H

University of
HUDDERSFIELD

University of Huddersfield Repository

Almarshad, Mohammad

Strategic Thinking in Jordanian Publicly Quoted Companies
Original Citation

Almarshad, Mohammad (2013) Strategic Thinking in Jordanian Publicly Quoted Companies.
Doctoral thesis, University of Huddersfield.

This version is available at http://eprints.hud.ac.uk/id/eprint/19753/

The University Repository is a digital collection of the research output of the
University, available on Open Access. Copyright and Moral Rights for the items
on this site are retained by the individual author and/or other copyright owners.
Users may access full items free of charge; copies of full text items generally
can be reproduced, displayed or performed and given to third parties in any
format or medium for personal research or study, educational or not-for-profit
purposes without prior permission or charge, provided:

* The authors, title and full bibliographic details is credited in any copy;
* A hyperlink and/or URL is included for the original metadata page; and
* The content is not changed in any way.

For more information, including our policy and submission procedure, please
contact the Repository Team at: E.mailbox@hud.ac.uk.

http://eprints.hud.ac.uk/



Strategic Thinking in Jordanian Publicly Quoted Companies

By:

Mohammad Nassar Dieb Al.marshad

A thesis submitted to the University of Huddersfield in
partial fulfilment of the requirements for the degree of
Doctor of Philosophy.

University of Huddersfield

August 2013



ACKNOWLEDGMENTS

I would like to take this opportunity to express my sincere thanks and appreciation to the
individuals who helped, supported, and encouraged me to complete this work. | begin
first with my supervisor, the Director of Graduate Education and Head of Strategy &
Marketing, University of Huddersfield Business School Professor John Anchor, who
oversaw this thesis and helped me to complete this work. | thank him for his patience,
efforts, encouragement, and follow up to bring this thesis into being properly and
successfully during the duration of his supervision.

I would like also to express my thanks and appreciation to the Dean of the Business
School, Professor Chris Cowton, and the academic staff and administrative employees in
the University of Huddersfield Business School. | would also to thank all the individuals
of the University of Huddersfield who work in the library for their co-operation.

I want to take this opportunity to express my special thanks to my father and my mother
for their support, love and continuous encouragement; for offering me this opportunity to
achieve my ambition; for their prayers for me to succeed in life; and, in addition, for the
care that they gave to my family during the period of my study in UK.

I would also like to extend my special thanks to my dearest wife and children Kasem,
Abd Rahman, Ahmad, Sokinnah, Rodinna, and Al Massah: a huge thank you for your
love, patience, kindness, encouragement and support - | can't imagine my life without
you.

I also want to extend my thanks to my brothers and sisters for their motivation, love and
constant emotional support along the way.

I want to express my thanks and appreciation to all my colleagues in the University of
Huddersfield Business School for their cooperation.

Last, but not least, | express my thanks to the Jordanian companies who participated in
this research as well as to all individual respondents to the questionnaires and interviews.
I trust they will regard their efforts as worthwhile.



ABSTRACT

Strategic thinking (ST) is a process by which managers and employees try to find
alternative ways to solve problems in order to deal with rapid changes and forces in a
business environment. Strategic thinking was established and has been used extensively
in developed countries. However, strategic thinking in developing countries has received
little attention.

The research described in this thesis is an attempt to assess the extent of knowledge of
and familiarity with the concept and purpose of strategic thinking, as well as to assess the
extent of practice of strategic thinking factors in Jordanian publicly quoted companies.
Also, this research explores the barriers which prevent the practice of strategic thinking in
these companies.

Data was collected by using both quantitative and qualitative methods (i.e. questionnaires
and interviews) which were employed at three different levels of company structures. The
questionnaires aimed to investigate knowledge of and familiarity with the concept and
purpose of strategic thinking, the extent of strategic thinking practices, and the barriers
which prevent the practice of strategic thinking in Jordanian publicly quoted companies.
336 questionnaires were collected from 112 Jordanian publicly quoted companies,
followed by eight semi-structured interviews with eight of the companies to support the
study objectives and to achieve a good understanding of strategic thinking practices in
Jordanian companies.

The main findings of this research are that the surveyed companies in Jordan have good
knowledge of and are familiar with the concept of strategic thinking; that the age of a
company has a moderate relationship with knowledge of the concept and purpose of
strategic thinking, while the size of a company has no relationship with knowledge of the
concept and purpose of strategic thinking; and that few differences exist between the four
business sectors concerning the contribution to knowledge of and familiarity with the
concept and purpose of strategic thinking. The majority of surveyed companies in Jordan
use strategic thinking skills extensively in their companies. The findings also show that
Jordanian publicly quoted companies face different barriers which prevent the practice of
strategic thinking in their companies.

The study makes an original contribution to academic and practical knowledge in the
field of strategic management. This study is considered an important empirical study of
strategic thinking practices in publicly quoted companies in Jordan. Some
recommendations for further research have been derived from this study.
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Chapter One
Introduction

1.1 Introduction

The purpose of this chapter is to introduce the body of this research. The chapter is
divided into five main sections. Section 1.2 presents an overview of the research and the
need for the study. Section 1.3 presents the research aim and objectives. Section 1.4
presents the research questions. Section 1.5 gives the research methodology, and the

structure of chapter development is presented in Section 1.6.

1.2 Overview and the need for the study

Strategic thinking has become popular and has been used since the beginning of the
1980s due to the changes existing in strategic planning and strategic management,
particularly in large organizations, regarding the use of formalized and non-formalized
strategic planning approaches (Bonn, 2001). At the end of the 1980s and the 1990s many
authors differentiated between strategic planning and strategic thinking (e.g. Heracleous,
1998; Liedtka 1998b; Mintzberg, 1994a; Mintzberg, 1994b; Liedtka, 1998b) (see Chapter
Three). Previous research provides different definitions of strategic thinking (Moon,

2012). However, strategic thinking could be defined as follows:

“Strategic thinking is a process in which a person is perceiving,
reflecting, feeling, realizing and acknowledging signs that impact
the future of the firm, giving them meaning and acting upon them
by shaping the impressions, perspective and behaviour

accordingly” (Jelenc and Swiercz, 2011, p. 7).

In every organization managers and employees must deal with changes and forces to
survive and compete in their business environments through applying new philosophies to
develop and improve their performance and the ability to use creativity for imagining
multiple alternatives and for exploring whether there might be alternative ways of doing

things is important for the development of unique strategies and actions programs. De
15



Bono (1996, p. 17) has asserted that, “without creativity we are unable to make full use of
the information and experience that is already available to us and is locked up in old
structures, old concepts, and old perceptions. Also, Porter (1991, p. 106) added that ‘the
most successful firms are notable in employing imagination to define a new position, or
find new value in whatever starting position they have’. Moreover, competing for the
future is considered a big challenge for organizations and depends on managers’ ability to
think strategically and to use and apply different skills to determine an organization’s
efficiency and success. These skills allow managers within the organization to compare,
evaluate, analyse, and synthesize information (Kargin and Aktas, 2012). Furthermore,
different researches have been conducted in developed countries because of a belief in its
importance for companies. These studies dealt with different aspects such as the attitude
of companies’ management toward risk, marketing competency, CEO’s emphasize on
strategic thinking, estimating the level of strategic thinking, the nature of company
culture, and the structures adopted that foster the practice of strategic thinking (Moon,
2012).

The majority of strategic thinking research has been undertaken in developed countries
(e.g. Moon, 2012; Pang and Pisapia, 2012; Kargin and Aktas, 2012; Halis et al., 2010;
Pisapia et al., 2009; Pisapia et al., 2008; Pisapia et al., 2005; Stonehouse and Pemberton,
2002; Bonn, 2001) which shows the degree to which strategic thinking has been studied
in developed countries, whereas in less developed countries, particularly in Jordan, there
is no clear picture about previous studies that mirror the level of existing strategic
thinking and the level of practice.

This research aims to contribute and draw the picture in less developed countries through
studying knowledge of and familiarity with the concept and purpose of strategic thinking,
and the extent of, and barriers to, the practice of strategic thinking in Jordanian publicly
quoted companies. Therefore the importance of the study comes from the scarcity of
literature concerning the topic of strategic thinking in the Arab world in general and in
Jordan in particular and relates to the fact that less attention has been paid to examining
this area in Jordanian publicly quoted companies (i.e. industrial, banking, insurance, and

services sector), as well as the fact that strategic thinking within Jordanian companies has
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never before been researched. Moreover, this will help to provide a better understanding
of the capabilities of managers in Jordanian publicly quoted companies and their
importance for appropriate and effective plans to be made for the future. This is one of
the earliest studies addressing this topic and will fill part of the gap in the field of
strategic thinking, especially in Jordanian libraries, and may also be beneficial for

Jordanian business companies in the light of ongoing circumstances.

1.3 Research aim and objectives

The aim of this research is to study strategic thinking in Jordanian publicly quoted

companies in different sectors (industrial, banking, insurance, service). This involves:

Firstly, studying the extent of knowledge of and familiarity with the concept and purpose
of strategic thinking in Jordanian companies registered on the Amman Stock Exchange,
focusing on the effects of organizational characteristics such as age, size of company, and

nature of business on such knowledge;

Secondly, studying the extent of practice of strategic thinking in these companies,
focusing on their organizational characteristics such as age, size of company and nature

of business on such practice;

Thirdly, studying the barriers associated with the practice of strategic thinking and

focusing on organizational characteristics such as age, size and nature of business.
In more detail, the objectives of research are to:

1. Examine familiarity with the concept and purpose of strategic thinking in Jordanian

publicly quoted companies.

2. Examine the extent of practising strategic thinking in Jordanian publicly quoted

companies by investigating the following subjects:

e  The use of reflective thinking skills
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e  The use of reframing thinking skills
e  The use of systems thinking skills

e  The application of organic structures
e  The use of environmental analysis

e  The use of intelligent opportunism

3. Investigate the organizational characteristics (company age, company size and nature
of business) which influence the extent of practice of strategic thinking in Jordanian

publicly quoted companies.

4. Examine the barriers which are likely preventing the practice of the strategic thinking

process in Jordanian publicly quoted companies.

1.4 Research methodology

The methodology applied in this research (presented in Chapter Five) can be divided into

three main stages:

The first stage includes the determination of the research philosophy, approach, strategy,
design, time horizon, and data collection methods. Research philosophy is concerned with
the way in which a researcher thinks about the development of knowledge. In this case a
positivistic approach that was adopted determines how social research is undertaken
quantifiably by using statistical analysis. In this context, the research adopted a deductive
approach and a survey research strategy was chosen. A self-administered questionnaire
was used as the main data collection method, followed by eight semi-structured

interviews as part of a cross-sectional study.

The second stage was concerned with the empirical research which was conducted in
Jordan from 1 August to 30 December 2011 by using hand delivered self-administered
questionnaires. The study population consisted of 261 companies from different sectors
registered on the Amman Stock Exchange; industrial, banking, insurance and services. A

self-administered questionnaire was used to collect quantitative data. Moreover, eight

18



semi-structured interviews were conducted with eight participants from the same
population. The questionnaire was piloted in three phases. In phase one, a number of
drafts were sent to colleagues undertaking their PhD research in different businesses at
the University of Huddersfield Business School for the purpose of commenting on the
design, content, sequence, and wording. In the second phase the questionnaire instrument
was distributed to academic staff specializing in the field of management in the UK
(University of Huddersfield Business School) and Jordan (Al-Balga Applied University).
After that, in the third phase, the questionnaire instrument was distributed to four publicly
quoted Jordanian companies to ensure the ability of the questionnaire instrument to

collect the required data to achieve the research objectives.

The third stage was the process of analysing the data. In this stage, statistical software
(SPSS v. 20) in social sciences was used in analysis of data obtained via the questionnaire
instrument. This software allows the researcher to produce descriptive and inferential
statistics (see Chapter Five).

1.5 Structure of chapter development

This research is presented in seven chapters, as shown in figure (1.1).

Chapter One: Introduction. The aim of this chapter is to provide an introduction to the
research, including an overview of the research, its aims and objectives, methodology,

and the structure of the chapter development.

Chapter Two: Strategy and Strategic thinking literature review. This chapter is
concerned with a review of the literature on the concept and views of strategy, strategic
planning, and strategic management and aims to introduce the concept of strategic
thinking, its importance and purpose from different points of view. Moreover, this chapter
presents the relationship between strategic thinking and strategic planning, strategic

thinking skills and the characteristics of strategic thinking leaders.
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Chapter Three: Research methodology. The purpose of this chapter is to discuss the
research methodology which was used to assess the extent to which Jordanian publicly
quoted companies are familiar with the concept and purpose of strategic thinking and the
extent of the practice of strategic thinking as well as the extent of barriers which impede
its practice. In general, two methods are used to collect the data; namely, a survey
questionnaire and semi-structured interviews. The questionnaire aims to investigate the
extent of the practice of strategic thinking as well as the extent of barriers which impede
its practice in the Jordanian publicly quoted companies, while the interview method is
mainly used to explain themes that have emerged from the use of a questionnaire.This
chapter discusses the research philosophy, approach, strategy design, time horizon, data
collection method and research population, followed by a discussion of the validity and
reliability of the data collection method. The chapter ends with discussion of the selected

statistical tools used for data analysis.

Chapter Four: Hypotheses development. The purpose of this chapter is to introduce the
development of the conceptual framework and discuss the key issues related to the
research and to explain how these issues will be examined empirically in relation to the
research objectives. This chapter reviews the critical factors of strategic thinking practice
most often identified by the research, supported by the writings of strategy practitioners
and authors. The factors that are included this chapter are: the concept and purpose of
strategic thinking; reframing thinking skills; reflective thinking skills; systems thinking
skills; environmental analysis; organic structure; intelligent opportunism. In addition, the
barriers which influence the practice of strategic thinking in Jordanian publicly quoted

companies.

Chapter Five: Data analysis and results. The aim of this chapter is to present the findings
of the data analysis of the data collected in Jordanian companies. This chapter includes a
description of personal and organizational characteristics and checks for non-response
bias, followed by the analysis of the data concerned with the extent of familiarity of the
concept and purpose of strategic thinking, then the data related to the extent of the
practice of the strategic thinking and its relationship to organizational characteristics, as

well as barriers to the practice of strategic thinking.
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Chapter Six: Discussion of research findings. The purpose of this chapter is to discuss
the findings which have emerged from the data analysis presented in the previous chapter
in relation to the research objectives and in context of the comparative studies and the

theoretical literature that was presented in Chapter Two and Chapter Four.

Chapter Seven: Conclusions and implications. The aim of this chapter is to give a
summary of the main findings of the research and discussion of the research findings in
terms of their implication for the practice of strategic thinking. The chapter presents the
contributions to knowledge; a discussion of the research limitations; recommendations for
further research; and a number of recommendations for Jordanian companies arising from

the research findings are presented.
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Figurel. 1: Structure of chapter development
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STRATEGYAND STRATEGIC THINKING LITERATURE
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Chapter Two
Strategy and Strategic Thinking Literature Review

2.1 Introduction

This chapter aims to introduce the background and review literature on the concept of
strategy and to discuss views on strategy, the schools of thought on strategy making and
to review the literature on strategic thinking. In more detail, this chapter is organized as
follows: the strategy definitions discussed in section 2.2 and Schools of thought on
strategy making are presented in section 2.3 and strategy development in section 2.4. The
strategic thinking concept is discussed in section 2.5 and the elements of strategic
thinking are explained in section 2.6. In section 2.7 the importance and advantages of
strategic thinking are presented. The methodology vision for strategic thinking patterns
and the relationship between strategic thinking and strategic planning are discussed in
section 2.8 and in section 2.9 respectively. The strategic thinking skills are discussed in
section 2.10. Finally, the characteristics of strategic thinking leaders are discussed in

section 2.11.

2.2 Strategy definitions

Strategy is a concept with different meanings and perceptions with no one universally
accepted (French, 2009; Khalifa, 2008). Strategy schools use and define strategy in
different ways (Strategic Direction, 2009; French, 2009). In addition, the lack of a precise
meaning of the strategy concept creates difficulty in choosing the most suitable form of
strategy to be undertaken in an organization. The meaning of the term ‘strategy’ has a
long history within the military and its origin is the Greek, strategia, which means the art
of war (Chaharbaghi, 2007). Strategy is an organization’s model of resource allocation
and decisions. The concept of strategy is the basis of competitive prosperity and
advantage as it supports the long term survival of the organization by anticipating events
and developing the ability to compete and grow. Strategy is also concerned with
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corporate success and the development of creative action plans (French, 2009; Smith,
2007; Grant, 2005; Stewart, 2004).

