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Abstract: The aim of this study is to present an examination of the relationship between strategic purchasing practices and 

purchasing involvement at a strategic level in manufacturing sector, with strategic thinking climate as a moderating 

variable. Based on the collected sample, the authors explored the proposed hypotheses by applying the hierarchical 

multiple regression analysis to explore moderation effect of strategic thinking climate. The results suggest that purchasing 

working in organizations described as having low strategic thinking climate would not elevate the status or strategic 

involvement of the purchasing function in business strategy formulation even though purchasing practices are strategic in 

nature. While organizations who have high level of strategic thinking climate would elevate the status or strategic 

involvement of the purchasing function given its practices are strategic in nature. This study represents a first attempt at a 

type of climate that would affect the status and involvement of purchasing in the strategy formulation process. 

Keywords: Strategic Purchasing Practices, Strategic Purchasing involvement, Strategic thinking Climate, Purchasing 

Function, Purchasing Status, Jordan. 

 

1 Introduction 

The status of purchasing function evolved from an administrative function to a function that contributes to the business 

strategy and value-added that enhances the competitive position of the organization [1, 2, 3, 4, 5]. Furthermore, [6] 

define status as “how purchasing is viewed by top management, and by other functions, which acts as a precursor for 

many of the characteristics of purchasing that the literature considers being strategic”. Where purchasing considered 

strategic, it is more likely to be contributing in all stages of the business strategy formulation process. However, [7] 

established that individuals contributing in the business strategy formulation would steadily effect the strategy. 

Accordingly, failure to take account of the contributions of the purchasing function or individuals in the strategic 

exchange of ideas will place the firm at a competitive disadvantage relative to its rivals, which have accepted the 

positive benefits derived from active purchasing membership [8]. However, the purchasing function must establish to 

top management its capability to positively impact the bottom line of the organization to be involved in the strategic 

interchange of the organization. Accordingly, the purchasing set of decisions must be enclosed, and guided by practices 

considered strategic [9, 10, 11, 12, 13, 14]. The term strategic in this context refers to purchasing practices that may 

inspire the intra-organizational status of the function and are likely to contribute to the competitive position of the firm 

[15]. Nevertheless, the adoption of strategic purchasing practices is an ongoing process, and the level of strategic 

purchasing practices anticipated vary in nature and emphasis based on how the purchasing function observed as strategic 

by top management, and other functions [6]. However, key to that process of who is involved in the process of 

formulating business strategy is the ability of its contributors to think strategically [17, 7]. Furthermore, [18] declares 

that strategic thinking is about thoroughness and holistic thinking that aims to understand how the components interact 

to form the whole by looking at parts and relationships among the effects they have on one another in the past, present, 

and anticipated future. Consequently, strategic thinking must be diffused throughout the organizational and create a 
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cultural climate of strategic thinking [19] at the organizational level [20, 21]. However, what is missing from the 

literature is a thorough understanding of the influence that organizational strategic thinking climate may have on the 

relationship between strategic purchasing practices and purchasing strategic status and involvement in the strategic 

interchange of the organization. 

This study brings non-traditional lens from strategy field into purchasing setting to provide a potentially 

interesting dimension to our understanding of strategic purchasing and its relationship with broader organizational 

issues. Toward this end, this study adds an understanding of the type of interactions and relationships among 

investigated three constructs: organization strategic thinking climate (OSTC), strategic purchasing practices (SPP), and 

purchasing strategic involvement (PSI).  Consequently, the aim of this study is to present an examination of the 

reciprocal relationship between SPP and PSI in Jordan manufacturing sector, with the OSTC as a moderating variable. 

Based on the results of this examination, the current study objective is to make four important contributions toward the 

SPP- PSI literature. First, it contributes toward redefining the adoption of strategic purchasing practices and the status 

and involvement of purchasing function in the development of business strategies. Secondly, the study sheds more light 

on the how status and involvement of purchasing function (PSI) affects the continuous adoption of strategic purchasing 

practices (SPP) through a multidimensional analysis of the constructs involved in this study. This stretched further by 

integrating the moderating role of strategic thinking climate, which contributes toward the relationships between SPP 

and PSI. Thirdly, the study contributes to the literature by providing a methodological framework for determining the 

bilateral relationship between SPP and PSI. Although the applied multivariate techniques well known in literature, the 

use of structural equation modeling (SEM) in a two-way environment is quite original [22]. Fourth, the study contributes 

toward advancing the theoretical base of the field by exposing the linkages within the SPP-PSI connection and 

transforming them into managerial decisions. 

