Adoption of Leading Product
Development Practices in a Digital World
Third Annual Retail Digital Innovation Survey – 2018
The retail, footwear and apparel industry
is in the midst of a massive transformation.
Digital technologies have disrupted the
business, challenging companies to find
new ways to transform their end-to-end
product development lifecycle to deliver
top and bottom-line results – and to stay
competitive.

In 2018, Kalypso, PI Apparel and the
Indiana University Kelley School of
Business Center for Education and
Research in Retail set out on this third
annual research study to understand
the adoption of digital technologies and
product development practices in the
industry.

Dozens of companies weighed in on use cases and supporting digital technologies across
six dimensions of a digital program:
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Our 2018 research revealed:
▪▪ The importance and value of digital in the product development
lifecycle for retailers continue to grow year over year.
▪▪ Retailers are seeing the most success with their investments in the
areas of 3D product design and voice of customer. AR and VR are
not a priority despite market buzz and availability of solutions.
▪▪ While progress has been made, few, if any, are connecting digital
processes and tools across the end-to-end lifecycle to unlock the
true value of digital technologies in product development.

INSIGHT 1

Starting Points for Digital
Remain the Same
3D product design continues
to be the place to start within 3D
digital product creation (DPC).
3D design tools for use in
transformation programs have
the highest levels of business
value, importance and current
spend compared
to all other solutions.

81%

say it is important

76%

are investing
now or in the next
12 months

Voice of Customer (VOC)
remains the clear starting point
in Advanced Analytics.
Within the advanced analytics
space within product creation,
Voice of Customer (VOC)
is the clear use case that
companies are pursuing.

84%
say it is important

59%

are investing
now or in the next
12 months
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INSIGHT 2

DPC is More Than Just
3D Design Tools
While most leaders have started their
DPC journey with 3D design tools, leaders
acknowledge value across the development
lifecycle and the need to invest in other
capabilities and technologies.
Most Valuable Use Cases Across the Development Lifecycle
Create
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85%

80%

DPC-related technologies are
identified as important by at least
50% of the respondents.

But, there is still work to be done in connecting
design assets across the product lifecycle.

61%

and

cite challenges
connecting
Design assets to
Manufacturing

65%

cite challenges
connecting from
Design to Sales
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INSIGHT 3

PLM is an Integral Component
of the Digital Equation
Product leaders recognize the importance
of linking emerging technologies to PLM
to serve as a data and transactional hub.

80%

say integration
between 3D and
PLM is important

50%

are investing in PLM
integration now or in
the next 12 months

However, the vast majority have yet to connect
their digital process and tools to unlock the
value of digital technologies and 3D
assets across the product lifecycle.

91%

express challenges
connecting digital
assets and data
throughout the
end-to-end process
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INSIGHT 4

Proof of Concept (POC)
Purgatory is a Real Place
Numerous product leaders have initiated proof
of concepts (POCs) only to run into significant
obstacles, including the ability to justify further
necessary investment, properly redesign processes,
integrate technologies and manage the change.

54%
91%

More than half of product leaders must seek new
funding vs. existing budgets to fund a full program.

An overwhelming majority say that redesigning
processes is necessary for successful digital initiatives.

For DPC-related technology

75%

say changing processes
and culture is a
significant barrier

For advanced analytics

48%

say changing the processes
and culture in order to
trust the data is
a significant barrier
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INSIGHT 5

Talent & Staffing Continue
to Be a Challenge
Leaders recognize a gap still exists
between the current capabilities of their
teams and their needs for the future.
This gap is significant in some cases; for example:

78%

say less than 10% of
their team is proficient
with 3D tools

A lack of digitally trained
talent is a significant barrier
for executing DPC and
advanced analytics programs,
despite being the starting
points for digital within
product development.

55%

in DPC programs

41%

41% in advanced
analytics programs

Overall, 77% of respondents agree that new
roles are required for digital initiatives.
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INSIGHT 6

Sponsorship is No Longer a Top
Obstacle But is Fragmented by Role
For the majority of respondents, finding an
executive sponsor is not preventing the
pursuit of digital initiatives.
Sponsorship
is not a
barrier for:

75%

pursuing advanced
analytics initiatives

73%
pursuing DPC
initiatives

However, sponsorship is fragmented across five
executives with diverse responsibilities:

CEO

CIO

Supply
Chain
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VP
Product
Development

Brand
Leader

This summary report highlights key findings from our 2018 research.
For more detailed findings and to request a customized
briefing on results, contact us:

Steve
Riordan

Will
Yester

Al
Meyers

steve.riordan@kalypso.com

will.yester@kalypso.com

al.meyers@kalypso.com
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