The literature introduces a number of definitions for strategy (e.g. Johnson et al., 2005;
McGee et al., 2005; Grant, 2005; Farjoun, 2002; Tregoe and Tobia, 2001; Porter, 1996;
Mintzberg, 1987a). Johnson et al. (2005 p. 9) defined strategy as “the direction and scope
of an organization over long term, which achieves advantage in a changing environment
through its configuration of resources and competences with the aim of the fulfilling
stakeholder expectation”. McGee et al. (2005), described strategy as the subject of study
that focuses on the situational problems of senior management. Grant (2005) described
strategy as the field that is concerned with the planning of how an organization or an
individual will accomplish their goals. The author adds that strategy is about ensuring the
long-term sustainability of the organization.

Farjoun (2002) defined strategy as the planned coordination of the organization’s main
goals and actions with respect to its internal and external business environment. Porter
(1996 p. 68) defined strategy as “the creation of a unique and valuable position, involving
a different set of activities”. Also, he added that strategy is about action, which means
choosing to develop activities and operations that distinguish the organization from its
competitors. Trego and Tobia (1991) defined strategy as a vision, and argued that strategy
may be seen as a corporate vision (i.e. a framework that guides the organization to
allocate its resources, including products, markets, and key capabilities). These resources

determine the nature and direction of an organization.

Another definition of strategy was introduced by Mintzberg (Mintzberg et al., 2009;
Mintzberg et al., 2003; Mintzberg and Quinn, 1996; Mintzberg 1987a) who stated that
strategy carries several different concepts depending on the theories and approaches that
have been tackled, and the plurality of opinions. He introduced five dimensions of
strategy: strategy as a plan which relates to the way leaders work to establish the direction
of the organization in order to enhance performance. As a ploy, strategy focuses on the
dynamics and competitive side of the business environment which takes an organization

into world-wide competition. Strategy as pattern focuses on the action and the way an
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organization acts and behaves according to the overall pattern. This should be based on
convergent and consistent collection of behaviours and attitudes which, in turn, help to
clarify the vision and the direction of the organizations. Strategy as position is concerned
with positioning the organization in its competitive environment, which requires an
understanding of rivals, their techniques and attitudes. Strategy as perspective is drawn in
the mind of its maker as a philosophy and a way to see the world. Chandler (1962)
presents the concept of strategy when he addresses the relationship between strategy and
organizational structure of an organization, explaining that strategy is to identify the
fundamental and long-term goals and objectives of an organization and to devise ways to

dispose of and allocate the necessary resources to achieve these goals.

Based on past definitions of strategy, strategy can be considered as a framework that
guides behaviours and ways to achieve the long-term goals and objectives of an
organization which is addressed to the future decisions taken by management to direct
their resources towards the development of a company’s competitive position with

respect to the internal and external environment in order to perform its mission.

2.3 Schools of thought on strategy

There are several researchers who offer schools of thought that represent different
approaches in the processes of strategy making as well as expressing different parts of the
same process (Mintzberg and Lampel, 1999).

Mintzberg et al. (2009), Mintzberg et al. (2003), Mintzberg and Lampel (1999) and
Mintzberg (1990) recognized ten schools of thought in strategy: Design School, Planning
School, Positioning School, Entrepreneurial School, Cognitive School, Learning School,
Power school, Cultural School, Environmental School and Configuration School. These
schools have emerged in various stages in the development of the strategic management
field. Some of these schools are in relation with the five Ps of strategy. For example,
strategy as a plan is connected to the planning school, as a ploy, strategy is connected to
the power school (Mintzberg, 1987a).
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On the other hand, McKiernan (1997) identified four approaches (schools of thought) as a
modern contribution to strategy; planning, competitive positioning, core competence-
based strategy, emergent or learning, while Campbell et al. (2002) include a fifth

approach, learning and knowledge-based.

Mintzberg (1990) explained that the design, planning and positioning schools are
prescriptive, and they deal with strategy as a process of “conceptual design” of analytical
positioning and formal planning which is related to the way that strategy must be
formulated, while the six other schools are considered descriptive, deal with definite
issues of the process of strategy and treat the strategy process in a descriptive direction.
The configuration school is considered descriptive and is classified as configurational that

combines the other schools.

The following schools considered the most important schools associated with the process

of both strategy and strategic thinking.

= Cognitive School: This school treats the process of strategy formation as a mental
process which is placed in the strategist’s mind, and strategies can be developed
as a visible process in forms of concepts, diagrams, programmes, and frames to
form shapes dealing with how people interact with environmental inputs
(Mintzberg et al., 2009). Also this school adapted another idea, using cognition to
develop creative interpretation rather than mapping reality in an objective way
(Mintzberg et al., 2003).

= Learning School: This school treats the process of strategy formation as an
emergent process, and it differentiate between the formulation and formation of
strategy by knowing the nature of strategies formation in organizations instead of
knowing the way of formulation (Mintzberg et al., 2009). The school develops
strategies through a learning process throughout an organization; this exists
because of the unpredictable environment, which is why the nature of the strategy

process became an emergent process (Mintzberg et al., 2003). Moreover, in this
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school there were many concepts introduced: deliberate an emergent strategy,
Core competency, strategic content, stretch and leverage, logical instrumentalism
that introduced by Quinn (1978) which give senior management the chance to
connect together contributions of concepts about systematic analysis and political
theories as well as the environmental behaviours to add value to the process of

strategy formulation.

Cultural School: This school treats the process of strategy formation as a
collective process from the culture of the organization, by studying beliefs that
shape the habits and traditions in addition to symbols, products, even buildings,
which lead organizations to form strategies by continuously looking to cultural
changes in the environment. Because of the competing environment many
literatures held focusing in the strategic changes in cultures especially in the USA
(Mintzberg et al., 2009; Mintzberg et al., 2003; Mintzberg and Lampel, 1999).

Environmental School: This school views the external environment as shaping
an organization’s strategies, and treats the process of strategy formation as a
reactive response to the forces of the external environment (Mintzberg et al.,
2009; Mintzberg and Lampel, 1999). To put it another way, strategy is considered

as a response to interventions by the external environment.

2.4 Strategy development

Khalifa (2008 p. 898) stated the importance of strategy which focuses on the value of

customer “value creation” as well as the value of the stakeholder, “the value of capture

and distribution”, with continuity or excellence as necessary drivers for long term

success, while Mintzberg (1987b) attempted to understand why organizations need

strategies. He pointed out that there are four reasons why: first, strategy is required to

determine the direction of the organization, know the subtle of competitors, and

knowledge of environmental threats; second, strategy is required to focus efforts and

enhance coordination and activity; third, strategy is required to define and clarify the
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organization’s mission for its employees as well as its customers; finally, strategy is

required to reduce the uncertainty of future events.

On the other hand, Mintzberg (1994a) Mintzberg and Waters (1985), Mintzberg and
McHugh, (1985) and Mintzberg (1978) classified two main types of strategy to explain
that strategies can be formed in different ways, namely, intended and realized strategy in
the process of strategy-making based on the concept of strategy as ‘a pattern in a stream
of decisions’ (Mintzberg 1978). Those two types are in theory, but they can be combined

in three ways as shown in (figure 2.1).

Figure 2. 1: Types of strategies (Intended and realized strategy)

\ Deliberate
|— strategy
Intended / _\ / @
strategy

strate
Unrealized Emergent 9y

strategy strategy

Source: Adapted from Mintzberg and Waters (1985).

Intended strategy is a phrase related to desirable strategic direction deliberately
formulated or planned by strategic managers, while realized strategy relates to strategy as
followed by the firm in practice (Johnson and Scholes, 2002). Additionally, Mintzberg
(1978) differentiates between these types of strategies: intended strategies that will
become realized may be called deliberate strategies. Intended strategies which do not get
realized may be called unrealized strategies. There are also realized strategies that were
never intended, that may be called emergent strategies. Furthermore, emergent strategy
relates to strategy that is not planned in advance and which appears from a consistent

pattern of behaviour (Campbell et al., 2002).
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The term ‘strategy development’ includes term such as ‘strategic management’ and
strategic planning’ and although these terms are directly associated to strategy
development, they relate to different aspects of strategy development and cannot be used
interchangeably. The following two subsections define these terms, but do not provide an

extensive analysis as the focus is on cognitive process of strategic thinking.

2.4.1 Strategic management

Strategic management has been studied for a number of decades and it is considered a
relatively young academic discipline (Nerur et al. 2008). This approach developed around
1980s (Hussy, 1998) where the fast changing world demands a practical approach to
strategy and researchers became interesting in how managers actually develop strategy
(Whittington, 1996). Strategic management developed from a simple approach of
providing answer to managerial questions to a strict search for intellectual foundations
with explanatory and predictive value (Furrer et al., 2008). The process of strategic
management involves understanding the strategic position of an organization in the
environment, the expectations of the stakeholders and the strategic capabilities, making
strategic choices for the future and implementing strategies (Johnson et al. 2008).

Many different concepts and techniques were developed to build the competitive
advantage of organizations by exploiting business opportunities. According to Thompson
(2001) competitive advantages relates to the ability of an organization to add more value
for its customers than its competitors and, thus, attain a position of relative advantage. A
popular way of describing strategic management is through the role of a firm’s resources
and capabilities as a principal basis for its strategy, which become known as the resource-
based view where resources are viewed as important antecedents to production of goods
or services and resources are directly associated to organization performance (Grant
2005; Priem and Butler 2001). Resource-based view described as a “traditional strategy”
where advantage comes from exploiting resources or stable market positions (Eisenhardt
and Sull, 2001) where resources must work together to create organizational capability, in

order to establish competitive advantage (Grant, 2005). Moreover, strategic management
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is associated with the view of Learning and knowledge-based approach, which developed
and introduced in recent years (Nonaka, 2007; Magsood et al., 2007; Stonehouse, et al.,
2001; Nonaka et al., 2000; Pemberton and Stonehouse, 2000; Stonehouse and Pemberton,
1999; Nonaka, 1991), proposes that competitive advantage depends on the management
of knowledge through a process of organizational learning. It is a holistic approach that
enfolds all facets of the organization (resource, capabilities, core competencies and
activities) and their interaction with the organization environment (customers, suppliers,
competitors, government, legislation, technology, etc.). Furthermore, the concept of core
competence was introduced in the beginning of the 1990s by Prahalad and Hamel for the
first time as one of the best-known strategic management concepts (Ljungquist, 2007). It
was evolved from the view of large organizations (Hussain et al., 2006) which is related
to the environmental conditions (Mkiernan 1997). Prahalad and Hamel (1990 p. 82)
defined core competence as “the collective learning in the organization, especially how to
coordinate diverse production skills and integrate multiple streams of technologies.” It
contains three main characteristics to identify core competence in an organization. The
first core competence should produce potential to wider markets; second, the end product
should deliver a fundamental contribution to customer benefits; and finally, it should be
difficult for competitors to imitate. Moreover, Weiwei and Jianping (2008), Ljungquist
(2007), Hussain et al. (2006), Srivastava (2005) and Campbell et al. (2002) argued that
core competences are considered as important contributors to competitive advantage or
organizational success that must be highly developed and effectively managed to meet the
three criteria or characteristics of core competence. Additionally, Campbell et al. (2002)
argued that the view of this approach is ‘inside-out” which suggests organizations looking
for a competitive environment must first develop their resources, competences
(considered by Weiwei and Jianping (2008) as the entrances to new markets) and
capabilities, before introducing them to the environment. Organizations neglecting their
environment will lead them to lose the awareness of their customers’ needs and
competitors’ technological changes that are part of determining an organization’s
competitive success. However, giving importance to the organization’s environment
explains the interrelation with the concept of strategic control argued by Band and

Scanlan (1995). This concept suggests that control must be a part of an organization’s
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philosophy and must contribute totally to overall organization strategic directions and
outcomes, to determine competitive advantage through its structure, staff, competitors,

risks and its future.

Gluck et al., (1982) believes that the strategic management concept must relate to a
particular type of system or process which connects decision making and strategic
planning with daily business operational management. Moreover, the processes that are
considered as a group of managerial decisions and activities which decide the long-range
performance of a business consist of scanning the external and internal environment,
formulation of strategies, execution of strategies and assessment and control, known as
the concept of strategic management (Wheelen and Hunger, 2008; Mason, 1986). In the
same context, Malan (2010) defined strategic management as the process of selecting
strategies based on external and internal analyses, to achieve competitive advantage,

planning how to approach those strategies and implementing the plans.

The term ‘strategic management’ contains different connections established in superior
organizations which determined the qualities of organizations that managed strategically
and strategic thinking obtained more importance. It is considered as one of the main
entries to strategic management (e.g. more usage of strategic thinking ability, use of
reasonable alternatives if the strategic planning process requires objective negotiation,
reviewing the performance system by top management every year in every SBU strategy)
(Gluck et al., 1982). It is appear to be a separate new phase in the development of
management procedures. The most observable feature in strategic management phase that
it includes a combination of strategic planning and decision-making processes in industry
relating to determining the strategy making inside the process of formal strategic planning
(Gluck et al., 1982).

On the other hand, Wilson (1994) stated that when applying strategic management in an
organization we will get highly scored advantages like:

1. the organization’s strategic vision will become clearer.
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2. more careful attention to dynamic changes in the industry environment.

3. more attention to what is strategically significant especially in the planning and

implementation process.

Finally, the strategic management process consists of different basic elements, but they
are interrelated to establish and formulate strategy in the right way to execute the
objectives of the organization. They include environmental scanning, strategy

formulation, strategy implementation, evaluation and control.

The strategic planning aspect is explained in the next section.

2.4.2 Strategic planning

The Strategic planning process is considered a flexible and anticipatory process, because
it begins to concentrate on the environment to conform to the marketplace instead of
forecasting the future (Cavinato, 1999; Gluck et al., 1980). The new feature introduced in
strategic planning is the need to analyse the environment to reach a strategic diagnosis of
the organization (Pacios, 2004). It focuses on identifying long-term organizational
objectives through developing and implementing the necessary plans in order to achieve

these goals (Stonehouse and Pemberton, 2002).

In strategic planning process, planners start searching opportunities in the external
environment through collecting information and data in multiple ways, and further
identifying the organization's capacity in line with the needs of the markets in which they
operate. Therefore, an organization's management begins building strategic business units
(SBUs) which are aimed to start looking at the products that they offer by their
organizations, competitors’ offers, the preferences and views concerning external clients,
in addition to the internal capacity of the organization (Cavinato, 1999; Gluck et al.,
1980). Cavinato (1999) argues that the management of SBU can effectively control the
business, as well as developing and analysing strategic options by concentrating on a
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specific number of product lines. However, the structure of strategic business units does
not easily allow the simplification of opportunities over all the organization to benefit in
such areas as research and development and purchasing, in spite of the improved product
it offers. Moreover, when the strategic alternatives that are developed by strategic
business units shifted to high level management, the lower level management usually
identify the strategic options which will be developed to be reviewed annually by high
level management. This process that accomplishes at lower level contains two
fundamental side effects for the organization, related to long-range positioning and the

financial situation:

1. information may be lost because low level management neglect the information that is

not related to their SBU despite its possible importance for the organization.

2. the time consumed in the strategic alternatives means that the new strategic options
will not be implemented because they become out-dated.

Strategic planning contained defects and it began declining around 1980s for various
reasons (e.g Pacios, 2004; Desai, 2000; Cavinato, 1999; Glaister and Falshaw, 1999;
Carter, 1999; Wilson, 1998; Tayler, 1997), but it is considered to be an important tool for
the management of an organization. It aims to ensure the availability of the appropriate
resources to the organization in a timely manner and place in order to achieve its goals
(Aldehayyat, 2010; Thompson, 2001). However, Ansoff (1991, p.457) indicates that
strategic planning “permits additional savings of time through starting the strategic
response in the anticipation of the need to act”, whereas (Delmar and Shane, 2003) in
their study “Does Business Planning Facilitate the Development of New Ventures?” in
which they examined 223 new ventures in Sweden, indicate that strategic planning helps
in balancing the demand and supply of resources effectively and sets concrete goals that

allow people to achieve their decisions.

Wilson (1998) surveyed fifty organizations to identify their current activities. He pointed

out that strategic planning has shifted dramatically relating to various changes:

35



1. dynamic changing in the markets relating to competitiveness and technological

surroundings in the organization’s environment.
2. planning responsibilities have moved from staff managers to line managers.

3. decentralization problem is the responsibility of strategic planning to business units.

Different benefits are suggested in the literature relating to the concept of strategic
planning (Parrington, 2007; Harrison, 1995; Greenley, 1986), and can be summarized as

follows:

1. systematic and continuous process in gathering data, leading to the employment of

knowledge management practices.

2. determining and investing of future marketing opportunities.
3. encouraging creativity and innovation in strategic paths.

4. enabling managers to understand business clearly.

5. motivating internal communication between employees.

6. decreasing uncertainty and dealing with change.

7. controlling outcomes to ensure positive results toward organizational objectives.