The rest of the paper is organized as follows; the second section is devoted to the research model and 

hypotheses. The research methodology discussed in section three. Hypotheses test results presented in section four. 

Finally, conclusions presented in section five. 

2 Hypotheses development and proposed model 

Early studies stressed the need for an important role for purchasing in the formulation and implementation of business 

strategy [23]. Furthermore, [24] had already emphasized that the purchasing function had to be a full participant in 

business strategy formulation and implementation to attain a strategic-fit between purchasing objectives and business 

goals. The importance of the purchasing function, its practices and its strategic role within the company, have been some 

of the themes in which academics have been working on during the last decades [25, 26, 13, 27]. Accordingly, this 

evolving role has led to the development of a series of strategic purchasing practices that encourage the intra-

organizational status of the function and are likely to contribute to the competitive position of the firm [15, 11, 12, 14]. 

2.1 Strategic Purchasing Practices 

This study defines strategic purchasing practices as these practices that are crucial as an intermediate step to achieve 

higher status and involvement in the organization strategy dialogue, and accepted as a key business driver by top 

management [28, 3, 29, 26, 14]. Concurrently, firms started to add more value-adding practices and activities to their 

purchasing plan [30, 31] such as value added to the organization, to the specifier (i.e. internal customer), to the 

procuring process and to the supplier [32].  Specifically, the value-adding activities that relate to strategy dialogue 

include supplier coordination, supplier development, supplier market research, cost analysis, sourcing strategy 

formulation, benchmarking, make or buy decision, and supplier capability analysis [33]. Accordingly,  the purchasing 

function adopted these value-adding activities  in order to promote their role, status, and involvement in the strategic 

formulation process [34, 35, 31, 25, 26, 27, 11, 12, 13, 36].  Nevertheless, this elevated role, status, and involvement of 

purchasing and type of practices adopted is likely to be an ongoing process, based on how the purchasing function 

viewed as strategic [37, 16] by top management, and other functions. Based on the former discussion, this study 

proposes its first hypothesis, which relates to the relationship between Strategic Purchasing Practices (SPP) and 

Strategic Purchasing Involvement (SPI). This relationship theoretically supported in the literature by many researchers 

who indicates that purchasing must develop strategic purchasing practices before the function can strategically involve 

in the strategy formulation dialogue [28, 3, 29, 14].  

H1: Strategic Purchasing Practices (SPP) is positively correlated with Strategic Purchasing Involvement (SPI).  

However, [7] have stressed that the content of organization strategy influenced by who formulates it or participate in the 

strategic dialogue process. Accordingly, key to that process of who is involved in the process of developing 

organizational strategy is the ability of its participants to think strategically [17, 7]. 
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2.2 Organization Strategic Thinking Climate 

It has been argued by [38] that climates as “incumbents’ perceptions of the events, practices, and the kinds of 

behaviors that get rewarded, supported and are expected”, and probably subject to manipulation by top management 

[39]. Climate involves employees’ perceptions of what the organization is like in terms of practices, policies, 

procedures, routines, and rewards [40]. Furthermore, [41] proposed that climate conceptualized, studied as a specific 

construct that has a particular referent or strategic focus, indicative of the organization’s goals. Accordingly, climate 

conceived of as a “climate for” something (e.g. for: service, safety, sexual harassment, diversity, excellence, 

empowerment), and this notion has gained wide acceptance from researchers [42, 43, 44, 45, 46]. However, when these 

climate perceptions shared across an organization’s employees, unit or organizational level, climate said to emerge [47]. 

