers.

SDSB Impact w ill facilitate the sharin g of 
kn ow ledge an d dialogue betw een  the 
academ ia an d the in dustry, thereby 
brin gin g LUM S on e step  closer to its goal 
of creatin g syn ergy betw een  theory an d 
p ractice.
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Innovation for Buyers and 
Suppliers
In today’s com pe titive  w orld, innovation is an e sse ntial aspe ct of 
su cce ssfu l bu sine ss pe rform ance . F or an e m e rging m arke t like  Pakistan, 
the  su pply chain is a pote ntial sou rce  of produ ct innovation, bu t e fforts 
ne e d to be  m ade  for it to fu nction e f icie ntly and e ffe ctive ly. T he  buye r’s 
innovation strate gy e nhance s the  su pplie r’s innovation focu s, as w e ll as 
the  buye r-se lle r re lationship that su pports produ ct innovation. U sing the  
re sou rce  de pe nde nce  the ory, au thors M u ham m ad Shake e l Jajja, Vijay R. 
Kannan,Kannan, Shau kat A li B rah, and Sye d Zahoor H assan ind linkage s am ong 
irm  innovation strate gy, su pplie rs’ orie ntation and actions, produ ct 

innovation, and bu sine ss pe rform ance . T his article  de tails how  the  
strate gic alignm e nt of the  buye r and su pplie r arou nd produ ct innovation 
actu ally le ads to innovation and be tte r pe rform ance  ou tcom e s.

T he  au thors condu cte d su rve ys w ith m anage rs of Pakistani and Indian 
com panie s w ho w e re  fam iliar w ith the ir irm s’ su pply chain ope rations. 
T he  au thors re port se ve ral indings that have  im portant m anage rial 
im plications. Innovation bre e ds innovation, i.e ., the  innovation ability of 
the  buye rs incre ase s w he n the y w ork w ith innovative  su pplie rs w ho 
posse ss re sou rce s su ch as cre ative  e m ploye e s, inform ation, and re se arch 
and de ve lopm e nt capability. T hu s irm s ne e d to focu s on the  se le ction and 
m anage m e ntm anage m e nt of su pplie rs that are  strate gically aligne d w ith the  irm ’s 
innovation goals. It is also im portant that the  su pporting infrastru ctu re  for 
innovation is available  in the  organisational su pply chain. M anage rs 
shou ld de ve lop inte rnal innovation capabilitie s, partne r w ith like -m inde d 
organisations, and cre ate  conditions for e ffe ctive  coope ration —  all 
e sse ntial factors to bring abou t innovation ou tcom e s.

T o m inim ise  the  u nce rtaintie s that occu r in organisations, 
innovation-focu se d com panie s shou ld de ve lop syste m s to e nhance  
su pplie r e ngage m e nt in the  innovation proce ss. Su ch collaborations 
im prove  com m u nication channe ls, produ ct and proce ss de ve lopm e nt, and 
m u tu al alignm e nt of goals and de live ry activitie s. F irm s in de ve loping 
cou ntrie s have  to w ork harde r to bu ild inte r-organisational 
com m u nication, tru st, and inform ation sharing. F ore ign collaborations are  
be ne icialbe ne icial in this re gard as the y bring w ith the m  m any advantage s —  
inve stm e nt, ne w  te chnologie s, m anage m e nt e x pe rie nce , and a broade r 
pe rspe ctive  w ith re spe ct to innovation, com pe tition, and aw are ne ss of 
changing cu stom e r pre fe re nce s. 

Produ ct innovation is gre atly e nhance d by involving su pplie rs, u tilising 
inte r-organisational te am s, focu sing on innovation w ithin and be tw e e n 
su pply chain partne r facilitie s, and sharing accu rate  and re le vant 
inform ation across the  su pply chain. A  su pportive  buye r-su pplie r 
re lationship re su lts in the  sharing of long-te rm  and m u tu al goals; clarity of 
e x pe ctations be tw e e n both partie s he lps re du ce  am bigu itie s. T he  
innovation goals ne e d to be  cle arly de ine d, i.e ., w he the r the  focu s is on 
dom e sticdom e stic or inte rnational m arke ts, incre m e ntal or su bstantive  innovation, 
e tc. 