Finally, strategic planning process consist of different elements, these elements include
environmental scanning (external and internal) defining a company’s mission statement,
specifying objectives, evaluating and selecting a suitable strategy for the implementation
and setting policy guidelines. One of the most important elements of strategic planning
process is environmental scanning because it’s associated with the process of strategic

thinking. For this reason the study will concentrates on this subject.

The reason for increasing importance in environmental scanning relates to the rapid
change in the industry environment, because through environment scanning organizations
can determine the degree of change in the external environment and establish competitive

advantage to control the internal environment, which will increase the abilities of top
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management in determining its objectives and strategic position (Alkalibi and Idrees,
2009). According to Saxby et al. (2002), environmental scanning allows organizations to
be aware of environmental factors that may significantly affect or control an organization
and its strategic direction. Additionally, environmental scanning became an accepted tool
to guide the process of decision making of top level management. Moreover, Costa
(1995) stated that environmental scanning can be considered as the first step in the
process of strategy development as well as providing the information needed for decision
making, while Hambrick (1981) defined environmental scanning as a managerial activity
of learning about events and trends in an organization’s environment, and considers it as
the first link in chain of perceptions and actions that lead to adaptation to the

environment.

The view of the concept of environmental scanning is to determine the external and
internal elements as strategic factors which will identify the future of the organization
through using SWOT analysis, and the concept of environmental scanning relates to the
supervision or monitoring, evaluation, and distribution of information from external and
internal environments to strategic managers within the organization (Alkalibi and Idrees,
2009; Wheelen and Hunger, 2008; Wheelen and Hunger, 2004; Wheelen and Hunger,
2002). On the other hand Skipton (1985) indicates that SWOT analysis works as a link
between strategic analysis and strategic planning.

Costa (1995, p.5) stated that environmental scanning improves the abilities of an

organization to deal with a rapidly changing environment in various ways:

1. It helps an organization to capitalize early on opportunities.
2. It provides an early signal of impending problems.
3. It sensitizes an organization to the changing needs and wishes of its customer.

4. It improves the images of the organization with its public by showing that it is

sensitive to its environment and responsive to it.

5. It provides a base of objective qualitative information about the environment.
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Wheelen and Hunger (2002) divide environmental scanning into two parts: external and

internal environment.

The external environment includes different variables as opportunities and threats located
outside the internal organization environment. The external environment is classified into
two components: societal environment and task environment (industry). Societal
environment relates to the external environment that indirectly affects an organization’s
activities in the short run but which can, and often does, affects its long-run decisions.
The societal environment contains sociocultural, economical, technological and political-
legal forces. The task environment relates to the external environment that directly affects
the organization and which in turn is affected by it. It contains suppliers, shareholders,
governments, customers, competitors, communities, creditors, employees/labour unions,

trade associations and special interest groups.

Scanning the external environment is not completely sufficient for an organization to
accomplish competitive advantages, and environmental scanning should look within the
organization strategic factors. Internal organization environmental scanning is considered
as identifying the strengths and weaknesses that are located inside the organization.
Strengths and weaknesses determine if an organization will be able to gain an advantage
while avoiding threats. An organization’s internal environment consists of the

organization’s structure, culture and resources.

2.5 Strategic thinking concept

There are several definitions of the term “strategic thinking”, but there is no agreement on
what strategic thinking is (Tavakoli and Lawton, 2005; Heracleous, 2003; O’Shannassy,
2003; Bonn, 2001; Lawrence, 1999; Heracleous, 1998) and there is further confusion in
the strategic management field (O’Shannassy, 2001b; Lawrence, 1999) with a strong
argument nowadays on what actually represents strategic thinking (Kustschera and Ryan,
2009; O’Shannassy, 2003; O’Shannassy, 1999). Many authors have used the concept of

strategic thinking interchangeably with other concepts (e.g. strategic thinking, strategic
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management, or strategic planning) (Younis, 2002; Bonn 2001; Liedtka 1998a; Wilson
1994), and this created significant confusion in the literature and a gap in practising
strategic thinking related to a lack of understanding of the overall concept (Goldman and
Casey, 2010; Casey and Goldman, 2010; Steiner et al., 1983). For example, Liedtka
(1998a) indicates that the expression “strategic thinking” is used to indicate all thinking in
relation to strategy, rather than to indicate a specific way of thinking, with precise
characteristics, and Wilson (1994 p.14) observes that: “This continuing search for
improvement has profoundly changed the character of strategic planning so that it is now
more appropriate to refer to it as strategic management or strategic thinking”. The term
strategic thinking was widely used at the end of the twentieth century (Allio, 2006;
Younis, 2002; O’Shannassy, 2001b; Liedtka, 1998a) and the concept accompanied the
phenomenon of competition to strengthen or gain competitive advantage for an
organization; the existence of this relationship to competitive advantages turned attention
to the term “strategic thinking” (Baloch and Inam, 2007; Abraham, 2005; Bonn, 2005;
Mohammad, 2005; Raimond, 1996; Bonn and Christodoulou, 1996; Mintzberg, 1994b;
Wilson, 1994).

According to Liedtka (1998a) strategic thinking is a term appropriate for use in
accordance with the present requirements and takes advantage of the givens and to draw a
picture of the future of the organization, by connecting the past, present, and future. She
pointed out that strategic thinking is a development of strategic planning which includes
all joints of strategic management. This means that strategic thinking should be included
in strategy formulation and implementation, and also in determining the strategic
performance of an entire organization. On the other hand, Mason (1986) stated that the
strategic thinking process includes all stages of strategic management that precede the
strategic planning process, while Kustschera and Ryan (2009), Liedtka (1998a) and
Mintzberg (1994a) indicate that strategic thinking is a way of specific thinking
characterized by specific prosperities. Its outcome is an integrated perspective of the
organization (Mintzberg, 1994b), and accords with the view of theorists Hamel and
Prahalad (1994) with another term used to denote the concept of strategic thinking, which

is “crafting strategic architecture”. This is to provide a capability for building the
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competence needed to control future markets by explaining the new view of strategy
concerning how to get to the future first, by applying different themes in competing for
the future. Moreover, Heracleous (1998), and Mintzberg (1994a, 1994b) argue that
strategic thinking is a synthesizing process, resulting in good employment of intuition and
creativity in the formulation of strategic directions for an organization at all levels of the
company, while strategic planning is the analytical procedure aimed at the programming
of pre-identified strategies they already have. It is pointed out that strategic thinking
indicates the availability of skills and abilities necessary for an individual to undertake
strategic behaviour and to practise the tasks of strategic management so that the
individual has the ability to examine and analyse the various elements of the environment
and provide accurate forecasts for the future through the use of imagination and
innovation, as the strategy is based mainly on innovation (Alsallem, 2005). Moreover,
Bonn (2005) and O’Shannassy (2003, 2001b) stated that strategic thinking is connected
with solving strategic issues and conceptualizing the future of the organization. In
addition, solving strategic issues must take its place within all levels of the organization
through combining generative and rational processes (Monnavarian et al., 2011,
Goldman, 2008; Tavakoli and Lawton, 2005; O’Shannassy, 2003; Graets, 2002;
O’Shannassy, 2001b; Mintzberg, 1994a; Mason, 1986). In other words, all individuals at
management levels of the organization can share thoughts, analysis and action and think
strategically - not just the senior managers (Goldman, 2008; O’Shannassy, 2003).

Moreover, it is possible to define the term strategic thinking in two ways: a “broad” or a
“narrow” definition. The narrow definition concentrates on Eastern, creative, generative,
divergent, synthetic thinking processes, while the broad definition tries to connect these
thinking processes with Western, analytical, rational, convergent thinking processes
(O’Shannassy, 2003; Heracleous, 1998; Mintzberg, 1994a; Mintzberg, 1994b). The
former view is linked with Mintzberg (1994a, 1994b) whereas the latter view is linked
with writers such as Bonn, (2005); O’Shannassy, (2001b); Liedtka, (1998a); Raimond,
(1996); and Wilson, (1994). On the other hand, determining alternative viable strategies
or business forms different from competitors that submit customer value, is the express

meaning of strategic thinking (Abraham, 2005).
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Raimond (1996 p.212) compared strategic thinking processes between Eastern and
Western organizations. He divided the process of strategic thinking into two types:
strategy as “intelligent machine”, which depends on collecting data and processing them
to be used as information to determine the main critical factors in the external
environment, and “strategy as creative imagination”, which depends on our imaginations

“where we ideally want to be in, say, 10 or 20 years’ time”.

2.6 Elements of strategic thinking

Strategic thinking is associated with many elements that make it a special kind of
thinking characterized by specific characteristics which become a model reflecting the
strategic thinking process, and a system applied by the strategic leader (Liedtka, 1998a).
Figure 3.2 includes a model which composes and illustrates the five elements of strategic

thinking developed by Liedtka (1998a). Those elements are illustrated as follows:

Figure 2. 1: The elements of strategic thinking

I System Perspective Intent Focused |

STRATEGIC THINKING
N

Intelligent opportunism Thinking in Time

I Hypothesis Driven |

Source: Liedtka (1998a)
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1. A system perspective

Strategic thinking is based on a systems perspective and considers an holistic view of the
organization. A strategic thinker owns a mental picture of an holistic system to create
value in an organization, as well as to understand interconnections within it (Liedtka,
1998a). Senge (1990), in his writing on learning organizations, has explained the power
of mental models in controlling our behaviour. This mental model must include an
understanding of internal and external organizational environments of how the world

works around us and how we can take actions. Senge (1990, p. 8) states that:

“Mental models are deeply ingrained assumptions, or even pictures or images that

influence how we understand the world and how we take action”.

Furthermore, Moore (1993) points out in the same context that we must expand the
thinking process to include variables beyond the limits of an industry or organization,
which in turn will inevitably open the door for innovation; the organization must be
viewed not as a single member of the industry but as part of an holistic system which
crosses a set of industries. Within this spectrum, strategic decisions contain variables of
cooperation or competition to support customer needs and new products, and include the
coming round of innovations considered as outputs of strategic thinking for management

to work co-operatively and competitively.

Lawrence (1999) argued that strategic thinkers must appreciate the interrelationships
between the staff in its internal parts that unified form the whole, as well as the reality
that the whole is bigger than the sum of its parts, and this relates to the understanding of

the external environment ecosystem in which an organization works.

According to Baloch and Inam (2007), organizations must develop a learning culture and
manage change successfully to help them to apply lessons from the past mistakes and
prevent repeating them in the future. In addition there are visible and invisible indicators
in the culture of an organization which need to be addressed to allow leaders to think

strategically and initiate change (Whitlock, 2003).

42



2. Intent-focused

Strategic thinking is a process driven by strategic intent and provides focus, attention and
energy that authorizes individuals and organizations to accomplish goals (Liedtka,
1998a); therefore, strategic intent is considered as a desired position by leadership and a

desired future, a goal to be performed with winning (Stacey, 2003).

Strategic intent is to build a long-term vision for the market or the competitive position of
the organization that wishes to build for the coming decade or more; so it determines a
point far in the future and turns the direction of the organization and the attention of
workers to that point. In addition it means a unique competitive point in the future, hence
it gives sense to the discovery of new markets, leading to a sense of discovery. The
strategic intent is a worthwhile goal in itself. Thus, direction, discovery, and destiny are
the attributes of strategic intent by shaping and re-shaping the future of the organization
(Hamel and Prahalad, 1994; Hamel and Prahalad, 1989). In other words, strategic intent is
a sense of direction of shaping and re-shaping the future of the organization as a

fundamental priority to achieve its goals (Liedtka, 1998a).

3. Intelligent opportunism

The spirit of this idea represents the view of openness to new experience which
authorizes a person to take benefits of alternative strategies and new ideas which may
emerge as more related to a dynamically changing market environment (Lawrence 1999;
Liedtka, 1998a). This view is compatible with Mintzberg (1999) who, relating to this
approach, confirmed the difference between the deliberate strategy and the emergent

strategy.

Moreover, in applying intelligent opportunism, organizations must consider the input of
their strategies from people at a lower level or the people who are more innovative and
more creative in identifying alternative strategies which may be more suitable for the
organization’s environment (Lawrence, 1999; Mintzberg, 1999).
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4. Thinking in time

Liedtka (1998a) has explained that the element of thinking in time relates to connecting
the past with the present to create the future of an organization. This fluctuation from
past, present and future is considered a significant step to formulate strategies and
implement them. According to her, to achieve this goal it is necessary for an organization
to depend on its memory and its broad historical record related to its past processes and
other organizations. Also this element is one of the most important processes that fill the

gap between the realistic present and the direction of future intent.

Neustadt and May (1986, p. 251) believe that thinking in time consists of three

components:

1. the future is linked to the past, the past having predictive value.

2. the perception of what will happen in the future out of the present which looks different

from the past and which diverts the organization from familiar patterns.

3. continuity of comparison is “an almost constant oscillation from the present to the
future to past and back”.

5. Hypothesis-driven

Strategic thinking is hypothesis-driven. This element mirrors the *“scientific method” in
which it deals with hypothesis creation and testing as major activities. This process starts
by asking the creative question ‘what if?” followed by a critical question to test the
hypothesis “if..., then...?” and then brings related information to bear on analysis,
including an analysis of a hypothetical group of financial flows connected with the idea
(Liedtka, 1998a). This process assumes that strategists are ‘experimental’ thinkers and are
able to test several alternative courses of action and evaluate them critically with the
possibility of accepting or refusing them by using the scientific method to test hypotheses
(Tavakoli and Lawton, 2005; Liedtka, 1998a).
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2.7 The importance and advantages of strategic thinking

Much literature explains the importance and purpose regarding the application of strategic
thinking processes in organizations (see section 2.5 and section 4.3). As mentioned
before, strategic thinking provides the capability for building competencies to control
future markets (Hamel and Parhalad 1994). According to Liedtka (1998a) strategic
thinking includes strategy formulation and implementation as well as determining the
strategic performance of an entire organization. Moreover, applying strategic thinking
strengthens or gains competitive advantage (Allio, 2006; O’Shannassy, 2001b; Liedtka,
1998a) and creates an integrated perspective for the organization (Mintzberg, 1994b).
Furthermore, applying strategic thinking can lead to a focus on the company objectives,
business units, functional units, different groups and subgroups or individuals and
involves a manager’s ability which leads to knowing their business and markets (e.g. how
business makes money, consumer behaviour needed for the success of their business);
managing subunit rivalry, which focuses on the abilities of company managers to drive
the greatest benefit from subunits that have incompatible goals; discovering and
overcoming threats by diagnosing threats concerning the intended actions taken by the
company; the company’s ability to stay on strategy, which involves identifying and
capitalising on the company current strengths; enhancing company competitive
advantages and concentrating on specific target markets; and, finally, strategic thinking
involves being able to accommodate adversity and act as an entrepreneurial force (e.g.
studying the relationships between the company and its environment and learning from
past mistakes). Taking risks by being an entrepreneurial force leads to some failures
(Sumpf, 1989). Abraham (2005) believes that there are many benefits that organizations

can obtain from applying a strategic thinking process.

Internal Revenue Service (2001, quoted in  Fairholm and Card, 2009, pp.18-19)
mentioned that strategic thinking is a very important process that leads to the formulation
of effective strategies which take into account the external effects on an organization
from a global and national perspective. Studying the policy issues and strategic planning
within a long-range perspective leads to a satisfying organizational vision and identifies
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objectives, priorities and establishes strengths. Finally, it predicts possible opportunities

or threats.

Abraham (2005) believes that there are many benefits that organizations can obtain from

applying a strategic thinking process:

1. make the organization successful and different from its competitors.

2. strategists, organizational managers can gain knowledge of how to look at the world

with entrepreneurial eyes.
3. can find fresh opportunities to create ideas all the time over the year.
4. keeping the organization future-oriented.

5. increasing integration collaboration by using strategic alternatives like outsourcing,

joint ventures and licensing (e.g. using another company's trademark).

Liedtka (1998a) believes that organizations that succeed in providing the capabilities and
elements of strategic thinking throughout their management levels will have a strong
competitive advantage over their counterparts. Thus, the whole system perspective must
authorize them to restructure their processes to have more efficiency and effectiveness.
Within the whole system perspective organizations will obtain more benefits which are

summarized as follows:

1. applying intent-focus will make whole organizations more determined and less

confused than their competitors

2. the organization’s ability to think in time will develop the quality of its decisions and

expedite the implementation process.

3. the capacity to generate hypotheses and testing will lead to the inclusion of both

critical and creative thinking into their processes.

Taken these elements together will create the capability for strategic thinking which also

contributes to overall capacity in the development of competitiveness and improves
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organizational outcomes. This could be accomplished by testing the value of strategic
capability within three significant criteria: creating better value for customers; hard for
competitors to imitate; and making the organization more relevant to meet change (Day,
1994).