Based on the aforementioned, this study define “organization strategic thinking climate” as a shared perception of 

endorsed developed processes that encourage, develop, and nurture strategic thinking in the organization. Furthermore, 

this study argues that climates reflect employees’ perceptions of the policies, practices, and procedures [48, 38] that are 

expected, supported, and rewarded concerning involvement in the strategy dialogue process. Therefore, participants in 

the strategy dialogue process must view and perceive purchasing as a strategic function in order to be involved in the 

strategic dialogue of the firm [17, 25]. However, top management as decision makers of who is involved in the strategy 

dialogue process must think strategically [17] to perceive various functions as strategic contributors to the process and 

allow their participation.  Accordingly, this study introduces the concept of organizational strategic thinking climate as 

significant determinants of the level and extent of involvement of purchasing function in the strategy formulation 

process [49, 50, 11, 12, 14]. Based on the aforementioned argument, the second proposed research hypothesis relates to 

analyzing the extent to which a presence of strategic thinking climate at the organizational level does affect this elevated 

role and involvement for purchasing in the strategy dialogue. Therefore, this study posits the following hypothesis: 

H2: Organizational strategic thinking climate is positively correlated with Strategic Purchasing Involvement (SPI). 

However, researchers from psychology [51, 52, 53] have studied climate as a moderator that can compensate for lower 

levels of some organizational attributes (resource allocation and collective action) or that can enhance the effectiveness 

of organizational attributes [54]. Furthermore and based on the results of the hypothesis 2 and in line with previous 

research, this study argues that the presence of strategic thinking climate at the organization level (OSTC) enable 

stakeholders understand the connections across functions and departments [55]. Therefore, this study investigates the 

moderating effect of this climate (if exist) on the relationship between strategic purchasing practices and strategic 

purchasing involvement. Consequently, this study posits the following hypothesis: 

H3. Organizational Strategic Thinking Climate moderates the Relationship between Strategic Purchasing Practices, and 

Strategic Purchasing Involvement. 

In addition to the previous proposed three hypotheses, this study builds its fourth hypothesis on the scholarly 

notion that the status or the degree of involvement in the strategic dialogue of the purchasing function is a defining 

precursor to strategic purchasing practices [56, 33] as discussed in the next section. 

2.3 Strategic Purchasing Involvement 

Strategic involvement focuses on viewing the role of the purchasing function and its importance within the firm in order 

to take part in the strategy dialogue process of the firm [57, 6, 25]. In other words, the purchasing function viewed as an 

important participant in the formulation process because it can deliver ideas and knowledge to the process [58, 6, 59]. It 

has become clear in recent years that the weight of purchasing in the strategic dialogue process is becoming increasingly 

important and that it has positive effects on the performance of the purchasing function and consequently on business 

performance [11, 12, 13]. Furthermore, purchasing’s status acts as a antecedent for many of the characteristics of 

purchasing that the literature considers being “strategic”, and as a result resources are devoted in terms of time, 

personnel and finances toward improving the capability of the function [50], and adopt strategic practices [33]. 

Accordingly, this study investigates the bilateral relationship between strategic purchasing practices and strategic 

purchasing involvement. Therefore, this study posits the following hypothesis: 

H4 Strategic purchasing practices have a positive effect on strategic purchasing involvement    

Based on the aforementioned discussion and arguments, this study proposes a theoretical framework as shown in 

Figure 1 to investigate the nature of the relationships among three constructs.   Each hypothesis represents a relationship 

between the factors in the proposed framework shown in Figure 1. 
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Fig. 1: Proposed Theoretical Framework. 

3  Research Methodology 

This section presents the methodology used to conduct the research. This empirical study based on data gathered from 

purchasing managers and supervisors, head of departments, and top management positions representing manufacturing 

companies located in Jordan during the year 2019. A survey methodology used to collect data pertaining to the research 

hypotheses. The survey questionnaire personally administered to each firm. The unit of analysis for this study was the 

firm. 

 

a. Model Constructs measurements 
 

Strategic Purchasing Practices 

This study classified strategic practices into four categories: control and monitoring practices (60), supplier related 

practices [61, 62], logistical related practices [12], and purchasing strategy related practices [50, 62, 36] as shown in 

Table 1. Respondents to this section of the questionnaire were managers and supervisors level in the purchasing 

department in every firm in the sample. Each item was measured using a five-point Likert scale, with the use of 

practices anchored at “not at all” ( = 1) and “a very great extent” (= 5).  

Table 1: Strategic purchasing practices (Sub-dimensions and Items). 