D e ve loping cou ntrie s like  Pakistan and India have  additional conce rns like  
w he the r to conce ntrate  on affordable  innovation in rapidly grow ing 
price -se nsitive  m arke t se gm e nts, or focu s on high-valu e  m arke t se gm e nts. 

T he se  factors in lu e nce  the  le ve l and type  of com pe tition face d, partne r 
se le ction, inve stm e nt ne e de d to su pport innovation, e tc. Of cou rse , acce ss 
to capital su bstantially im pacts the  produ ct innovation ou tcom e s, cae te ris 
paribu s.  E ve ntu ally, all the se  factors facilitate  produ ct innovation, w hich 
in tu rn has a positive  im pact on bu sine ss pe rform ance .

R eferen ce
Jajja, M .S.S., Kannan, V.R., B rah, S.A ., and H assan, S.Z. (20 1 7). Linkage s 
be tw e e n irm  innovation strate gy, su pplie rs, produ ct innovation, and 
bu sine ss pe rform ance : insights from  re sou rce  de pe nde nce  the ory. 
I nternational Jou rnal of Operations and Produ ction M anag em ent, 37(8 ), 
1 0 54-1 0 75.
doi:  https://doi.odoi:  https://doi.org/1 0 .1 1 0 8 /IJOPM -0 9-20 1 4-0 424
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M . Shakeel S. Jajja is A ssistant Profe ssor at the  
SD SB , LU M S. H e  te ache s cou rse s in ope rations, 
su pply chain m anage m e nt, su pply chain analysis, 
and innovation and te chnology m anage m e nt. H e  is 
also the  dire ctor for the  e x e cu tive  program m e  in 
A gribu sine ss M anage m e nt. H is re se arch inte re sts 

inclu de  su pply chain m anage m e nt, te chnology and innovation in su pply 
chain re lationships, social and e nvironm e ntal com pliance  in su pply 
chain re lationships, and ope rations m anage m e nt. H is re se arch has 
be e n pu blishe d in the  I nternational Jou rnal of Operations and 
Produ ction M anag em ent. 

Sy ed Zahoor Hassan  is Profe ssor at the  SD SB , 
LU M S. H e  te ache s cou rse s in ope rations, innovation 
and te chnology m anage m e nt, agribu sine ss and 
valu e  chain m anage m e nt, innovation and e m e rging 
tre nds, and strate gy and m anage m e nt in 
de ve loping e conom ie s. H is re se arch inte re sts 
                                                                                                                                                      inclu de  inform ation syste m s de ve lopm e nt m e thodologie s, global 

softw are  de ve lopm e nt, inform ation te chnology u tilisation 
e ffe ctive ne ss, and m anage m e nt of te chnology. H is re se arch has be e n 
pu blishe d in the  I nternational Jou rnal of Operations and Produ ction 
M anag em ent. 
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G ender equa lity  a nd w omen employ ment a re iercely  contested issues, 
especia lly  in countries lik e Pa k ista n w hich a re cha ra cterised by  
pa tria rcha l a ttitudes, w ea k  policy  implementa tion, a nd societa l norms 
tha t w ea k en w omen’s positions in w ork pla ces. Unfortuna tely , despite 
the mushrooming of na tiona l policies a nd interna tiona l conventions tha t 
prohibit discrimina tion a nd incorpora te gender equa lity  in the 
legisla tive fra mew ork  of Pa k ista n, there is a  huge ga p betw een policy  
a nda nd pra ctice —  Pa k ista n recently  ra nk ed second low est on a  list of 145 
countries being eva lua ted for gender ga p. Authors F a iza  Ali a nd Ja w a d 
Sy ed highlight the multilevel issues rela ted to gender equa lity  in the 
w ork pla ce, i.e., ma cro-na tiona l, meso-orga nisa tiona l a nd 
micro-individua l. Using qua lita tive interview s, this study  revea ls the 
cha llenges fa ced by  fema le employ ees w ithin a nd outside orga nisa tions 
a t a ll three levels.