On the other hand, strategic thinking can lead organizations to determine, respond, and to
manage environmental changes through searching information and alternatives with the
purpose of assuring the continuity of competitive advantages for the organization given
its strengths, core skills, and experience. Moreover, applying the strategic thinking
process guides the determination of innovation and methods which organize the emerging
changes and accomplish other attractive results, like increasing growth or developing new

knowledge or expertise in addition to expansion (Sanders, 1998).

Additionally, Kustschera and Ryan believe that strategic thinking comprises two
characteristics; first, it is a method of thinking in various topics relating to business and
non-business actions, and second, that strategic thinking offers a rational element to the

process of decision making through the use of intuition (Kustschera and Ryan, 2009).

Also, Suutari (1993) argues that strategic thinking contains valuable benefits especially at
the functional level of the organization because it is expands responsibility for strategy
formulation from the senior level to the functional level, and this mission of merging

strategies of both levels of the organization will lead to the following benefits:

1. It offers flexibility, which means the ability of managers to react rapidly to market

desires (e.g. customer requirements, or to cope with shorter product life cycles).

2. It leads to “empowerment,” which means the decision-making power is shared inside
the organization; in other words, decision making is merged from general manager to the
lowest level in the organization. Moreover, this is more helpful for flexibility and could

lead to a stronger sensitivity to customer requirements.

3. The quality of decisions is improved as they become more logical.
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Gilmore added that applying strategic thinking will benefit organizations in different

ways. These benefits are summarized in table 2.1.

Table 2. 1: Benefits of strategic thinking

¢ Insight, or problem solving skills, that help employees intuitively make sense of chaos in
their organization’s environment.

e The ability to see emerging conditions that can provide long-term competitive
advantage.

e The skill of visualizing, interpreting and scanning the environment for information about
the organization’s present and future.

e The ability to determine new market opportunities and create real solutions that advance
organization business.

e The ability to understand the importance of relationship building and its
interconnectedness with organization business goals.

Source: Gilmore, (2007 p. 1).

2.8 The methodology vision for strategic thinking patterns

Referring back to the concepts of strategic thinking we find that the patterns of strategic
thinking can be divided into two: an analytical pattern and a synthesis pattern
(O’Shannassy, 2003; Heracleous, 1998; Raimond, 1996; Mintzberg, 1994a; Mintzberg,
1994b).

1. Analytical pattern:

In this approach of thinking, the analytical thinker is considered as nearer to the
traditional vision of a planner. In this kind of thinking planners specialize in dealing with
intended strategies and ensure that they are obviously well communicated, this process is
known as “strategic programming” and includes a sets of stages that lead to explaining
the decision in exact action models for the process of implementation. Here, the strategic
objectives are defined in advance and the data about the decisions and their sources of
clear and sufficient, also planners hold analytical studies to ensure contemplation of the
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needed solid data and carefully create check strategies intended for the process of
execution; this kind of thinking is called the “right-handed planner” (Mintzberg, 1994a;
Mintzberg, 1994b). The processes of analytical approach start after strategies are decided,
simply emerge, or are discovered (Heracleous, 1998) and as analytical thinkers they try to
think what they will do (Mintzberg, 1994b). This view is linked with the analysis of
Mintzberg (1994a, 1994b) and Mason (1986), that strategic planning will not lead to
creating strategies because strategic planning as it is experienced as “strategic
programming, the articulation and elaboration of strategies, or visions, that already exist”.
In other world “planners should make their contribution around the strategy-making

process rather than inside it” (Mintzberg, 1994b).

On the other hand, Hussey (2001) believes that there are many drawbacks to the

analytical method, summarized in the following:

1. the analytical process may be controlled by human behaviour .
2. the problem of taking the wrong analysis.
3. inconvenient techniques and methods.

4. mistreatment of techniques or instruments.

Behn and Vaupel (1983) in their research “Analytical thinking for busy decision makers”
indicate that it is likely that harried managers can think analytically about their decisions,
decisions to create smart choice by applying decision analysis to think smartly about the

choice taken. Also, managers can use this method when they are short of data and time.

2. Synthesis pattern:

This type of thinking stands on assumptions opposite to the analytical thinking process. It
is considered as less traditional than the analytical pattern, although it exists and is
applied by many organizations (Mintzberg, 1994a, 1994b). It contains motivating
innovation, intuition and the use of creative thinking by every part of the organization. In
a synthesis pattern the planners search to deal with the process of strategy-making in a
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creative way and have the ability to perform quick studies; they prefer to discover
strategies in unusual places and aim to motivate employees in the organization to think
strategically (Mintzberg, 1994a). This type of thinker to some extent tends to be more
inclined towards the intuitive processes which are identified by the right hemisphere of
the brain (Mintzberg, 1994a, 1994b) that directs the left hand side of the human body
(Stamp, 1981).

Weber (1984) asserts that a synthesis process involves inferences concerning
assumptions, reframing, and dialectical analysis. Also he believes that there are different
ways (heuristic steps) that must be followed to achieve the synthesis process, summarized

as follows:

1. drawing strategy by the participants and determining the problem that the strategy is

aimed to solve.
2. trying to find circumstances that could be effective to implement the strategy.

3. identifying important circumstances for the execution of the strategy, and restructuring

these circumstances through an evaluation process.

4. collecting information to support the circumstances and screening circumstances for

dialectic assessment.
5. repeating all steps from step one to four for every competing strategy.

6. improving counter circumstances, supporting these circumstances with information and

reframing where suitable.

7. confronting circumstances and counter circumstances with their data and then

structuring circumstances.

8. deducing the best strategy.

Many researchers believe that an organization needs to use both patterns of thinking for
its benefits at different stages within the process of strategic management (e.g. Kutschera
and Ryan, 2009; O’Shannassy 2003; Heracleous, 1998; Raimond, 1996; Mintzberg,
1994a; Mintzberg, 1994b; Stamp, 1981).
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For example, Kustschera and Ryan (2009) pointed out that both patterns are considered as
a process of rational assessment and thought creation which allows for intuition and

rational analysis to reinforce each other to produce better outcomes.

2.9 The relationship between strategic thinking and strategic planning

There are many existing views about the relationship between strategic thinking and
strategic planning (Lowder, 2009; Liedtka, 1998a; Liedtka, 1998b; Heracleous, 2003;
Heracleous, 1998; Hall, 1994), but Bonn, (2001), Heracleous, (1998) and Mintzberg,
(1994b) considered them to be different concepts. Graetz, (2002) and Heracleous, (1998,
p. 482), see them “as distinct, but interrelated and complementary thought processes”
although they are two different modes of thinking. Both strategic planning and strategic
thinking are important and neither is sufficient without the other. Also, Graetz (2002)
stated both are important in effective strategic management. Despite the fact that there is
no agreement on what strategic thinking is and what strategic planning is (Heracleous,
2003; Heracleous, 1998; Liedtka, 1998a; Liedtka, 1998b), the role of strategic planning is
“to realise and support strategies developed through the strategic thinking process and
integrate these back into the business”. In contrast, the role of strategic thinking is “to
seek innovation and imagine new and very different futures that may lead a company to

redefine its core strategies and even its industry” (Graetz, 2002 p. 457).

According to Gratez (2002) and Mintzberg (1994b), the strategic planning process is
considered to be a rational process which requires analysis skills in planning how to
achieve the strategy of the organization, while strategic thinking also contains creativity
and intuitive thinking. In practice planners should share their contribution about the
process of strategy making not inside the strategy process (Mintzberg, 1994a, 1994b) and
the outcome of the strategic thinking process is “an integrated perspective of the
enterprise, a not too precisely articulated vision of direction” (Mintzberg, 1994b p.108).
Heracleous (2003, 1998) explains that there are four fundamental differences between

strategic planning and strategic thinking.
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First, strategic thinking must precede strategic planning. The view of this difference
emphasizes that strategic thinking is a “divergent and synthetic” process, while strategic
planning is an “analytical and convergent” process (Heracleous, 1998 p. 482). Also,
strategic planning cannot create strategies; it is just limited to the operationalization of
existing and new strategies. Second, “strategic thinking is (and should be) analytical”
(Heracleous, 1998 p. 482). Third, the purpose of strategic planning is to improve and
facilitate strategic thinking as suggested by Heracleous (1998, p. 482) that the actual
“purpose of strategic planning is to facilitate strategic thinking, where structured planning
tools are used to aid creative thinking”. Also this view is associated with De Gues (1988)
who proposed that the real benefit of the strategic planning process is to change or enrich
the mental models of managers instead of the creation of a plan. Thus the strategic tool
linked with the view of scenario planning, which is explained as a procedure for obtaining
suitable answers to a reasonably possible future, designed to question managers' leading
hypotheses and sensitize managers’ thinking to possible competitive areas which are
totally different from existing ones. Fourth, strategic planning has evolved into strategic
thinking over time and within this view the process of strategic planning responsibility

has moved from top management to line managers.

Liedtka (1998b) differentiates between strategic thinking and strategic planning within
different dimensions: vision of the future, strategic formulation and implementation,
control, managerial role in strategy making, as well as process and outcome. Table 2.2

explains these differences between the two concepts.
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Table 2. 2: The difference between strategic thinking and strategic planning

Strategic Thinking Strategic Planning
Vision of the Future | Only the shape of the future can A future that is predictable and
be predicted. specifiable in detail.
Strategic Formulation and implementation | The roles of formulation and
Formulation  and | are interactive rather than implementation can be neatly
Implementation sequential and discrete. divided.
Managerial Role in | Lower-level managers have a | Senior executives obtain the
Strategy Making voice in strategy-making, as | needed information  from

greater latitude to respond | lower-level managers, and
opportunistically to developing | then use it to create a plan

conditions. which is, in turn, disseminated
to managers for
implementation.
Control Relies on self-reference — a sense | Asserts  control through
of strategic intent and purpose | measurement systems,
embedded in the minds of | assuming that the

managers throughout the | organizations can measure and
organization that guides their | monitor important variables
choices on a daily basis in a | both accurately and quickly.
process that is often difficult to
measure and monitor above.
Managerial Role in | Al managers understand the | Lower-level managers need
Implementation larger system, the connection | only know his or her own role
between their roles and the | well and can be expected to
functioning of that system, as well | defend only his or her turf.

as the various roles that comprise
the system.

Strategy Making Sees strategy and change as | The challenge of setting
inescapably linked and assumes | strategic direction is primarily
that finding new strategic options | analytic.

and implementing them
successfully is harder and more
important than evaluating them.
Process and Sees the planning process itself as | Focus is on the creation of the
Outcome a critical value-adding element. plan as ultimate objective.

Source: Liedtka, (1998b).

2.10 Strategic thinking skills

Managers today face many different challenges which affect their organizations’ abilities
to move forward. Given the complexity and changes in the organizational environment,
Pisapia et al. (2005, p. 41) stated that managers “struggle with meeting the demand of a

globalized society and local constraints” and added that managers today in all
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organizations are challenged and surrounded by stability and change; non-linear and
linear thinking; globalism and localism. According to Daghir and Al Zaydie (2005),
increasing change and complexity in organizations’ environments are influenced by the
way of thought and research in management field and organizations’ behaviour as well as
influenced by the way of organizational interactions with their environments. It is the
responsibility of organizational staff to start thinking strategically at all levels of
management, to share ideas, analysis and achievement (O'Shannasssy, 2001a; Croauch
and Basch, 1997), and to find tools or approaches to measure managers’ thinking ability
and behaviour of organizations’ management leaders by using cognitive processes
(Pisapia et al. 2005).

Daghir and Al Zaydi (2005) believe that the importance of the cognitive approach became
obvious in studying top leaders’ behaviour in companies that combine the importance of
the roles and thinking abilities of leaders in managing their companies. The notion that
cognition “is the way thinking is done” occurs (Pisapia et al 2008; Pisapia et al. 2005).
Moreover, the cognitive theory depends on the leaders’ past experiences, their own
perceptions and future expectations (O’Loughline and McFadzean, 1999). O'Shannasssy,
(2001a) states that “mental models or cognitive maps” are described as the total of
interconnected information stored by the person. Consequentially, strategic managers
always tend to deal with strategic options which need speed of response to develop
solutions, which depend on the manager’s mental skills in understanding and absorbing
the meaning of symbols and the interrelation possibility for those symbols (Hikson,
1987).

The term “mental models” is related to the mental frameworks which individuals own
about a precise area (Malan, 2010), and it is also known as cognitive processes or skills
which allow individuals to get knowledge by manipulating thoughts and processing
beliefs and fresh information into our minds (Pisapia et al 2008; Pisapia et al. 2005;
O'Shannasssy, 2001a) . According to Davidson et al. (1999), mental models have been
employed for many purposes and studied by cognitive scientists as components of efforts

to understand how individuals recognize, realize, make judgments and build behaviour in
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diverse environments, regarding its ambiguity and uncertainty (Pisapia, 2005). Also
mental models have been explained as individual ways of thinking in understanding,
predicting and interpreting that domain in which it is controlled by these frameworks
(Malan, 2010). Malan (2010), Pisapia et al. (2008), Levesque (2007), Pisapia et al.
(2005) and Davidson et al. (1999) stated that mental models depend on our experiences,
knowledge, education, values, beliefs and functional background. Also they are formed
by “stereotypes, personal biases, groupthink, and ingrained habits” (Levesque, 2007 p. 1).
According to Senge et al. (1994, p. 235), mental models are “the images, assumptions,
and stories which we carry in our minds of ourselves, other people, institutions, and every
aspect of the word”. Mental models, mental tools, schemas, critical thinking, pattern
recognition, reframing, reflection, and system thinking cognitive structure, cognitive,
mental, bias blinders frame or paradigms are all patterns of cognition process (Malan,
2010; Pisapia et al. 2008; Levesque, 2007; Pisapia et al. 2005). From a business point of
view Malan (2010) considered the theory of mental models associated with the study of
organizational and managerial cognition which depend upon the cognitive psychology
field.

Levesgue (2007, p. 1) stated that mental models contain lots of paybacks when we apply
them because they help to collect, process, analyse, and arrange information and
understand difficult new situations; to understand and analyse how the world works;

“guide our behavior as values and deeply held beliefs”.

There are various types of thinking skills used by organizations’ senior management and
employees who lead them to use creative thinking processes relating to developing their
strategies (Daghir and Al Zaydie 2005; Younis, 2002; Pisapia et al. 2005; Mason, 1986;
Stamp, 1981; McKenney and Keen, 1974). Moreover, different researchers classified
various types of human strategic thinking relating to their school of thought (Daghir and
Al Zaydie 2005). As a result, managers must acquire mental capabilities that can be
developed through the use of better cognitive processes (Pisapia et al. 2005), because
today leaders face two kinds of uncertainty and ambiguity: what they want to progress
and what they look to progress as well as the uncertainty about the ways to close the gap

between the certainty and uncertainty (Weber, 1984).
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Pisapia et al. (2008) and Pisapia et al. (2005) determined many cognitive skills through
the literature but they classified them into two parts: the first part representing the skills
that are used to solve existing problems quickly to respond to issues or situations based
on taken-for-granted values, goals and frameworks such as: chunking (Simon, 1999;
Agor, 1988; Newell and Rosenbloom, 1981; Simon, 1947), cognitive heuristics
(Stanwick, 1996) mental imagery, (Stanwick,1996; Anthony et al., 1993), creativity
(DePree, 1989), cognitive reduction (Simon, 1947).While, the second part of mental
models such as: mental models and schemas (Riedel et al., 2000; Weick, 1995; Senge,
1990), critical thinking (Cohen et al. 2000; Halpren, 1996; Baron, 1994), pattern
recognition (Cohen et al. 2000; Simon, 1999; Simon, 1947), reframing (Bolman and Deal,
1994; Morgan, 1986), reflection (Argyris and Schon, 1996; Schén, 1983; Argyris and
Schon, 1978; Dewey, 1933), and systems thinking (Senge, 1990). They believe that the
concentration is on tools or skills which make organizations more capable of identifying

and correcting faults.

Pisapia et al. (2008) and Pisapia et al. (2005), based on the past work of Cohen et al.
(2000), Simon (1999), Simon (1947), Bolman and Deal (1994), Morgan (1986), Argyris
and Schon (1996), Schon (1983), Argyris and Schon, (1978), Dewey (1933), Senge
(1990), determined three skills of strategic thinking: reframing, reflection, and systems
thinking. They considered that these skills are interconnected and complementary thought
processes which sustain and support one another; they also theorized that when applying
these skills they must be applied in tandem, giving managers more ability to manoeuvre
through a complex environment. Moreover, these skills allow managers to think
strategically and they are the best differentiators between successful and less successful
managers (Pisapia et al. 2008). Also, Halis et al. (2010) conducted a study built on the
work of Pisapia et al. (2005) to measure the strategic consciousness of managers of five-
and four-star hotels in Istanbul, Turkey. They introduced strategic consciousness, defined
as the mental ability of an organization which gathers and re-activates all mental
functions and considers consciousness as a structure which consists of reflecting,
reframing and systems thinking. Pisapia et al. (2005) argued that managers use the

information which is collected through reframing and systems thinking during the process
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of reflection which makes sense out of situations. They indicate that these skills aim to
help leaders (1) to reframe issues so they become more obvious and understandable (2) to
reflect and develop theories of practice that lead actions and (3) to direct thinking in
holistic ways. Moreover, these skills help leaders in seeing events and issues in term of
concepts which are considered as useful techniques that lead to thinking effectively about
the problems (Pisapia et al. 2008; Pisapia et al. 2005). Figure 3.3 explains the relationship
of these cognitive skills to strategies practised by strategic managers.