Dimension Item Variable code 

Control & 

monitoring practices 

Formal evaluation of suppliers’ capacities and performance CMP1 

Quality certifications required of suppliers CMP2 

Quality testing of purchased materials CMP3 

Monitoring and controlling the key suppliers’ operation CMP4 

Purchasing involved in all make or buy decisions CMP5 

Purchasing involved in future demand planning CMP6 

Purchasing keep track of technology trends related to the 

business 

CMP7 

Supply market analysis are conducted and reviewed periodically CMP8 

Supplier related 

practices 

Key suppliers are involved in improving 

product design 

SRP1 

Supplier involvement in the design and 

development of new products 

SRP2 

Suppliers help solve problems of the SRP3 
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company’s production processes 

Purchasing knows the technology trends of their strategic 

suppliers 

SRP4 

Supplier selection process carried out systematically according 

to selection criteria 

SRP5 

There is a supplier evaluation process in place for almost all 

purchased volume 

SRP6 

Results of supplier evaluation is continuously communicated to 

suppliers 

SRP7 

There is a systematic procedure for supplier development in 

place. 

SRP8 

Purchasing is part of regular visits to suppliers for strategic 

purchased items 

SRP9 

Purchasing is part of  specification review SRP10 

Logistical related 

Practices 

Coordination of manufacturing plans and production lines with 

suppliers 

LRP1 

Adaptation of suppliers’ delivery frequencies to our 

requirements 

LRP2 

Coordination of transportation and storage capacity with 

suppliers 

LRP3 

Coordination in the use of containers and equipment with 

suppliers 

LRP4 

Suppliers involved in the design of the 

company’s logistics system 

LRP5 

Purchasing strategy 

related  practices 

The purchasing function has a formally written long-range plan 

(e.g. 5-10 year plan) 

PSRP1 

Purchasing's long-range plan is reviewed and adjusted to match 

changes in the company's strategic plans on a regular basis 

PSRP2 

Comprehensive purchasing strategies have been developed to 

support the company's strategies 

PSRP3 

Purchasing's focus is on longer term issues that involve risk and 

uncertainty 

PSRP4 

Purchasing managers know the company strategy PSRP5 

Purchasing policies are shared with our suppliers and 

linked to company policies 

PSRP6 

Category purchasing strategies are established and linked to 

company strategy and reviewed periodically 

PSRP7 

Purchasing interfaces continuously with other functions in the 

organization 

PSRP8 

 

Strategic Purchasing Involvement 

This study will adopt items from previous research [57, 59, 63, 64] to constitute the construct as shown in Table 2. This 

section of the survey distributed to top managers and functional managers (not purchasing) in every firm in the sample. 
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Each item was measured using a five-point Likert scale, with the use of involvement anchored at “not at all” ( = 1) and 

“a very great extent” (= 5). 

Table 2: Strategic Purchasing Involvement Construct. 

Item Variable Code 

A yearly budget is allocated to improve the purchasing department SPI1 

Purchasing’s views are regularly required in the strategy formulation process SPI2 

Purchasing is recognized as an equal partner with other functions SPI3 

Purchasing actively participates in organization-wide process improvement SPI4 

There is a precise measurement to help assess the progress of purchasing 

performance 

SPI5 

Purchasing regularly attends strategy meetings SPI6 

Purchasing staff have the necessary skills to monitor and interpret changes in the 

supplier market/product base 

SPI7 

Purchasing staff have the technical capabilities to help our suppliers improve their 

processes and products 

SPI8 

Purchasing staff have the necessary skills to improve the firm’s total cost of doing 

business with the firm’s suppliers 

SPI9 

Findings of the purchasing function progress discussed for remedial action. SPI10 

 

Organization Strategic Thinking Climate 

Climate conceptualized both at the individual level [65] and at the group or unit level. At the group or unit level, climate 

is the sharedness of member perceptions commonly operationalized under a specific leader, supervisor, group, or other 

organizational unit [66]. The focus of the present study is on group- or unit-level climates, but we used the term 

“organizational climate” to describe our group-level foci of climates [67]. Furthermore, aggregating data from the 

individual level to the group level is now a common and growing aspect of applied psychological research and practice 

[68]. Accordingly, this study adapts a notional assessment questionnaire developed by several scholars [69, 70, 40] to 

measure the organizational strategic thinking climate construct.  This assessment questionnaire consists of seven 

dimensions, but this study will exclude the cultural dimension based on the argument that, organizational practices, 

management practices, policies, and procedures (hereafter referred to generically as “practices”) adopted in an 

organization reflect cultural influences [71]. Therefore, culture can lead to a set of relevant processes (practices) that 

then perceived by organizational members as climate [72]. This section of the survey administered to functional 

managers and supervisors in every firm in the sample. Each item was measured using a five-point Likert scale, with the 

use of “describe” anchored at “not at all” ( = 1) and “a very great extent” (= 5) as shown in Table 3. 