The a uthors a rgue tha t gender is a  socia l construct. Thus a  
context-speciic a nd loca lised a pproa ch is necessa ry  to understa nd w hy  
gender equa lity  ha s so fa r been dificult to a chieve in Pa k ista ni 
orga nisa tions. At the ma cro-na tiona l level, gender segrega tion restricts 
w omen’s mobility  outside the house a nd resulta ntly , limits their 
economic a nd ca reer opportunities. This is exa cerba ted by  sociocultura l 
expecta tions of a  w oma n’s ma in role a s a  homema k er, inequita ble 
distributiondistribution of household responsibilities, a nd la ck  of fa cilities in the 
w ork pla ce (tra nsporta tion, childca re). F ema le employ ees often struggle 
to be ta k en seriously  by  clients, w ho prefer dea ling w ith ma le 
employ ees; simila rly , ma le employ ees often do not trea t their fema le 
collea gues w ith the sa me respect they  ma y  give to their ma le collea gues. 
E ven w omen w ith ca reer success sometimes ind themselves una ble to 
a va il opportunities for ca reer grow th tha t require them to move a w a y  
ffrom home w ithout a  ma le gua rdia n.

At the meso-orga nisa tiona l level, sexua l ha ra ssment is often a  va guely  
discussed topic in w ork pla ces —  employ ees a re usua lly  clueless a bout 
the procedure of iling such a  compla int. Sta y ing silent or informa lly  
conta cting a  supervisor a re the a ctions commonly  ta k en by  the victim. 
Unfortuna tely , if she compla ins a bout sexua l ha ra ssment by  her ow n 
supervisor, she fa ces ca reer obsta cles, e.g., being overlook ed for 
promotions. Another problem is tha t w hile w omen don’t usua lly  fa ce 
prproblems being recruited, they  confront issues w hen it comes to 
promotions a nd tra ining opportunities, often being ignored in fa vour of 
ma les. Simila rly , fema le ma na gers ma y  ind themselves w ork ing w ith 
ma les w ho resent being “ordered” by  a  fema le. Perha ps most 
surprisingly , income inequa lity  is not uncommon, w ith w omen ea rning 
only  6 1% of a  ma le’s pa y  for simila r w ork .

M icro-individua l issues va ry  a ccording to individua ls. W omen w ith 
fa milies ma y  prefer more lexible hours, especia lly  if they  ha ve children.  
Interestingly , some gendered pra ctices a re perceived by  w omen 
themselves a s fa voura ble, e.g., being excluded from a ssignments tha t 
involve ieldw ork , or letting a  ma le collea gue dea l w ith a  “problem” 
customer. Agency  is a n importa nt fea ture, w ith ma ny  w omen 
recognising the pow er of educa tion a nd ina ncia l independence, a nd 
ma k ing efma k ing efforts to obta in both.

All three levels of issues overla p. F or exa mple, a  meso-level issue lik e 
income ga p or sexua l ha ra ssment ha s its roots in broa der ma cro-level 
subjects lik e gender segrega tion a nd sociocultura l restrictions on 
w omen; sociocultura l issues a re link ed w ith interpreta tions of religious 
a spects lik e fema le modesty .

It w ould be bene icia l to utilise tools lik e media , educa tion, a nd legisla tion 
to dea l w ith ma tters of pu rdah, fema le inhibition, a nd modesty  a t the 
societa l level —  the impa ct of w hich w ould seep into w ork pla ces a s w ell. 
D iscrimina tion in the w ork pla ce ta k es ma ny  forms. W hile ma na gers need 
to consider ma tters of pa y  equity  a nd ca reer grow th seriously , they  a lso 
need to rea lise the importa nce of providing a  lexible w ork  environment 
tha t ena bles w omen to meet both job a nd fa mily  commitments. 