Figure 2. 2: The Cognitive processes needed to practise strategic thinking.

SYSTEMS THINKING REFRAMING

The skill used to collect and The skill used to collect and

think through and beyond recognize information that
information using the defines situational realities.
understanding of systems

dynamics.

INFORMATION

REFLECTING

The skill used to process information,
create knowledge from it, and applies
throuah oractice.

Source: adopted from Pisapia et al. (2005).

2.10.1 Systems thinking

Systems thinking is the capability of leaders to see systems holistically by recognizing the
properties, prototypes, forces and interrelationships that shape the behaviours of the

system and produce choices for actions (Sun-Keung and Pisapia, 2010; Pisapia, 2009;
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Pisapia, et al. 2008; Levesque, 2007; Pisapia, et al. 2005). Pisapia, (2009), Pisapia et al.
(2008), Pisapia et al. (2005) indicate that regarding this concept requires managers to
think in an holistic way, identifying the existing problem by extracting models in the
information collected before fragmenting the problem into portions. This ability allows
individuals to know how realities relate to each other. Moreover, it also allows managers
to search the cause or reason for a demand for products and services that their company
produces before proceeding any action to meet market demand and look for feedback to
help individuals and the company to self-correct. In more detail, Jacobs (2008) believes
that systems thinking originated from the field of systems dynamics and they together are
considered as a set of tools and methods of thinking containing new language. Halis et al.
(2010, p. 162) stated that the idea behind systems thinking “is to see the whole and
develop holistic sight in order to solve problems” instead of concentrating on individual
elements. In other words, systems thinking implies that “the whole is greater than the
parts”, where the whole is considered as primary and the elements considered as
secondary (Haines, 2007; Pisapia, et al. 2005). However, in analytical thinking the
elements are considered as primary whereas the whole is secondary, which means looking
to the whole system instead of trying to break it down into its individual elements, in this
way our thinking become more expansive instead of reductive which give us more ability
to see interrelationships and prototypes over time (Haines, 2007). Pisapia, et al. (2005)
determined four abilities applied in systems thinking:

1. to think in an holistic way.
2. to identify prototypes and interrelationships.

3. to recognize and act upon essential systems properties and particular systems

archetypes

4. to recognize and act upon the system imperatives of goal achievement, pattern

maintenance, combination and adaptation.

In general, relating to use and practice, systems thinking as defined by Senge, (1990, p.

73) “simplifies life by helping us see the deeper patterns lying behind the events and
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details”. According to Haines (2006), systems thinking concentrate on relationships,
various outcomes, comprehensiveness and boundaries, the larger system, the
environment, and feedback. It balances the focus between the whole and its components,
and takes multiple perspectives into account (Cabrera et al., 2008). In addition, in systems
thinking, a manager need to knows that he or she is a component of the feedback process
instead of standing apart from it (Pisapia et al., 2008; Pisapia, et al., 2005). This
understanding constitutes “a profound shift in awareness” which means that there is a
connection between staff members of companies which control the way a system
operates. This view gained from looking at feedback in this way. Senge (1990, p.78)
proposes that “everyone shares responsibility for problems generated by system”. The
viewpoint of this feedback becomes more important when managing companies. Within
this view companies are often involved in operations which identify the output and
direction of the company (Pisapia et al., (2008), Pisapia et al., 2005). Senge (1990, p. 87)
advocates that to allow understanding a balancing feedback procedure the systems thinker
should “start at the gap — the discrepancy between what is desired and what exists... then
look at the actions being taken to correct the gap”. Levesque (2007) indicates that the
potential of a system to self-correct by adjusting to feedback is considered as another key
part in systems thinking regarding the result of feedback, whether positive or negative.
Positive feedback allows a system to conserve its behaviour, whereas negative feedback
requires the system to adjust. Also, he asserted that feedback is received by companies
from an external environment regarding consumers’ needs, profit margins and external
and internal audits. Skarzauskiené (2010 p. 53) recommended that there are three features
considered as important for the implementation of the systems thinking approach: (1)
“Awareness of systems”, (2) “An attitude towards the organization as an open socio-
cultural system”, (3) “The new role of leader as a constructor of the organization”.
Jacobs (2008) states that when organizations apply systems thinking they will be capable
of: (1) developing novel methods of looking at previous troubles, (2) combining novel
information more simply, (3) seeing cause and effect and interrelationships in a more
obvious way, (4) noticing the whole instead of the parts, (5) developing patience with

increasing application of change and tolerance for delay. Pisapia (2009) indicates that
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there are various good and bad habits used in systems thinking skills, as explained in
Table 2.3.

Table 2. 3: Examples of systems thinking skills habits

Try to extract rules and/or patterns from the information available.

Find that in most cases external changes require internal changes.

Search for the cause before taking action.

Find that one thing indirectly leads to another.

Try to understand how the facts presented in a problem are related to each

other.

Try to identify external forces which affect your work.

e Try to understand how the people in the situation are connected to each
other.

« Investigate the actions being taken to correct the discrepancy between
what is desired and what exists.

e Look for fundamental long-term corrective measures.

« Look for changes in the organization’s structure that lead to significant
enduring improvement.

e Look at the ‘Big Picture’ in the information available before examining
the details.

«  Seek specific feedback on your organization’s performance.

e Think about how different parts of the organization influence the way

things are done.

Good
Habits

« View relationships individually as opposed to being part of an interwoven
Bad network.
Habits Break the problem into parts before defining the entire problem.

Source: Pisapia, J. (2009).

2.10.2 Reframing

Halis (2010) stated that reframing is considered as a cognitive skill which allows one to
see and assess events and realities from different perceptions. It is considered as a method
that leaders can apply to challenge mental models and develop various viewpoints and
substitute ways of viewing the world (Levesque, 2007). Moreover, it involves challenging
the underlying beliefs and assumptions on which organizational relationships and
procedures are based (Linkow, 1999). However, Pisapia (2009), Pisapia, et al., (2005)
stated that reframing relates to leaders’ capability to change attention across multiple

viewpoints, mental models, and frames, as well as paradigms, in order to create new
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visions and choices for actions. The aim of reframing is to create working knowledge by
rotating through suitable conceptual models for the actions and events observed (Pisapia
et al., 2008). Also, reframing aids managers to create new insights and choices for actions
to be applied when trying to understand unusual, sophisticated events or issues from new
perspectives, as well as allowing managers to determine and understand critical
situations, generate various alternatives, and communicate more efficiently (Levesque,
2007). Levesque (2007, p. 3) added that the reframing process requires managers to be
honest concerning their motives and to ask questions such as, “Am | really gathering
information to help make a smart choice, or to just look for evidence confirming what |
know | would like to do?” In addition, reframing helps us to collect information and
generate knowledge and contains classification and understanding the meaning of fresh
information, actions, and experiences (Pisapia et al., 2005). Moreover, in companies the
notion is considered as an act of courage to go against embedded norms and firmly held
leadership attitudes (Linkow, 1999).

The researchers Pisapia et al. (2005) determined four abilities applied in reframing skill:

1. to stop judgment whilst suitable information is collected.

2. to be able to determine and understand the skills of mental models, paradigms, and

frameworks which are being applied to frame a problem, issue or situation.

3. to be qualified to use various mental models, frameworks and paradigms to understand

one position.

4. to evaluate and improve one’s own and others’ mental models.

According to Bolman and Deal (1991 p.17), “Managers who master the ability to reframe
report and liberating sense of choice and power. They are able to develop unique
alternatives and novel ideas about what their organization needs. They are able to tune in
to people and events around them and are less often startled by organizational perversity,
and they learn to anticipate the turbulent twists and turns of organizational life. The result

is managerial freedom — and more productive, humane organizations”.
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Pisapia (2009) and Pisapia et al. (2008) explained that reframing allows individuals to
sort throughout problems and opportunities, to see problems in ways that enable them to
map out various strategies and determine directions before others notice or observe them.
Also, they considered that an individual carrying this ability will be able to identify when

the information exists from only one perspective.

Levesque (2007) identified steps in the reframing process: the first, is to determine,
surface, and realize the mental model skills that are being applied to frame a situation,
issue or problem in others and ourselves. According to the researcher, this step contains
open dialogue and strict investigation and exploring the underlying suppositions that are
working on the team, so managers need to step back and analyse what mental models are
being applied to frame this specific issue, not only from a personal point of view, but
from a shared perspective to reach a reciprocal understanding of the issue. The second
step is to define the problem accurately, because oftentimes our suppositions as well as
current mental models unconsciously frame an issue; then we come up with a solution for
the wrong problem. So, to avoid this position, managers must take the problem apart and
examine it from a variety of angles before taking any action to solve it. Levesque (2007,
p. 3) argues when mental models, assumptions, and accurate problems are recognized,
there are various techniques that managers can apply to reframe the challenge. One of the
techniques which leaders can apply is the “technique of appreciative inquiry to reframe
the challenge and ask questions such as, ‘What would be the ideal situation?” ‘What’s
possible?” Such questions can broaden the scope of challenge, set our curiosity in motion
and provide inspiration for new possibilities”. Pisapia (2009) identified various habits

used in reframing skill, as explained in table 2.4 below.
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Table 2. 4: Examples of reframing habits

Good Habits » Seek different perceptions.

Track trends by asking everyone if they notice changes in the

organization's context.

Ask those around you what they think is changing.

Engage in discussions with those whose values differ from yours.

Use different viewpoints to map out strategies.

Recognize when information is being presented from only one

perspective.

» Listen to everyone’s version of what happened before making a
decision.

» Engage in discussions with those who have different beliefs or
assumptions about a situation.

Bad Habits » Find only one explanation for the way things work.

» Decide upon a point of view before seeking a solution to a problem.

» Create a plan to solve a problem, before considering other
viewpoints.

» Discuss the situation only with people who share your beliefs.

Source: Pisapia, J. (2009).

2.10.3 Reflection

Pisapia et al. (2008) and Pisapia et al. (2005) consider reflection as a cognitive skill which
includes cautious consideration of any exercise or belief that encourages understanding of
cases and the applying newly gained knowledge to these cases. Halis et al. (2010, p. 162)
argued that this notion indicates that building a number of intuitive standards for future
issues which are supported by experiences and “capability to apply knowledge for new
situation and facts”. Levesque (2007) believes that reflection is a practice which contains
accurate collecting and examination of information relating to our experience, behaviour,
and perceptions, as well as our beliefs. Reflection is a new knowledge; we apply it to
increase and deepen our “self-awareness”, to be able to bring mental models to the
surface in the easiest way. According to Sun-Keung and Pisapia (2010), Pisapia (2009),
and Pisapia et al. (2005), the term relates to managers’ capability to combine rational and
logical thinking together with experimental thinking through experience, information, and
perception to produce judgment in regard to what has happened to create intuitive

principles which direct what is happening in the present time and to help in directing
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future actions. Individuals with this capability are able to understand the present, past,
and maybe the future through recognizing why specific choices worked and other choices
did not, also, “they would demonstrate a willingness to question their assumption,
experiences, and knowledge to understand situations, and how to think about them and
inform action” (Pisapia et al. 2008 p. 7). Finally, Pisapia (2009) identified various good

and bad habits used in reflecting thinking skill which are explained in table 2.5.

Pisapia et al. (2005) identified five capabilities applied in the reflection process, as
follows:

1. to recognize why specific alternatives work and other alternatives do not.

2. to apply double loop learning leading principles.

3. to apply knowledge, experience and perceptions to know issues and the way to think

about them.

4. to combine experiences, perceptions, and knowledge and to understand issue and way

of how to think about them.

5. to apply your present experiences, perceptions, and knowledge, and that of others from

past experience, to generate understanding of the present and the future.

64



Table 2. 5: Examples of reflecting habits

Good Habits * Review the outcomes of past decisions.

* Reconstruct an experience in your mind.

e Consider how you could have handled the situation after it was

resolved.

Accept that your assumptions could be wrong.

Acknowledge the limitations of your own perspective.

Ask “WHY” questions when trying to solve a problem.

Set aside specific periods of time to think about why you

succeeded or failed.

e Frame problems from different perspectives.

e Connect current problems to your own personal experience and
previous successes.

» Stop and think about why you succeeded or failed.

* Reconstruct an experience in your mind to understand your
feelings about it.

e Take into account the effects of decisions others have made in
similar situations.

Bad Habits » Ignore past decisions when considering current similar situations.
« Ignore your past experiences when trying to understand present
situations.

Source: Pisapia, J. (2009).

2.11 Characteristics of strategic thinking leaders

Due to the quick changes in organizational environments, managers and leaders at every
level of the organization must be able to act in a strategic way. Linkow (1999, p. 34)
believes that “people who are successful strategists have distinct qualities and act in
distinct ways”. To understand the strategic thinking process, Bonn (2001, p.64) believes
that “strategic thinking requires a dual-level approach that investigates the characteristic
of an individual strategic thinker as well as the dynamic and processes that take place
within the organizational context in which the individual operates”. Thus, she identified
three characteristics that a strategic leader must possess: a holistic understanding of the
company as well as its environment; creativity; and a vision for the future (Bonn, 2005,
2001). For this purpose, Ratcliffe (2006, p.40) indicates that the need for future thinking
implies that individuals must be capable first of imagining the future instead of

65



forecasting, planning, and predicting. Therefore organizations are required to anticipate
the future and be prepared for it through “a mindset that embraces individualism,
collaboration and innovation”, to face various environments which are basically different
from the present environment. This could be implemented through learning to develop
and use different methods and techniques such as scenario thinking. Moreover, Jelence
and Swiercz (2011) believe that strategic thinking without professional capabilities will
have an effect when utilized in a precise industry, company, or situation. Thus, they
consider professional capabilities as a prerequisite for any type or level of strategic
thinking; so managers need to understand the collected information, familiar with the
technical processes, human resources which lead to accomplish mission, and managing

strategic issues.

Pisapia and Robinson (2010 p. 9) propose that the one who acts in dynamic environments
(i.e. rapidly changing environments) is the manager’s ability to achieve four missions: (1)
expecting changes, opportunities and challenges in external and internal environment, (2)
“building the capacity of their organizations by anchoring the learning in engaged, self-
managed followers/ teams” (3) constructing the social capital important to mobilize

actions, and (4) Creating and crystallizing common values and direction in “a

generative/minimum specifications manner.”

Also, Hinterhuber and Popp (1992) indicate that there are two important characteristics

that differentiate between strategic thinkers and others:

1. Having the ability to know the meaning and importance of events without being

influenced by the current view, changing trends, or prejudices.

2. Having the ability to make decisions quickly and adopt appropriate action as well as

the work required without being influenced by a perceived danger.

On the other hand, strategic managers can relate their decisions’ success to the aspects of
their creativity and imagination which in turn reflects the activities’ design and

organizational practices in an obvious way (Mason, 1986).
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2.12 Summary and conclusion

In summary, the literature relating to strategy concepts and its development, strategic
thinking has been reviewed. In more detail, this chapter started with a brief discussion of
the background of the concept of strategy from different points of view, the schools of
thought in treating the process of strategy formation in different ways, strategy
development including strategic management and strategic planning to achieve an
organization’s objectives effectively and obtain competitive advantage have been
explained and discussed. Moreover, this chapter reviewed the literature on strategic
thinking, both theoretical and empirical, in more detail in order to determine the main
issues of this concept, the cornerstone of this study, from different points of view.
Basically, strategic thinking studies the past, present and future through giving
importance to dynamic, uncertain and turbulent business environments which threaten
many organizations and industries. Also, building the future of organizations depends on
those organizations learning to create effective strategies to deal with an unknown future
or uncertainty (Thompson, 2001). This chapter discussed the literature relating to
strategic thinking concepts, the importance and advantages and the methodology vision
for strategic thinking patterns were reviewed and discussed the relationship between
strategic thinking and strategic planning. Finally, the skills of strategic thinking, and the

characteristics of strategic thinking leaders were explained at the end of this chapter.
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Chapter Three
Research Methodology

3. 1 Introduction

The aim of this chapter is to describe the methodology which has been used during this
research and the selection of the different aspects related to the research process. The
chapter is divided into six major parts. In part 3.2, the research methodology is
explained. In part 3.3, the research philosophy is introduced. In part 3.4 the applied
research approach in this study is discussed. In part 3.5 the research strategy is
presented, including research design process and time dimension. In part 3.6 the data
collection method is discussed, including the research questionnaire and the research
population and respondents. In part 3.7, the validity and reliability of the data
collection method are discussed and finally, in part 3.8 the statistical methods which

are used in this research are presented and explained.