Table 3: Organization Strategic Thinking Climate (Sub-dimensions and Items). 

Dimension Item Variable Code 

Structure 

Processes 

Our structure enables speedy, flexible responses to changing needs OSTCS1 

Our structure gives authority to value creating people OSTCS2 

Our structure transfers new ideas from the field to senior leaders 

quickly 

OSTCS3 

Our structure enables quick decisions OSTCS4 

Leadership 

Behavior 

Processes 

My manager encourages different opinions OSTCL1 

My manager frequently seeks my input on changes OSTCL2 

My leader understands that mistakes will occur in trying new things OSTCL3 
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My leader rewards constructive inquiry OSTCL4 

My leader likes to learn and actively listens to my ideas OSTCL5 

Employee 

Engagement 

Processes 

Most people I work with feel that the measurement and reward system 

is differentiating and fair 

OSTCE1 

You can advance here and be all you can be OSTCE2 

My leader seeks my feedback on how He/she performs as a leader OSTCE3 

Measurement 

Processes 

I am measured on learning and constant improvement OSTCM1 

I am asked to give 360-degree reviews of my leaders OSTCM2 

I am measured as to whether I create cost savings or productivity ideas OSTCM3 

I am measured as to whether I create new, creative ideas OSTCM4 

Ideation 

Processes 

I am encouraged to submit ideas for growth and improvement OSTCI1 

People who submit ideas for improvement are thanked OSTCI2 

We have a process to develop ideas OSTCI3 

Everyone is expected to think innovatively OSTCI4 

I am encouraged to spend some of my work time on thinking about 

new ideas 

OSTCI5 

New ideas can be tried without a long, complicated process OSTCI6 

My direct Leader have the authority to try new ideas OSTCI7 

Training 

Processes 

I have received training on strategic thinking OSTCT1 

I have received training conducting strategic conversations OSTCT2 

I have received training on strategic decision-making OSTCT3 

 

b. Sample characteristics 
The proposed hypotheses tested through a survey that collected information about a firm’s strategic purchasing 

practices, strategic purchasing involvement, and organization strategic thinking climate. Furthermore, this study is a 

cross-sectional study performed once, and it represents a snapshot of one point in time [73]. Accordingly, the 

questionnaire distributed to all forty-six industrial manufacturing companies registered in the first and second market of 

Amman Stock Exchange, their listed shares ranged from one to eighty million, and the questionnaire administered 

personally. The firms represent a wide variety of manufacturing industries; they are Pharmaceutical and Medical 

Industries; chemical; Food and Beverages; Tobacco and Cigarettes; Mining and Extraction Industries; Engineering and 

Construction; Electrical Industries; and Textiles Leathers and Clothings. Based on the usable responses (total of 426 

questionnaires); the majority of respondents were the purchasing manager and supervisor (31.0 percent), the head of 

department (48.0 percent), and top management positions (21.0 percent). 

c. Construct Validity and Reliability 
 The measured constructs operationalized as shown in Tables 1, 2, and 3, and perceptual with a five-point Likert 

scale. The first step is to ensure that the test items do actually measure the proposed construct (validity) and maintain 

consistency of measured results (reliability) [73]. Accordingly, exploratory factor analysis (EFA) conducted to examine 

construct validity on each construct separately, and items with a factor loading of at least 0.45 were retained [74]. 