D espiD espite these hurdles, fema le employ ment ha s been on the rise, due to 
multiple fa ctors lik e rising fema le litera cy , a w a reness of w omen’s rights, 
urba nisa tion a nd introduction of la w s a nd policies empha sising gender 
equa lity . Pra ctitioners a nd ma na gers, in both public a nd priva te 
orga nisa tions, need to develop a  comprehensive a nd contextua l 
understa nding of the multilevel issues w omen fa ce in w ork pla ces a nd other 
doma ins of life. This ma y  reduce the ga p betw een policy  a nd pra ctice a nd 
helphelp design policies more suited to the Pa k ista ni society . Understa nding 
these cha llenges a llow s the development of rea listic models of gender 
equa lity , a nd provide policies tha t a re w ell-informed a nd pra ctica l for 
w ork ing w omen.
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How  do D ifferent Valu e Grou ps 
D evelop in the Sam e Org anisation?

A bou t the A u thor

A rif N. Bu tt is Professor at th e S D S B , LUM S . H e teach es 
negotiations and con lict management, team bu ilding 
and leadersh ip, and cross-cu ltu ral management and 
performance management. H e is th e director for th e 
ex ecu tive programme on N egotiation S kills. H is w ork 
h as been pu blish ed in th e Jou rn al of O rgan ization al 
B eh av ior, A sia Paciic Jou rn al of M an agem en t and 
Jou rn al of B u sinJou rn al of B u sin ess Eth ics. 
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G lobal organisations ex pect a standard set of valu es and beh aviou rs from 
th eir employees, regardless of personal backgrou nd or geograph ical 
location. H ow ever, th is does not stop th e grow th  of different grou ps 
w ith in organisations, w ith  each  possessing its ow n valu es. Au th ors Alfred 
M . Jaeger, S u ng S oo Kim, and Arif N azir B u tt ex plain th e concept of 
grou pv ergen ce, h ow  it develops in organisations, and resu lts in th e 
formation of tw o types of valu e grou ps —  local v alu es clu sters and global 
v aluv alu es clu sters. T h ey fu rth er describe h ow  th ese valu e grou ps impact 
organisations. G rou pvergence is th e emergence, in th e same 
environment, of different grou ps of individu als w ith  eith er more local or 
more global valu es, su ggesting varying levels of divergence or 
convergence for different grou ps. T h ose w ith  little or no ex posu re to 
globalisation w ou ld h ave local sociocu ltu ral as w ell as bu siness ideology 
valu es (local valu es clu ster); th ose w ith  some or more ex posu re w ou ld 
hh ave local sociocu ltu ral valu es cou pled w ith  global bu siness ideology 
valu es (global valu es clu ster).
 
M anagers’ valu es are in lu enced by tw o (potentially) parallel processes, 
i.e., cu ltu ral ex posu re and (organisational) socialisation. Cu ltu ral 
exposu re can resu lt from regu lar electronic interaction (teleph one, email, 
video ch at). Anoth er sou rce is face to face interaction w ith  members of 
oth er cu ltu res, w h ich  ex poses managers to more “u niversal managerial 
eth os.” N ot only does th is bu siness approach  improve produ ctivity, 
eficiency, and effectiveness, it also promotes a u niformity of valu es 
(g(global managerial valu es) across cu ltu ral contex ts. O rgan isation al 
socialisation  is th e process w h ereby new comers become incorporated 
into th e organisational roles and environment. T h ey learn beh aviou rs 
th at h elp th em become effective members of th e organisational cu ltu re. 
M oreover, th ey absorb organisational valu es, norms, and identity —  all of 
w h ich  form valu e clu sters. M anagers w h o w ork or h ave w orked in M N C s 
(mu ltinational corporations) are more likely to espou se global 
managerialmanagerial valu es as opposed to th ose w h o h ave w orked only in domestic 
enterprises.

G lobal organisations w h ich  h ave th ese coex isting grou ps can u tilise th is 
cu ltu ral diversity for problem-solving, creativity, and establish ing 
netw orking ties. G lobal valu es clu ster managers are a better ch oice for 
foreign negotiations, representatives in mu ltinational teams, 
international initiatives, and interactions w ith  foreign cou nterparts 
possessing similar managerial valu es. S ince th ese global valu es clu sters 
sh are sociocu ltu ral valu es w ith  th eir local valu es clu ster colleagu es, th is 
w ow orks to th eir advantage w h en interacting w ith  th e latter grou p. F or 
ex ample, know ledge of local valu es h elps enh ance relations betw een th e 
h eadqu arters of global organisations and th eir variou s local su bsidiaries.
 