3.2 Research methodology

Research methodology relates to “how research should be undertaken, including the
theoretical and philosophical assumptions upon which research is based and the
implications of these for the method or methods adopted” (Saunders et al. 2009, p.
595; Saunders et al. 2007, p. 481), while Lancaster (2005) describes the methodology
process as the general category of research approach being used in a business research
project and which relates mainly to the approach to data collection. Collis and Hussey
(2003) argue that methodology is concerned with the overall research process, from
the theoretical underpinning stage to the collection and analysis of the data. Saunders
et al. (2009) define the research process as a group of linked multi-stage processes
needed in order to undertake and complete a research project. Furthermore, the
research methodology contains a group of different research philosophies, approaches,
paradigms and methods taken by a researcher to carry out his research. Therefore,
Stiles (2003) stated that these different research philosophies and approaches are an

important consideration when undertaking any research study. In this context,
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Saunders et al. (2009) present the important steps of the research process and describe
them as layers of an onion that need to be peeled away in order to reach a decision
concerning the research philosophy, approaches, strategies, time horizons, and
techniques and procedures (data collection methods), as illustrated in figure 5.1.

Figure 3. 1: The Research Onion.

Philosophies
Experiment
Approaches
Mono method PP
Cross-sectional
Strategies
Data; Mixed Action
collection methods | research
and data
analysis Choices
Grounded
Longitudinal theory
Time

horizons

Archival research
Techniques and

procedures

Source: Saunders et al. (2009, p. 108)

Understanding research methodology is important because it leads to valid values and
answering research questions and also allows researchers to be critical and analytical
in relation to the presented knowledge. Consequently, researchers must always have a
conceptual plan as to how the research should be carried out (Adams et al. 2007). In
this way, the research aim and objectives must be identified first in order to choose the
appropriate methodology (Saunders et al. 2009). As an illustration, figure 5.2 clarifies

and summarizes the overall methodology of the current research process.
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Figure 3. 2: Research methodology of this study.
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Therefore, based on this discussion, the main aim of this research is to study the extent
of the practice of strategic thinking through examining strategic thinking in Jordanian
Publicly Quoted Companies, and to contribute to an understanding and assessment of
strategic thinking in the companies investigated.

3.3 Research philosophy

The concept of the paradigm is considered as important to the research process in all
fields of study. A paradigm is a very wide conception of the nature of scientific
endeavour within which a given enquiry is undertaken (Mangan et al, 2004).
Gummesson (2000, p. 18) observed that the term paradigm was brought to the fore by
Thomas Kuhn in the early 1960s, and can be used to indicate “people’s value
judgements, norms, standards, frames of reference, perspectives, ideologies, myths,
theories, and approved procedures that govern their thinking and action”. Saunders et
al. (2007) stated that a research paradigm or philosophy relates to the way a researcher
thinks about the development of knowledge. A research philosophy also reflects the
advance of knowledge and the nature of that knowledge (Saunders et al., 2009).
Moreover, the research philosophy which is adopted includes essential assumptions
about the way in which the world is viewed and “these assumptions will underpin your
research strategy and the methods you choose as part of that strategy” (Saunders et al.
2009, p. 108). Furthermore, the philosophical approach that a researcher adopts plays
an essential function in business and management research and needs to be determined
early on in the research process (Remenyi et al. 1998). Consequently, many authors
(Saunders et al. 2009; Mangan et al. 2004; Remenyi et al. 1998; Collis and Hussey,
2003; Easterby-Smith et al. 2002; Hussey and Hussey, 1997) state that there are two
different philosophical approaches that determine how social research is undertaken,
positivism and phenomenology. Both approaches have many alternative names, as
illustrated in table 5.1.
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Table 3. 1: Alternative terms for the main research paradigms and philosophies

Positivism philosophy/Paradigms Quantitative
Objectivist
Scientific
Experimentalist
Traditionalist

Phenomenology philosophy/Paradigms Qualitative
Subjective
Humanistic

Interpretivist

Source: Hussey and Hussey (1997, p. 47)

According to Partington (2002), the positivist approach is drawn from combining logic
and rationality with empirical observation. The main fundamental idea of the positivist
approach is that the social world exists externally to the researcher and that properties
of this external world should be measured by applying objective methods instead of
being inferred subjectively through using observation, intuition, sensation or reflection
(Gray 2004; Easterby-Smith et al. 2002). According to Hussey & Hussey (1997, p. 52)
“Positivism is founded on the belief that the study of human behaviour should be
conducted in the same way as studies conducted in the natural sciences”. Furthermore,
Remenyi et al. (1998, p. 33) states that in the positivist approach the researcher “is
independent and neither affects nor is affected by, the subject of the research”. The
positivist approach is associated with quantitative data (Mangan et al, 2004) and tends
toward using questionnaires for data collection and statistical analysis (Stiles, 2003).
According to Henn et al. (2006), positivist philosophy is characterized by some
distinguishing features: it seeks to explain social phenomena by observing cause and
effect; it favours quantitative measuring instruments, including questionnaire surveys,
experiments and content analysis; it is deductive (to test an existing theory by
observation); it uses the scientific method, which emphasizes control, standardization
and objectivity. In the same context, Stiles (2003) states that a positivist approach
adopts the stance that the researcher will function remotely from the social world and
that evaluation of phenomena identified will be approached through objective
methodologies. This approach understands and trusts data which relies upon the

removal of the idiosyncrasies of the phenomenon under inquiry to consider what, in
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general, can be applicable. Furthermore, this approach is inclined towards the use of
questionnaires for collecting data and analytical statistical analysis such as hypothesis
testing, random sampling, aggregation, precision and measurement. The outcomes of
positivist research may either confirm a theory or result in the modification of the
theory in the light of findings (Saunders et al., 2009; Hussey & Hussey, 1997).

The phenomenological approach occurred as a reaction to the application of a
positivist approach in the social sciences. The phenomenological approach is based on
the view that *“’reality’ is not objective and exterior, but is socially constructed and
given meaning by people” (Easterby-Smith et al., 2002, p. 29).The phenomenological
approach concentrates on the ways that people make sense of the world, especially by
sharing their experiences (Easterby-Smith et al., 2002), and seeks to draw out the
language and reasoning of target respondents (Malhotra and Birks, 2006). In the same
context, Gray (2004 p. 21) stated that “any attempt to understand social reality has to
be grounded in people’s experiences of that social reality”. This approach is associated
with a qualitative method to data collection and explanation (Mangan et al, 2004;
Stiles, 2003). In other words, this approach uses methods of data collection and
analysis which are qualitative and aims towards the examination of social relations,
and explains reality as experienced by the people (Adams et al. 2007). Moreover, the
phenomenological approach uses relatively unstructured methods of data collection
(e.g. in-depth unstructured interviews) (Gray, 2004). This approach is characterized by
a number of distinguishing features; it focuses on inductive logic, it seeks opinions and
subjective accounts and explanations of participants, relies on qualitative data and is
concerned with using small samples. However, Easterby-Smith et al. (2002) highlight
major differences between the positivist and phenomenological philosophy (table 5.2).
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Table 3. 2: Major distinctions between positivist and phenomenological paradigms

Positivist paradigm Phenomenological paradigm
Basic beliefs The world is external and | = The world is socially constructed
objective and
= Subjective
Human interest Observer is independent observer is part of what is
observed
Explanations Must demonstrate causality Are the main drivers of science
Research Hypotheses and deductions Gathering rich data from which
progress ideas
through are induced
Concepts Need to be operationalised so Should incorporate stakeholder
that they can be measured Perspectives
Unit of analysis Should be reduced to simplest May include the complexity of
terms whole situations
Generalisation Statistical probability Theoretical abstraction
through
Sampling Take large number selected Take small number of cases chosen
. randomly for
requires -
specific reasons

Source: Developed from Easterby-Smith et al. (2002).

3.4 Research approach

There are two approaches to research: the deductive and inductive approaches. Both
approaches allow for the development of theory (Leedy and Ormrod 2010; Saunders et
al. 2009). According to Leedy and Ormrod (2010), in the deductive approach
researchers may develop a hypothesis from a theory while in the inductive approach
researchers may develop a hypothesis from observations. In the same context, the
researcher develops a theory and hypothesis and then designs the research strategy to
examine the hypothesis, while in the inductive approach the researcher collects data

then develops a theory based on data analysis (Saunders et al. 2009). The process of
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the deductive approach involves moving from general (theory) to specific (data). The
process of inductive research starts from the particular (data) and moves to the general
to develop a theory (Kalof et al. 2008). Figure 5.3 illustrates deductive and inductive
approaches to the research process, relying on how the theory and the empirical data
are linked. These approaches are attached to different research philosophies; the
deductive approach owes more to positivism while the inductive approach owes more

to interpretivism (phenomenology) (Saunders et al. 2009).

Figure 3. 3: Deductive and inductive approaches to research.

Data

Inductive approach:
Data used to create theory

Deductive approach:
Data used to test theory

v

Theory

Source: Kalof et al. (2008, p. 16)

The deductive approach uses highly structured research methodologies and the focus is
on generating quantitative data which aim to explain causal relationships. In this
context, this approach contains numerical analysis of data to confirm or disprove
relationships among variables (Ghauri and Gronhaug, 2010; Partington, 2002). The
inductive approach, on the other hand, uses less structured research methodologies and
focuses on qualitative data which concentrate on explaining and understanding
phenomena (Lancaster, 2005). Consequently, the aims of the deductive and inductive
approaches are different. The deductive approach aims to generalize conclusions from

a sample to a population, while the inductive approach aims to draw theory or explore
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new ideas from observation about the population from which the sample has been
taken (Leedy and Ormrod 2010). Quoting Saunders et al. (2009), Creswell (2002)
proposed that there are number of essential practical criteria in choosing a research
approach; a) the nature of the research subject, b) the time available to the researcher
and c) the degree to which the researcher is prepared to indulge in risk. Consequently,
taking these criteria into account, this research mainly uses the deductive approach
even though it is based on multiple methods (triangulation methods) of primary data
collection. The main reasons for choosing the deductive approach are now given:

a) The literature of strategic thinking enables the researcher to define the theoretical
framework and to develop testable research hypotheses. This approach, as suggested
by Sekaran (1992), is the deductive approach.

b) Deductive research is time saving because it is quicker to complete, albeit that time
must be devoted to setting up the research prior to data collection and analysis
(Saunders et al. 2009).

c) The deductive approach can be a lower risk when used, although this approach
contains risks, such as the non-return of questionnaires. In contrast, it is more risky
when applying the inductive approach since the researcher will live with the fear of not
getting useful data patterns and, thus, theory would not emerge or appear (Saunders et
al. 2009; Cooper and Schindler, 2003).

d) This research attempts to generalize the findings in order to represent the entire
population. This makes the choice of the deductive approach most appropriate since
deduction aims to generalize findings from sample to population, while the inductive

approach aims to generate theory or investigate new ideas (Saunders et al., 2007).

3.5 Research strategy

According to Saunders et al. (2009, p. 600), research strategy is defined as a “general

plan of how researcher will go about answering the research question(s)”. Saunders et
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al. (2007), classified research strategies into six categories, namely experiment, survey,
case study, action research, grounded theory and ethnography. Experimental methods
are usually used in natural sciences research. The case study method aims to develop
detailed knowledge about one specific case (Singh, 2006). Action research methods
require researchers to work together with practitioners who experience the issues
directly. Therefore this requires the researchers to be a part of the organization within
which the research is taking place (Saunders et al. 2009). Grounded theory owes much
to the inductive approach which, in turn, is offered to researchers investigating
qualitative research questions (Kalof et al. 2008). The ethnography method owes more

to the inductive approach (Saunders et al. 2009).

Survey strategy owes much to the deductive approach. This strategy is considered
popular and common in business and management research. Consequently, survey
strategy allows researchers to collect a large amount of data from a sizable population.
These data are standardized which enables easy comparison and also helps researchers
to use sizable samples in order to generalize findings that are representative of the
entire population (Saunders et al. 2009). Saunders et al. (2009) stated that choosing
criteria for a particular research strategy among these strategies depends on a different
number of elements, including the following: the research objectives; answering
research questions; the amount of time available to the researcher and other resources;
the degree of existing knowledge; and the philosophical underpinnings which relate to
the researcher. Collis and Hussey (2003) argued that adopting the deductive approach
leads the researcher to employ experimental and surveys strategies. On the other hand,
adopting the inductive approach leads the researcher to employ case study, grounded
theory and action research strategies. Based on this discussion, a survey strategy was

chosen for the purpose of this research. The rationale for this choice is fivefold:
1. A survey strategy is usually associated with a deductive approach, a popular and

common strategy for data collection used in business and management studies (Ghauri
and Gronhaug, 2010; Saunders et al. 2009).
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2. A survey strategy allows a researcher to collect a large amount of data from a
sizable population in a highly economical way (Leedy and Ormrod, 2010; Saunders et
al. 2009).

3. A survey strategy gives the researcher more control over the research process and
the possibility of generalizing findings that are representative of the entire population
(Saunders et al. 2009).

4. A survey strategy is considered an effective method of obtaining opinions and
attitudes as well as capturing cause-and-effect relationships studies (Ghauri and
Gronhaug, 2010).

5. The data collected by survey are standardised enabling comparison as well as being

easy to explain and to understand (Saunders et al. 2009).

3.5.1 Research design

Research design is the general plan of how the researcher will go about answering
his/her research questions. This plan must contain clear objectives which are derived
from research questions; it must determine the sources from which the researcher
intends to collect the research data; and the researcher must indicate the reason behind
choosing a particular design. This justification must be based on the research questions
and objectives and be in line with research philosophy (Saunders et al. 2009). Research
design is the conceptual structure which constitutes the plan for the process of
collection, measurement and analysis of data (Kothari, 2004). According to
Oppenheim (2005), research design relates to the basic blueprint of the study and the
logic behind it, in addition to what will make it possible and valid to extract additional
general conclusions from it. Babbie (2008, p. 122) noted that, “Research design
involves a set of decisions regarding what topic is to be studied among what

population, with what research methods, and for what purpose”.
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Sekaran (1992) stated that research design contains a series of rational decisions which
involves the following: determining the purpose of the study (exploratory, descriptive)
and hypothesis testing (explanatory) researches; determining the extent of researcher
interference; deciding the study setting; identifying measurement and measures;
deciding data analysis; determining the data collection methods; identifying the time
horizon and whether it is a cross-sectional or a longitudinal study; identifying the
sampling design; and deciding the unit of analysis. Saunders et al. (2009) and Neuman
(2007) classified the process of research design in terms of its purpose into three
groups: exploratory, explanatory (causal) and descriptive research. Thus, classifying
business studies in term of purposes enables researchers to understand how the nature
of the problem controls choice of research design. Consequently, the nature of the
problem will determine the choice of research design and whether the study is an

exploratory, explanatory (causal) or descriptive study (Zikmund, 2003).

Exploratory research is undertaken when the research situation is understood badly
(Ghauri and Gronhaug, 2010). It is undertaken also when researchers do not know
much about the current problem because of the scarcity of research in the area. The
researcher needs to undertake an exploratory design in order to know more about the
nature of the problem and to become familiar with the phenomenon (Cooper and
Schindler, 2003; Sekaran, 1992). In other words, this type of research is conducted to
clarify the ambiguity of a problem. Moreover, this design helps researchers to
crystallize a problem and to determine the information needed for future research
(Zikmund, 2003). In the case of descriptive research, on the other hand, the situation is
well understood (Ghauri and Gronhaug, 2010). This type of research concentrates on
describing the present and attempts to identify the situation of the given phenomenon
under investigation by investigating the trend of the characteristics of the research
population (Singh, 2006). In other words, this type of research aims to describe
phenomena as they exist and also to determine and obtain information on the
characteristics of a particular situation (Hussey and Hussey, 1997). Thus, this type of
research is undertaken “to portray an accurate profile of persons, events or situations”
(Robson, 2002, p. 59). However, Saunders et al. (2009 p. 140) recommends that
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descriptive research “should be thought of as a means to an end rather than an end in
itself”. Furthermore, cross-sectional and longitudinal studies are the common methods
associated with descriptive research (Hair et al., 2003) (see section 5.5.2). Finally, the
major purpose of explanatory research is to establish causal relationships between
variables. This type of research emphasizes the study of a problem in order to explain
the relationships between variables (Saunders et al. 2009). Ghauri and Gronhaug
(2010) state that the major task in explanatory research is to isolate the causes and tell
whether and to what degree the “causes’ result in effects.