Table 4 exhibits that a number of items that were recommended to be omitted. The table shows that factor 

loadings for all retained constructs ranged from 0.51 to 0.89. Moreover, all constructs explain more than 50 percent of 

total variance. Furthermore, all the KMO values are greater than 0.50 as recommended by [75], indicating patterns of 

correlations are relatively compact, and thus, factor analysis is reliable. In addition, The Bartlett’s test is significant at α 

= 0.05 for all the constructs, implying the variables are highly correlated to provide a reasonable basis for factor analysis 

[76]. Consequently, the constructs used are valid and eligible. In addition, multiple-question loadings for each factor in 

excess of 0.50 demonstrate convergent validity [77], and discriminant validity supported, since none of the questions in 



182                                                                                                          A. Issa Al-Rashid  et al: Purchasing Status and Strategic… 

 

© 2020NSP 

Natural Sciences Publishing Cor. 
 

the factor analyses has loadings in excess of 0.40 on more than one factor. Furthermore, construct reliability is assessed 

by using Cronbach’s α, and Table 4 shows that the values range from 0.68 to 0.88, which is adequate [78]. Thus, 

construct validity and internal consistency are satisfactory. 

3.4 Descriptive Statistics 

The descriptive statistics depicted in Table 4 that means (averages) of strategic purchasing practices’ sub-constructs 

ranged from 2.562 to 3.166, with the standard deviation ranging between 0.445 and 0.685. This indicates that at a certain 

level, the purchasing function in the investigated manufacturers have been moderately practicing strategic related 

practices. In terms of strategic purchasing involvement, the mean value was 3.278, with standard deviation of 0.756. 

This implies moderate to high involvement of purchasing function. Similarly, the mean values of strategic thinking 

climate measures also indicated moderate to high climate. The mean values of the sub-constructs ranged between 2.458 

and 3.664, with the standard deviation ranging between 0.456 and 1.023. 

Table 4: Validity, reliability, and descriptive statistics of instrument. 

Construct No. 

of 

items
a
 

Deleted 

items
b
 

Factor loading 

for retained 

items 

KMO Eigenvalue % 

variance 

α
c
 Mean SD 

Strategic 

purchasing 

practices 

       2.885  

Control & 

monitoring 

practices 

8 2 0.85, 0.79, 

0.72, 0.69, 

0.62, 0.59  

0.89 2.88 55.12 0.71 2.562 0.445 

Supplier related 

practices 

10 1, 10 0.88, 0.82, 

0.78, 0.67, 

0.65, 0.62,  

0.55, 0.52 

0.76 1.78 68.13 0.74 2.901 0.521 

Logistical 

related 

Practices 

5 1 0.74, 0.72, 

0.66, 0.51 

0.78 2.11 61.67 0.69 2.911 0.345 

Purchasing 

strategy related  

practices 

8 1, 5 0.83, 0.81, 

0.77, 0.73, 

0.69, 0.66,  

0.85 1.99 53.78 0.88 3.166 0.685 

Strategic 

Purchasing 

Involvement 

10 6, 8 0.89, 0.86, 

0.81, 0.77, 

0.74, 0.71, 

0.61, 0.56 

0.83 2.19 65.78 0.76 3.278 0.756 

Organization 

Strategic 

Thinking 

Climate 

       3.110  

Structure 

Processes 

4 4 0.69, 0.63, 

0.59  

0.74 1.56 52.55 0.68 3.451 0.456 

Leadership 

Behavior 

Processes 

5 None 0.81, 0.74, 

0.71, 0.66, 

0.53 

0.76 1.36 51.45 0.78 2.981 0.784 

Employee 

Engagement 

Processes 

3 None 0.86, 0.72, 

0.65  

0.82 2.05 63.32 0.81 3.121 0.947 

Measurement 

Processes 

4 None 0.82, 0.77, 

0.61, 0.52 

0.81 2.15 56.44 0.74 2.458 0.886 
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Ideation 

Processes 

7 2 0.77, 0.72, 

0.65, 0.61, 

0.57 

0.69 1.51 53.76 0.85 3.664 1.023 

Training 

Processes 

3 None 0.88, 0.82, 

0.65 

0.80 1.98 59.21 0.71 2.987 0.772 

Notes: 
a
Number of items before deletion; 

b
Sequence number of questionnaire (Tables 1, 2, 3); 

c
Cronbach’s α after deleting the items in factor analysis 

  

 