M anagers and irms need to make consciou s attempts to enh ance cu ltu ral 
valu es diversity in th e w orkplace. T h is inclu des h iring more local 
employees w h o h ave basic know ledge of E nglish  or th e h eadqu arters 
langu age, as w ell as overseas edu cation. T h is enables th e formation of 
global valu es clu sters th at interact more effectively w ith  th eir 
cou nterparts at th e h eadqu arters as w ell as w ith  oth er organisational 
grou ps.  It is imperative to facilitate interactions w ith  overseas 
cou ncou nterparts, provide training and edu cation overseas, and encou rage 
employees w h o are w illing to w ork at different locations. H ow ever, it is 
also necessary to recognise th e w orth  of local clu ster valu es, i.e., th ey 
better u nderstand th e core valu es of th e h ome cou ntry and local 
employees, as w ell as th e local know ledge and perspectives.

In th is era of globalisation, ch ange in managerial valu es is a given. T h e 
au th ors h ave proposed th e idea of grou pvergence, w h ere local and global 
valu es clu sters coex ist. T h is leads to more effective problem-solving, 
mediation betw een local and global cu ltu res in th eir respective global 
organisations, and better netw orking. 
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Pak W heels.com  – The Next Challeng e From  Kashf Fou nd ation to Kashf M icro inance 
B ank

SDSB IMPACT

TH E CON TEXT
T hisT his case  fe ature s the  challe nge s face d by  a 
start-up w e bsite , PakW he e ls.com , in the  use d-car 
m arke t in 20 15, w he n its founding partne rs w e re  
asse ssing pote ntial source s of pro itable  grow th 
and w ay s to m aintain the ir com pe titive  
advantage . F ounde d in Pakistan, PakW he e ls.com  
w as a ve rtically  classiie d autom otive  portal that  
succe ssfully  re volutionise d the  use d-car trade  channe l by  bridging the  
gap be tw e e n the  traditional re tail channe l of car de ale rs and buy e rs. Ke y  
discussion points focus on the  turning point of the  PakW he e ls busine ss, 
nam e ly  re te ntion of use rs w hile  sustaining the  curre nt busine ss m ode l, 
ide ntiication of ke y  strate gie s for scaling up and m one tization, and 
re sponse  to com pe titive  thre ats to safe guard its m arke t position. T hrough 
e valuating the se  options and discussing this case , stude nts w ill le arn 
aboutabout strate gic proble m s face d by  online  portals as w e ll as how  the se  
unique  busine sse s cre ate  value  for e nd use rs.

TH E DECISION
D uring the  m onsoon se ason of m id-July  20 15, Raza S ae e d and S une e l 
M unj, the  tw o co-founde rs and m anaging partne rs of PakW he e ls.com , 
grabbe d a coffe e  e n route  to the ir of ice  in Lahore , Pakistan. T he ir 
thoughts w e re  consum e d by  the  crucial upcom ing inve stor pre se ntation 
about the  com pany ’s grow th strate gy  for 20 16. Just w he n the y  thought 
that the y  w e re  re ady  to de ve lop an aggre ssive  grow th strate gy , the y  
re ce ive d som e  unse ttling ne w s. T he re  w as spe culation that one  of the  
lalarge st online  classiie d w e bsite s— OLX— w ould com m e nce  a m ajor 
thre e -w e e k long m e dia cam paign costing about US D  0 .5 m illion to launch 
its use d-car se ction in the  local m arke t. According to M unj, PakW he e ls 
re lie d he avily  on its loy al com m unity  m e m be rs and the ir positive  w ord of 
m outh for m arke ting, but this m e thod m ay  not be  sustainable  in the  long 
run. F or the  irst tim e  in the  history  of Pakistan, online  brands w e re  
de ploy ing signiicant adve rtising budge ts for m ainstre am  m e dia 
aadve rtising. To com pe te  w ith the se  de e p-pocke te d inte rnational giants, 
such as OLX, for m arke t share  w as going to be  a huge  challe nge  for 
PakW he e ls. S ae e d and M unj re alise d that the y  had to m ake  som e  strate gic 
busine ss de cisions. T he se  include d de ve loping a pro itable  grow th 
strate gy  for scaling up the ir digital platform  w ithout com prom ising 
sustainability  and its com pe titive  advantage s and inally , m aking a 
de cision on how  to re spond to OLX as an im m ine nt thre at to the ir m arke t 
le ade r position.le ade r position.