The previous discussion and the available literature on the subject of strategic thinking
allow the researcher to develop hypotheses and to define the research variables.
Bearing the research objectives in mind, the research is descriptive research.

3.5.2 Time horizon

Research, according to Zikmund (2003) and Sekaran (2003), can be characterized by
its time horizon: cross-sectional and longitudinal studies. In a cross-sectional study,
data are collected at single point of time (Zikmund, 2003). In other words, data can be
collected just once in a determined period of time - possibly days, weeks or months -
to answer the research questions (Sekaran, 2003). In contrast, in longitudinal studies,
data are collected over different periods of time in order to answer the research
questions (Sekaran, 2003). Furthermore, this type of study aims to track continuity of
response and to detect changes that appear over time (Zikmund, 2003). Deciding
which one of these two types of research strategy is to be chosen is determined by a
number of issues such as: a) research strategy (Bryman and Bell, 2007; Churchill,
2001); b) the time available to the researcher (Saunders et al. 2007) and c) the purpose
of the research (Churchill, 2001). Bearing these criteria in mind, a cross-sectional

research type was chosen in this research. The main reasons for this choice are:

a) A cross-sectional study is consistent with descriptive research and the most common
methods in social studies, rather than allowing the researcher to analyse existing issues

in detail (Neuman, 2007).
82



b) Cross-sectional study is the most common method of survey research, because a
survey method allowing a researcher to gather data from a large number of cases (i.e. a

larger sample) in a particular time (Kothari, 2004).

c) A cross-sectional study is suitable for research projects which are undertaken for

academic courses because these projects are time constrained (Saunders et al. 2009).

Furthermore, a survey strategy has been used in earlier studies and is considered as a
suitable strategy conducted in the subject of strategic thinking research (e.g.
Monnavarian et al. 2011; Halis et al. 2010; Sun-Keung and Pisapia 2010; Goldman
2009; Pisapia et al. 2008; Gallen 2006; Pisapia et al. 2005; Daghir and Al Zaydie
2005).

3.6 Data collection method

Oppenheim (2005) defines research methods as those techniques which are used for
processing data generation and collection. Cooper & Schindler (2003) defined data as:
“facts that are presented to the researcher from the research environment. Data is
characterized by its abstractness, verifiability, elusiveness and closeness to the issues
being studied”. According to Saunders et al. (2009), Oppenheim (2005), and Sekaran
(2003), there are two ways of data collection which can be used in business research:
secondary and primary. Secondary data collection methods use data collected and
recorded previously for a purpose other than the current needs of the researcher
(Saunders et al. 2009; Blumberg et al. 2008; Zikmund, 2003). Applying secondary
data is considered to be an important process in research projects if the secondary data
sources are relevant and accessible to current research problems; this will add benefit
to the overall research by smoothing the pilot stage of research and provide the
researcher with experience and findings which are gained from a wider sample.
Saunders et al. (2009) stated that secondary data can be classified as documentary,
survey and multiple-source secondary data. Documentary secondary data includes

written documents (e.g. books, journal articles, notes and newspapers), non-written
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documents (e.g. pictures, voice recordings and television programme s, CD-ROMs);
survey secondary data relates to data gathered by using questionnaires which have
already been analysed for the original purposes, while multiple-source secondary data
depends entirely on documentary or on survey data, or can be combination of the two
methods.

On the other hand, primary data are data collected for current research purposes
(Zikmund, 2003). Hox and Boeije (2005) state that every time a researcher collects
primary data, new data are added to the overall existing social knowledge. Such data
can be collected in many ways (e.g. interview, observation or questionnaire) (Saunders
et al. 2009). In this context, there are two primary data collection methods,
guantitative and qualitative, as suggested by Silverman (2001), and these methods
must be understood in both approaches. Consequently, in the quantitative approach,
data can be collected using a predetermined instrument (i.e. questionnaire) that yields
statistical data, whereas in a qualitative approach, data can be collected by

observations and words.

Many authors have advocated combining both quantitative and qualitative methods in
the same research project (Waters, 2011; Creswell, 2009; Bryman & Bell, 2007,
Mangan et al., 2004; Tashakkori & Teddile, 2003; Malhorta and Birks, 2003; Saunders
et al., 2003). For instance, Saunders et al. (2003, p. 88) state that, “not only is it
perfectly possible to combine approaches within the same piece study of research, but
in our experience it is often advantageous to do so”. Thus, according to Creswell
(2009), these methods have become popular in social and human science research. In
this context, Waters (2011) states that both quantitative and qualitative approaches can
be combined in the same research and this will lead to an improvement of the decision
process. Thus, a comprehensive decision can be made by taking into account all the
available information in both quantitative and qualitative approaches (for an
illustration see figure 5.4). According to Tashakkorie and Teddile (2003), there are two
ways to combine both approaches: (quantitative and qualitative) and (qualitative and
guantitative), but they are applied under two circumstances. First the researcher must
determine which is the dominant approach and which the less dominant, and second,
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the researcher must determine the way of collecting data in both approaches, either
parallel or sequential. For instance, when they are applied parallel, the less dominant
approach is used to draw out data which the dominant approach did not accomplish,
while when they are applied sequentially, the dominant approach is performed first,
with the less dominant next in order to probe and support or strengthen answers as well
as to provide a logical extension from the results of the dominant approach. The use of
various research approaches and methods in the same study is recognized as
triangulation (Hussey and Hussey, 1997) and combining both approaches in the same

study will enable the triangulation process to be applied (Bryman and Bell, 2007).

Figure 3. 4: Approach to making a decision

Quantitative
analysis

Problem within Evaluation and Decision Implementation
an organization assessment

Qualitative
analysis

Source: Waters (2011).

Mangan et al. (2004) argue that combining quantitative and qualitative approaches in
the same study “increasingly provides multidimensional insights into many
management research problems”. In the current research, based on the above
discussion, a quantitative approach was used as the dominant approach and a
qualitative approach as the less dominant approach, with the dominant approach (i.e.
quantitative) employed first followed by the less dominant (qualitative) approach.
Consequently, based on the above discussion, in the current study combined
guantitative and qualitative approaches were used as well as secondary and primary
data collection methods in order to achieve the study objectives. Based on this
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discussion, the reason behind the choice of applying a multi-method approach in this

research is twofold:

a) Different methods can be applied for different purposes in a study (Saunders et al.,
2009). Describing strategic thinking perspectives, current practices and the population
(Jordanian shareholding companies) requires adopting a questionnaire, whereas
understanding practices and obstacles requires undertaking personal interviews with a

limited number of respondents.

b) The choice of using multi methods will enable triangulation to take place (Leedy
and Ormrod, 2001). More precisely, Saunders et al. (2007) suggested that semi-
structured interviews may be a valuable method of triangulating data collected by
other means, such as a questionnaire. The choice of multi-methods (triangulation) can
offer a kind of convergence of findings, can offer complementarity between facts, and
can add scope and breadth to a study (Creswell, 1998). Moreover, the choice of a
multi-method approach utilizes the strength of each method and expands

understanding of the research problem (Creswell, 2009).

3.6.1 Self-administered questionnaire

A questionnaire can be defined as “general term including all data collection
techniques in which each person is asked to respond to the same set of questions in a
predetermined order” (Saunders, et al. 2007 p. 608). Hair et al. (2003, p. 130) defined
a questionnaire as a "predetermined set of questions designed to capture data from the
respondents”. Ghauri and Gronhaug (2010) stated that questionnaires are among the
most popular of data collection methods, and it is the most widely used method of data
collection in business and management research (Saunders et al, 2009; Adams et al.
2007). Sekaran & Bougie (2010) and Saunders et al., (2009) pointed out that a
questionnaire instrument is a suitable data collection method and is commonly used in
survey strategy. Using survey research allows researchers to collect data about the
beliefs, attitudes, opinions and characteristics of respondents (Neuman, 2007).

Saunders et al. (2009) suggested using a questionnaire to gather explanatory or
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descriptive data. Questionnaires are considered the most commonly used method of
primary data collection in research on strategic thinking (e.g. Monnavarian et al. 2011;
Halis et al. 2010; Sun-Keung and Pisapia 2010; Goldman 2009; Pisapia et al. 2008;
Gallen 2006; Pisapia et al. 2005; Daghir and Al Zaydie 2005).

Consequently, the above discussion justifies the use of a questionnaire instrument in

this research.

Questionnaires can be categorized into two types: self-administered and interviewer-
administered questionnaires (Saunders et al., 2009). Self-administered questionnaires
are generally completed by the respondents. In contrast, interviewer-administered
questionnaires are completed by the interviewer on the basis of each respondent’s
answers and the responses to this type of questionnaire. Easterby-Smith et al. (2008)
and Saunders et al. (2009) stated that a questionnaire is classified into two types
according to how it is administered; self-administered or interviewer-administered.
Self-administered questionnaires are usually distributed and administered either
personally (delivery & collection questionnaires, i.e. delivered by hand to each
respondent and collected later), mailed (postal or mail questionnaires i.e. posted to
respondents who return them by post after completion) or on line questionnaires (i.e.
delivered and returned electronically). In contrast, responses to interviewer-
administered questionnaires, which include telephone questionnaires and structured
interviews, are recorded by the interviewer on the basis of each respondent’s answer.
One drawback of interviewer-administered questionnaires is the difficulty in finding a
suitable time for respondents and they are usually more time consuming and costly for

the researcher.

The choice of the type of questionnaire is influenced by different factors such as:
characteristics of the respondents; size of sample you require; time available to
complete collection; and types of question you need to ask (Saunders et al., 2007). The
choice of the type of questionnaire is influenced primarily by the nature of the research
question and objectives (Saunders et al. 2009). For this research a self-administered
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questionnaire was chosen and was considered to be preferable to an interviewer-
administered questionnaire. The rationale for applying the questionnaire strategy and

self-administered questionnaire was fivefold:

a) The aim of the current study is to investigate and describe opinions, attributes and
behaviours of Jordanian publicly quoted companies with regard to the subject of
strategic thinking. According to Saunders et al. (2009), such questionnaires tend to be
used for descriptive research that is undertaken using attitudes and opinions
questionnaires, as well as organizational practices, which will enable the researcher to

identify and describe the variability in various phenomena.

b) It is a popular method of primary data collection method in business studies and

particularly in the case of big samples (Ghauri and Gronhaug, 2010; Kothari, 2004).

c) Self-administered questionnaires are less time consuming compared to interviewer-

administered questionnaires (Sekaran, 2003).

d) Self-administered questionnaires can yield a variety of advantages such as; high
response rate, accurate sampling and a minimum of interviewer bias (Oppenheim
2005).

e) Self-administered questionnaires are generally quicker than interviews and can be
distributed en masse, while the interview method cannot be used unless many

interviewers are employed (Sekaran and Bougie, 2010).

Saunders et al. (2007) divided self-administered questionnaire into three types: a)
internet-mediated questionnaire (i.e. delivered and return electronically by using the
internet); b) postal or mail questionnaire (i.e. posted to respondents who return the
questionnaire by post after completion); c) delivery and collection questionnaire (i.e.
delivered by hand to each respondent and collected later). For the current research
delivery and collection was chosen as the main data collection method. The main

reasons for applying this method are sixfold:
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a) Delivery and collection questionnaires are easily distributed by hand to respondents
and collected later. This method contains an advantage over postal questionnaires
since there is some direct contact with each potential respondent, which might in turn
encourage a greater percentage of people to complete the questionnaire (Gray, 2004).
b) Delivery and collection questionnaires allow the respondents to participate
(Saunders et al., 2009) as well as giving the researcher the opportunity to introduce the
research topic and encourage the respondents to provide their answers frankly
(Sekaran, 2003).

c¢) Delivery and collection questionnaires allow the researcher sometimes to check at
collection who has answered the questions (Saunders et al. 2007).

d) Postal questionnaires often provide a low rate of return and an inability to check the
responses that have been given which can create a problem of generalization on the
basis of the data collected (Gray, 2004), while delivery and collection questionnaires

ensure a high response rate as well as accurate sampling (Oppenheim 2005).

e) On-line questionnaires require that respondents know computer skills and how to
access the Internet and have the same level of technology, availability of high speed
Internet connections (Zikmund, 2003); a condition that cannot be guaranteed in the
case of Jordanian publicly quoted companies.

f) Delivery and collection questionnaires method are in line with many previous pieces
of PhD business research carried out in the context of Jordan (e.g. Sawalha, 2011;
Twaissi, 2008; Aldehayyat, 2006; Al-Khattab, 2006).

3.6.1.1 Research population

The term “research population” refers to any complete set of people, companies,
stores, university students, hospitals or bodies sharing some set of characteristics
(Zikmund, 2003). In this research the population is determined as all shareholding

companies in Jordan which are registered on the Amman Stock Exchange (ASE). The
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entire population consists of two hundred and sixty one companies was included in the
study. The researcher made a personal visit to the Amman Stock Exchange to get more
information about the targeted companies (e.g. companies’ addresses). Accordingly,
sometimes the whole population was involved in the study and this is called a census
(Adams et al. 2007). Therefore, the population in this research is the sample. The
population of this research is in line with the study of O’Shannassy (2003) who
preferred that the researcher take two or three different organizational sectors to study
strategic thinking. The classifications of the companies relating to the Amman Stock

Exchange are:

The number of companies that the researcher investigated to conduct the study was as

follows®:

e 144 service companies,
e 75 industrial companies,
e 27 insurance companies,

e 15 banking companies.
The main reason behind choosing a 100% sample is fourfold:

a) Saunders et al. (2007) stated that it is possible that the researcher can collect data
from an entire population if it is of a manageable size, while, if the entire population
size is not manageable or there is a lack of research resources, then the researcher can
investigate the entire population by using the sample method (Gray, 2004). The
researcher felt that the size of the entire population was likely to be manageable in this

case.

b) Ghauri and Gronhaug (2010) stated that it is possible to collect data from the entire
population and the researcher can choose between surveying the entire population or
taking a sample from the population.

! http://ww.sdc.jo/english/?option=com_public&ltemid=28&Submit=SDCMembers
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c) Saunders et al. (2009, p. 243) argued that this technique is consistent with the
research objectives and “statistical analyses usually require a minimum sample size of
30”.

d) Jordanian companies registered at the Amman Stock Exchange contribute to the

largest proportion of Jordan’s economy (Aldehayyat and Anchor (2008).

Moreover, three levels of management were included in this study to collect primary
data. The questionnaire targeted three management levels randomly; high level, middle

level and lower level management. The reasons behind this choice were:

a) In investigating the process of strategic thinking, the researcher needs to direct the
questionnaires to all three levels of management in Jordanian publicly quoted
companies. Applying strategic thinking can be accomplished by sharing views from
different levels of management in the organizational structure which aim to foster
strategic thinking among the top team, and encourage all individuals to be involved in
the development of innovative or creative ideas and strategies (Bonn, 2005; Bonn,
2001; O’Shannassy, 2000).

b) The approach applied was in line with many previous studies of strategic thinking
(e.g. Monnavarian et al., 2011; Halis et al., 2010; Sun-Keung and Pisapia 2010;
Pisapia et al., 2005; O’Shannassy, 2000).

C) Both external and internal stakeholders should take responsibility for the process of
strategic thinking (O’Shannassy 2003; 2000).

3.6.1.2 Research respondents

In this study the questionnaire was sent to each company and targeted the chief
executive or general manager (top management), director managers (middle
management) and the employees at a lower level because many authors suggested that

studying strategic thinking must be done at every company level in order have a good
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application of the strategic thinking process and to get different perspectives from
different management levels (e.g. Bonn, 2005; O'Shannassy, 2000). This allowed the
researcher to get a clear view relating to the subject of strategic thinking in the publicly
quoted Jordanian companies investigated.

3.6.1.3 Questionnaire design

The questionnaire should be constructed very carefully to prove its effectiveness in
collecting the relevant information (Kothari, 2004) and mainly to enable precise
answers to the questions under investigation (Oppenheim, 2005). According to

Sekaran (2003), the process of questionnaire design should focus on three fields:

1- The questionnaire wording,
2- The measurement principle,

3- The questionnaire layout.

3.6.1.4 Questionnaire wording

The question wording is considered to be an essential issue in the process of
questionnaire design. The process of wording of each question needs careful
consideration to ensure that respondents' responses will be valid (Saunders et al.,
2009). In this regard Ghauri and Gronhaug (2010), Kalof et al. (2008), Malhotra and
Birks (2006), Lancaster (2005), Oppenheim (2005), Gray (2004), Zikmund (2003) and
Sekaran (2003) suggest a number of guidelines to be taken into account when wording
questions. The following guidelines were taken into account and summarized in the

following way:

1- Ask questions in a simple and direct way using clear and unambiguous language.

2-Use simple words and avoid using abbreviations or jargon as well as technical terms

in questions.
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3- Avoid asking multiple questions within one question (double-barrelled questions) as

well as negative questions.