4  Hypotheses Test Results 

Table 5 shows the Pearson product–moment correlations among strategic purchasing practice, strategic purchasing 

involvement and strategic thinking climate. As was expected, strategic purchasing practices was significantly positively 

correlated with strategic involvement of the purchasing function (r = 0.321), that is to say, the more adoption of strategic 

practices by the purchasing function, the more the involvement of the purchasing function in the business strategy 

formulation process. The study also detected a significant positive correlation between organization strategic thinking 

climate and strategic involvement of the purchasing function (r = 0.532). This means the presence of high level of 

organization strategic thinking climate would help to elevate the status and involvement of purchasing function in the 

strategy formulation process. Accordingly, H1 and H2 confirmed. However, the study was unable to detect significant 

correlation between strategic purchasing practices and organization strategic thinking climate. This result is not a 

surprise since the development of a strategic thinking climate affected by the culture of the organization and strategic 

thinking practices adopted [79]. In fact, this study postulate that strategic purchasing practices and organization strategic 

thinking climate could be designated as independent variables along each other for predicting the outcome of interest 

(strategic purchasing involvement). This suggests that strategic purchasing practices and organization strategic thinking 

climate naturally cannot strongly related to each other, otherwise the problem of multicollinearity would have 

jeopardized the interpretation of the results. To test hypothesis three (H3), that organization strategic thinking climate 

moderates the relationship between strategic purchasing practice and strategic purchasing involvement, a moderation 

regression analysis conducted [80, 81]. The hierarchical multiple regression analysis allows to evaluate the incremental 

contribution of predictors after controlling other variables, and such incremental contribution assessed through the 

incremental variance in R2 of the model [82].  First, the study inserted the block of control variable (type of industry), 

which aims to measure the extent of influence that such a control variable might have on the outcome variable (strategic 

purchasing involvement), and the regression was run. Second, the study inserted the block of strategic purchasing 

practice into the first block, and the regression run for the dependent variable. In addition, to avoid multicollinearity 

issue, this research mean centered the variables before creating the interaction terms, as multicollinearity issue could be 

a serious problem in regression models [83]. Accordingly, the third step tested the contingency outcome, the interaction 

effect (strategic purchasing practices × organization strategic thinking climate) introduced and the regression run for the 

dependent variable as shown in Table 6, with organization strategic thinking climate as the moderator variable. As a 

result, three regression models (Models 1, 2 and 3) generated. The Durbin–Watson statistic (DW = 2.012) was in the 

acceptable range meaning that no autocorrelation was detected in the regression models. Precisely, the control variable 

in Model 1 explained 1.3 per cent of the variance in the outcome variable (strategic purchasing involvement). However, 

when strategic purchasing practices and organization strategic thinking climate were included as predictors in Model 2, 

they explained an additional of 28.2 per cent of the variance in the outcome variable. In other words, even controlling 

for type of manufacturing, strategic purchasing practices (β = 0.213, p < 0.05) and organization strategic thinking 

climate (β = 0.433, p < 0.05) were still able to generate significant main effect on strategic purchasing involvement. Last 

but most importantly, Model 3 detected a significant interaction effect (β = 0.653, p < 0.05) with the interaction term 

explaining an additional 17.2 per cent of the variance in the outcome variable. All included, this shows that the 

interaction term was another significant predictor of strategic purchasing involvement beyond the main effects. A 

significant increment of Adjusted R² [84] in step three indicates the presence of moderation effects [85, 86]. 

Accordingly, a schematic representation then used to illustrate the moderating effect of organization strategic thinking 

climate between strategic purchasing practices and strategic purchasing involvement as shown in Figure 2. To construct 

this schematic representation, the original sample spilt into two exhaustive subgroups based on respondents’ evaluation 

of their organization’s strategic thinking climate, and labeled low and high. The former pertained to those respondents 

who viewed relatively low about their organization’s strategic thinking climate, while the latter included those who held 
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relatively high perceptions about their organization’s strategic thinking climate. As graphically illustrated in Figure 2, a 

positive relationship between strategic purchasing practice and strategic purchasing involvement noted across the two 

subgroups with varying strength of association. However, the subgroup labeled as “perceived high level of organization 

strategic thinking climate” had exhibited a significant positive correlation (r = 0.46, p < 0.05, n = 19) between strategic 

purchasing practice and strategic purchasing involvement, whereas such correlation became weak for the “perceived low 

level of organization strategic thinking climate” group (r = 0.19, p > 0.05, n = 27). Based on these results, it could be 

said that purchasing working in organizations described as having low strategic thinking climate would not elevate the 

status or strategic involvement of the purchasing function in business strategy formulation even though purchasing 

practices are strategic in nature. While organizations who have high level of strategic thinking climate would elevate the 

status or strategic involvement of the purchasing function given its practices are strategic in nature. This is not surprising 

because organizations who encourage strategic thinking would encourage and involve all functions in strategy 

formulation. Accordingly, hypothesis 3 (H3) is supported. 