TH E CON TEXT
T hisT his case  docum e nts the  challe nge s face d by  the  
Kashf M icro inance  B ank (KM F B ) in 20 12, w he n 
it w as a re lative ly  ne w  e ntrant in the  inancial 
industry  e stablishe d by  the  20 0 1 M icro inance  
Institutions Ordinance . T he  case  ide ntiie s the  
dif icultie s KM F B  e ncounte re d in e stablishing 
itse lf as a m icro inance  bank, m oving aw ay  from  
thethe  unre gulate d N G O se ctor that its pare nt 
com pany , Kashf F oundation, be longe d to.
KM F B  face d the  sim ultane ous challe nge s of surviving the  start-up stage  as 
w e ll as adapting to the  stringe nt banking re gulations place d on it by  the  
S tate  B ank of Pakistan (S B P).  T he  latte r re quire d le arning to strike  a 
balance  be tw e e n the  som e tim e s con licting banking and de ve lopm e nt 
institutional logics, a ty pical proble m  for hy brid institutions w ith a social 
m ission. As KM F B  grapple d w ith try ing to m e e t S B P’s re quire m e nts on 
capital ade quacy , it face d a re pay m e nt crisis originating from  its pare nt 
com pacom pany , w iping out a signiicant portion of its e quity . KM F B ’s board m ust 
m ake  a de cision re garding w he the r or not to invite  a ne w  m ajority  
share holde r to bring the  bank out of the  re d. T his include s the  de cision 
crite ria for choosing a share holde r that w ill uphold KM F B ’s m ission of 
inancial inclusion.

TH E DECISION
On a w intry  e ve ning in late  20 12, KM F B ’s C E O M udassar Aqil sat in his 
of ice  re ading y e t anothe r S B P inquiry  dire cte d at Kashf M icro inance  
B ank. Aqil’s m ind w as incre asingly  occupie d by  thoughts of the  bank’s 
curre nt dism al inancial state m e nts. H e  kne w  he  had tough choice s ahe ad 
as he  pre pare d for a m e e ting w ith his board of dire ctors. T his include d 
raising the  m inim um  capital re quire m e nt (M C R) from  PKR 50 0  m illion to 
PKR 1 billion and incre asing the ir capital to m e e t an annual targe t of PKR 1 
billionbillion by  D e ce m be r 20 13. T he se  re gulations hit Kashf B ank hard, since  
tw o-thirds of its initial e quity  of PKR 7 50  m illion had alre ady  be e n w ipe d 
out in the  y e ars since  it be gan ope rations in 20 0 8. D ue  to this, the  country ’s 
pre m ie r cre dit rating age ncy  had just intim ate d Kashf B ank that it w as 
dange rously  close  to be ing dow ngrade d to non-inve stm e nt grade . T he  
bank had to re cove r from  its balance  she e t crisis, but w hat w e re  the  
options available ? W ould a fre sh inje ction of e quity  allow  the  original 
boaboard of dire ctors to m aintain the ir hold ove r the  bank and safe guard Aqil’s 
position as its C E O? Or w ould the re  have  to be  a se ll-out? T he  bank had 
be e n approache d by  a fe w  inte re ste d buy e rs that include d a 
te le com m unications com pany  as w e ll as a consortium  of local inve stors. In 
pure ly  inancial te rm s, both offe rs w ould substantially  im prove  the  bank’s 
balance  she e t and pull it out of this crisis. T he re  w as also inte re st from  the  
F oundation for Inte rnational C om m unity  Assistance  (F IN C A), a w ide ly  
rre spe cte d nam e  in the  inte rnational com m unity . Kashf B ank’s board had to 
de cide  how  to balance  inancial conside rations w ith the  social and 
de ve lopm e nt m ission of the ir institution, i.e ., providing acce ss to inance  to 
the  country ’s unbanke d population of m ore  than 150  m illion.
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