Table 5: Correlation matrix of the constructs. 

Construct Strategic purchasing 

practice 

Strategic purchasing 

involvement 

Organization strategic thinking 

climate 

Strategic purchasing practice 1 0.321** 0.012 

Strategic purchasing 

involvement 

 1 0.532** 

Organization strategic thinking 

climate 

  1 

Note: **Correlation is significant at the 0.01 level (two-tailed) 

 

Table 6: Results of hierarchical moderated regression analysis. 

Predictor variables 

Model 1: 

Standardized 

coefficients 

Model 2: 

Standardized 

coefficients 

Model 3: 

Standardized 

coefficients 

Type of Industry 0.052 0.054 0.053 

Purchasing strategic practice  0.213** 0.214** 

Organization strategic thinking climate  0.433** 0.435** 

Centered-purchasing-strategic-practice × 

centered-organization strategic-thinking-

climate 

  0.653** 

R
2
 0.013 0.295 0.467 

R
2 
 change 0.013 0.282 0.172 

Note: **p < 0.05 
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Fig.2: The moderating effect of organization strategic thinking climate. 
 

5  Conclusions, Implications, Limitations, Future research 

This study furthers our understanding of the strategic purchasing practices and strategic purchasing involvement 

relationship by identifying organization strategic thinking climate as a variable that can alter the strength of this 

relationship. Although there is already a voluminous amount of research examining the link between strategic practices 

and strategic involvement, very few studies have attempted to find out what factors regulate the strength of this 

relationship specifically in the purchasing function. Similarly, climate studies are important in their own right. In this 

regard, some of these studies used climate to predict an outcome of interest. Others have examined its role in between 

various predictor–criterion relationships. However, to the author knowledge no study have critically examined 

organization strategic thinking climate’s influence in the strategic purchasing practices and strategic purchasing 

involvement relationship. This study thus seeks to fill this gap in the literature. Furthermore, this study has identified a 

significant positive correlation between organization strategic thinking climate and strategic purchasing involvement. 

This means a positive climate is necessary to elevate the status and involvement of purchasing in the strategy 

formulation process. On the other hand, and perhaps more importantly, this study has contributed to the research 

literature by identifying organization strategic thinking climate as a moderator affecting strategic purchasing 

involvement. Precisely, the study shows that a high level of such a climate significantly strengthen the relationship 

between strategic purchasing practices and strategic purchasing involvement. In other words, a high level of such a 

climate serves to support or encourage the purchasing function to participate in the strategy formulation process.  In 

addition, purchasing managers can use the study findings to argue a barrier to or low status in the organization even 

though their activities are strategic in nature. Our empirical results highlight that everything starts with top 

management´s recognition of the strategic role of purchasing, which influenced by the type of thinking that is diffused 

within the organization. In other words, the right attitude has to precede purchasing’s actual involvement in the strategy 

formulation process. 

Evidently, the implications discussed in this research should be interpreted in light of several limitations inherent in this 

study. First, the cross-sectional nature of the data prevents us from making strong statements about causality. Future 

studies could employ longitudinal designs, which also help uncover the dynamic relationship between practices and 

involvement, and vice versa. In other word, an empirical work should be conducted concerning analyzing the extent to 

which this elevated role and involvement for purchasing in the development and implementation of business strategy 

have an influence on strategic purchasing practice adopted by the function. Second, though the current study has 

explored the links and found some evidence in the manufacturing industry, it should be considered largely as 

exploratory in nature; these findings may require additional confirmation in future studies. This study was restricted to 

46 companies, which listed in Amman Stock Exchange, hence the external validity needs to be examined, only then can 

the results of this study be generalized to other firms in other countries. 
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