4- Avoid using questions that lead respondents to give several answers.

Zikmund (2003) stated that there are two basic types of question which can be used in
designing a questionnaire, namely open-ended response and closed-ended (fixed-
alternative) questions. Open-ended questions enable respondents to answer
guestionnaire questions in any way they choose (Sekaran 2003). The advantage of
open-ended questions is that they enable respondents to answer freely by using their
own words without following a set of predetermined responses (Kalof et al. 2008;
Zikmund 2003). However, the disadvantage of open-ended questions is that they are
difficult to handle, because of the difficulty of comparing responses across respondents
as well as the difficulty of finding ways to quantify the responses (Kalof et al. 2008;
Kothari, 2004). In addition, open-ended question responses are time consuming to
code (Saunders et al. 2009). In contrast, closed-ended questions are related to a set of
alternatives given by the researcher for the respondents to choose from (Sekaran
2003). The advantages of closed-ended questions are that responses can be compared
as they have been predetermined. In addition, this kind of question is easier and
requires less time to answer (Saunders et al. 2009; Oppenheim 2005; Zikmund 2003).
However, the disadvantages of closed-ended questions are the loss of spontaneous
replies, bias in the categories of answer, and the fact that they may irritate the

participants (Oppenheim 2005).

Following a consideration of the advantages and disadvantages of open and closed-
ended questions, closed-ended were dominant in designing the questionnaire.
However, the questionnaire ends with an open-ended question to give respondents an
opportunity to make additional comments on the topic of strategic thinking that might
not have been covered fully. The rationale for choosing closed-ended questions in the

research questionnaire is threefold:
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1- Closed-ended questions are most often used in quantitative survey instruments
(Kalof et al. 2008).

2- Many projected respondents are in top level management; the researcher felt that
using open-ended questions might have been inconvenient and therefore might

reduce the response rate of the questionnaire.

3- A review of the literature of strategic thinking (e.g. Monnavarian et al., 2011; Halis
et al., 2010; Sun-Keung and Pisapia, 2010; Pisapia et al., 2008; Pisapia et al., 2005)
supported the use of closed-ended questions and allowed the researcher to develop

options for the answers.

3.6.1.5 Measurement scale

According to Zikmund et al. (2009); Adams et al. (2007); Malhotra and Birks (2006)
and Sekaran (2003) there are four types of scales used in business research. The four
scales of measurement are nominal, ordinal, interval, and ratio scales. Cooper and
Schindler (2003) state that the choice of an appropriate scale depends on the nature of
the data required. Moreover, the different scaling helps the researchers to decide the
appropriate scales to use in their study (Sekaran, 2003). In this research two types of
measurement scales were used regarding the use of closed-ended questions to get the
required data. According to Adams et al. (2007) the nominal scale employs numbers or
letters as labels to identify or classify objects. This scale was used to obtain
information about the gender, age, education level etc. of the respondents as well as
obtaining information about their companies. The aim behind using the nominal scale
was to categorize the respondents according to questions in the questionnaire
instrument, which are connected to demographic data, for instance, company
ownership, and type of industry. The ordinal scale is a ranking scale which arranges
categories or objects variables according to an ordered relationship in terms of
‘excellent’, *good’ “fair’, or ‘poor’ when using business research (Adams et al., 2007).

For instance, this scale uses: strongly agree, agree, disagree and strongly disagree;
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frequently, often, sometimes, and never. Therefore, this scale was used in the current
research to analyse demographic data such as the level of education, and was used for
the other questions in the questionnaire instrument. Interval scales indicate the distance
or differences and measure them in units between two equal intervals (Adams et al.,
2007), but there is no fixed zero point (Leedy and Ormrod 2010; Gray, 2004). The
ratio scale provides the highest level measurement. It has a fixed unique zero point
which allows the researcher to compare one point or subject with another in terms of
ratio (Hair et al., 2003). In this research interval scale and ratio scale was not used
because this research does not contain questions that need to offer responses in the
form of rank ordering, since there is no entities which can be measured precisely and
that have absolute points. Moreover, this research involves collecting information
regarding the practice of strategic thinking which is likely to be perceived differently

by respondents.

In addition, in this research a five point Likert scale (rating scale) was used throughout
the questionnaire instrument so as to provide the required responses about different
issues concerning strategic thinking in order to get the level of agreement and
disagreement with each question listed in the questionnaire. According to Gray (2004,
p. 400) a Likert scale is considered the most common type of scale used “in which
items represent different sub-concepts of the measured object and responses are
presented to indicate different degrees of agreement or disagreement with the item”,
Consequently, this scale measures respondents’ attitudes concerning some objects
(Zikmund et al. 2009). A five-point Likert scale is a balanced scale with an odd
number of categories and a neutral point, with an equal number of favourable and
unfavourable categories. An odd number of categories should be applied in the scale if
a neutral scale response is possible from some of the respondents (Malhotra and Birks,
2006). For instance, the type of Likert scale which was employed in the current
research was as follows: 1) strongly disagree, 2) disagree, 3) neutral, 4) agree, and 5)
strongly agree. The rationale behind employing a five-point Likert scale in this

research is threefold:
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1- It is easy for respondents to complete and makes them comfortable with a wide

range of choices on its continuum scale (Hussey and Hussey, 1997).

2- It helps the researcher with the process of coding and analysing the data (Hussey
and Hussey, 1997).

3- It enables the researcher to employ several statistical techniques for the purpose of

conducting statistical analysis and testing (Bryman and Cramer, 2001).

A five-point Likert scale was used in section two, element two to obtain information
about the concept and the purpose of strategic thinking. Section three contains
elements to obtain information about cognitive processes to practise strategic thinking
at the individual level through using reflecting, reframing and systems thinking
cognitive skills. This scale was used also to obtain information about practising
strategic thinking processes at an organizational level in three elements: in section four
through using the organizational organic structure, environmental analysis and
intelligent opportunism. Finally, in section five, a five-point Likert scale was used to
obtain information about the barriers that impede companies in the practice of strategic

thinking.

3.6.1.6 Questionnaire layout

Questionnaire layout is considered to be a very important issue for respondents
(Ghauri and Gronhaug 2010; Saunders et al. 2009; Neuman, 2007). A questionnaire
should be designed in such a way that makes it easy to read questions and fill it in
(Saunders et al. 2007) in order to improve the response rate to a questionnaire
(Saunders et al. 2009; Zikmund et al. (2009; Gray, 2004). A questionnaire’s design
must be obvious, neat, and easy to follow (Neuman, 2007) by making it more
attractive not takes too long to complete to encourage the respondent to do so and
return the questionnaire. A length between four and eight A4 pages is acceptable for a
self-administered questionnaire (Saunders et al. 2009); otherwise the response rate

probably will be reduced (Gray, 2004). The questionnaire must be accompanied by a
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covering letter to clarify the purpose of the research (Saunders et al., 2009;
Oppenheim, 2005). To ensure that respondents understand the questions and follow the
guestionnaire instructions correctly, the researcher should provide clear instructions on

how to complete each part of the questionnaire (Saunders et al. 2009).

All of these factors were taken into account when designing our questionnaire
instrument. The research respondents were provided with two detailed covering letters
asking publicly quoted Jordanian companies to cooperate with the researcher: one in
English from the University of Huddersfield Business School (see Appendix 2) and the
other from the researcher in Arabic (see Appendix 3). Finally, based on the following
guidelines presented by Saunders et al. (2009) and Oppenheim (2005) the researcher

used the covering letter to:

e motivate respondents to participate and answer the research questions

e explain the importance and purpose of the research

e affirm that the collected data would be used for the main purpose of the research
and be treated as and remain confidential

e gain access the companies.

3.6.1.7 Translation of the research questionnaire

Although English is an official language widely used in Jordan, especially in the
business sector, the researcher decided to translate the questionnaire into Arabic in
order to make it clear to the respondents in the Jordanian companies, as in previous
studies (e.g. Sawalha, 2011; Twaissi, 2008; AL-Khattab, 2006; Aldehayyat, 2006).
Therefore, the questionnaire was distributed in two languages which might also have
increased the response rate, since some respondents preferred to answer the
questionnaire in English. The questionnaire was originally developed in English in the

UK (see Appendix 4) and translated into Arabic in Jordan.

According to Malhorta and Birks (2006) there are two alternative techniques for

translating a questionnaire in international research; namely, back translation and
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parallel translation. In back translation the original questionnaire (English) is translated
to the target questionnaire (Arabic) then translated back to the original language
(English). Then, all back translations are compared with the original questionnaire
(English) to create a new final version. In parallel translation the original questionnaire
(English) is translated by two or more independent translators who produce their own
versions then meet to discuss and compare these alternatives in order to create the final
version of the translation. In this research, the second technique was applied for
translating the questionnaire. The rationale behind choosing parallel translation was

twofold:

1- Parallel translation technique can lead to precise wording of the target

questionnaire (Saunders et al. 2009).

2- The back translation technique may be repeated several times to identify
translation errors, but this is considered to be a time-consuming and cumbersome
process (Malhotra and Briks, 2006).

3.6.1.8 Questionnaire instrument contents

The questionnaire used in this research was designed mainly from the literature review

and it included four major parts.

Part one aimed to get general background information about the respondents and the
characteristics of participants’ companies in the Jordanian business sector. In this part
the participants’ information includes gender, age, education level, management level
and position, and total work experience, while the information relating to company
profile focused on participants’ companies and includes age of company, nature of
business, size of company (number of employees) and type of company ownership.

Part two consists of seven statements which describe the concept and the purpose of
strategic thinking. This part was designed to examine the extent of companies’
familiarity regarding the concept and purposes of strategic thinking. Based on a 5-
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point Likert scale ranging from 1 (strongly disagree) to 5 (strongly agree) the
participants were asked to indicate the extent to which they were familiar with the
concept and the purpose of strategic thinking. This part was adopted from different
authors (e.g. Monnavarian et al., 2011; Goldman and Casey, 2010; Casey and
Goldman, 2010; Adair, 2010; Goldman, 2008; Gilmore, 2007; Allio, 2006; Tavakoli
and Lawton, 2005; Bonn, 2005; Abraham, 2005; Heracleous, 2003; O’Shannassy,
2003; Graetz, 2002; Bonn, 2001; O’Shannassy, 2001b; Lawrence, 1999; O’Shannassy,
1999; Heracleous, 1998; Liedtka, 1998a; Liedtka, 1998b; Mintzberg, 1994a;
Mintzberg, 1994b; Hamel and Parhalad, 1994; Stumpf, 1989; Mason, 1986;
Mintzberg, 1978).

Part three was designed to examine the extent of practice of the strategic thinking

process. This part consists of six sections.

Section one is related to the practice of reflective thinking skills. This section includes
ten statements adopted from a number of authors (e.g. Pang and Pisapia, 2012;
Monnavarian et al., 2011; Pisapia et al., 2011; Halis et al., 2010; Sun-Keung and
Pisapia, 2010; Pisapia, et al., 2009; Pisapia, 2009; Pisapia et al., 2008; Pisapia et al.,
2005). These statements aim to describe the extent of practising reflective thinking
skills by the respondents’ companies. Based on a 5-point scale ranging from 1 (Almost
never) to 5 (Frequently), the participants’ companies were asked to indicate to what

extent they practise reflecting thinking skills.

Section two deals with the process of practising reframing thinking skills, this section
includes nine statements. These statements aim to describe the extent of practising
reframing thinking skills in the respondents’ companies. This section is adapted from
different authors (e.g. Sun-Keung and Pisapia, 2012; Monnavarian et al., 2011; Pisapia
et al., 2011; Yaghoubi, 2011; Halis et al., 2010; Sun-Keung and Pisapia, 2010; Pisapia,
et al., 2009; Pisapia, 2009; Pisapia et al., 2008; Pisapia et al., 2005). In this section, a
5-point scale ranging from 1(Almost never) to 5 (Frequently) was used. In this section,
the participants’ companies were asked to indicate to what extent the respondents’
companies practise reframing thinking skills.
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Section three is related to the process of practising systems thinking skills. This section
contains twelve statements. These statements were adopted from various authors (e.g.
Sun-Keung and Pisapia, 2012; Halis et al., 2010; Pisapia, et al., 2009; Halis et al.,
2010; Pisapia, 2009; El-farra et al., 2008; Levesque, 2007; Bonn, 2005; Pisapia et al.,
2005; Liedtka, 1998a; Stacy, 1996; O’Shannassy, 2003; O’Shannassy, 2001b;
Kaufman, 1991; Senge, 1990). This section was designed to identify the extent to
which systems thinking skills are used within Jordanian companies. Based on a five
point scale ranging from 1 (almost never) to 5 (frequently), the participant companies
were asked to indicate the extent to which Jordanian companies practise systems

thinking skills

Section four was designed to describe the company’s organic structure. This section
includes seven statements. Based on a five point scale ranging from 1 (almost never) to
5 (frequently); in this section the participants’ companies were asked to indicate the
extent to which they used an organic structure as a relevant factor in practising the
processes of strategic thinking. These statements were adopted from various authors
(e.g. Monnavarian et al., 2011; Bonn, 2005; Saxby et al., 2002; Tata et al., 1999;
Barker, 1993; Covin and Slevin, 1988).

Section five was designed to investigate the extent of implementation of environmental
analysis as a relevant factor in practising strategic thinking processes. This section
includes five statements. These statements describe the ability of companies to apply
external and internal environmental analysis. This section was adopted from a number
of authors (e.g. Alkalibi and Idrees, 2009; Wheelen and Hunger, 2008; Saxby et al.,
2002; Skipton, 1985). In these statements the participants’ companies were asked on a
scale ranging from 1 (not important) to 5 (extremely important) to indicate a suitable
scale that represents to the participants’ companies the implementation of external and

internal environmental analysis.

Section six was developed to investigate the extent of practising a process of
intelligent opportunism. This section includes six statements. These statements

describe the way in which participants’ companies determine alternatives strategies
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from different management levels which result in higher quality strategies and better
competitive advantage. This section was adapted from a number of authors (e.g.
Monnavarian et al., 2011; Yaghoubi et al., 2011; El-farra et al., 2008; Liedtka, 1998a;
O’Shannassy, 2003; O’Shannassy, 2001b). In this section the participants were asked
on a scale ranging from 1 (not important) to 5 (extremely important) to describe to
what extent the participants companies take into account the use of intelligent
opportunism in determining alternatives strategies from different management levels.

Part four of the questionnaire includes two sections.

Section one was designed to investigate the problems that impede the implementation
strategic thinking. This section includes eight statements. These statements aim to
describe to what extent these problems are associated with implementing strategic
thinking by respondents companies. This section is adopted from a number of authors
(e.g. Abu Kadara and Rawbdeh, 2006; Bonn, 2005; Abaris, 2005; Mostafa, 2005;
McDermot and O’Dell, 2001; Bonn, 2001; Stumpf, 1989). In this section a 5- point
scale was used ranging from 1 (strongly disagree) to 5 (strongly agree) and the
participants’ companies were asked to indicate to what extent these barriers impede the

implementation or practise of strategic thinking.

In part four, section two, the participants’ companies were asked to indicate any
comments or suggestions regarding the subject of strategic thinking which they felt

would be helpful for this research.

3.6.1.9 Piloting the questionnaire

Piloting the questionnaire is considered an important and vital process in research.
Before a questionnaire is used for data collection it should be pilot tested by the
researcher (Saunders et al., 2009; Malhotra and Briks, 2006). Saunders et al. (2009)
state that the aim of pre-testing a questionnaire is to refine it so as to ensure the
respondents have no problems answering the questions and there will be no problems

in the process of recording data. Furthermore, pilot testing allows the researcher to
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obtain some assessment of the questions to maximize response rate, validity and the

likely reliability of data that will be gathered.

Saunders et al. (2009) and Hair et al. (2003) state that pilot testing the instrument of
data collection (i.e. questionnaire) can be conducted more than one time. Therefore,
based on the above discussion, in this research the questionnaire instrument was pilot

tested in three phases.

In the first version the questionnaire was distributed to four particular colleagues
undertaking PhD research in different business topics at the University of Huddersfield
Business School. They provided useful feedback and comments concerning the design,
content, sequence and wording of the questions. Feedback and comments were taken
into account and amendments were made to generate the second version of the

questionnaire.

In the second phase the questionnaire was sent to the following academic staff who are
specialised in the field of management in UK and Jordan: a) Dr. John Anchor, the
Head of the Department of Strategy and Marketing within the Business School, the
Director of Graduate Education and Director of the Emerging Markets Research Group
within the University of Huddersfield Business School; b) Dr. Ferass Alshebli, the
Director of Business Administration and Management Information Systems at Al-
Balga Applied University, Amman University College for Financial and Managerial
Science Business Administration Department; ¢) Dr. Mazen Qteshat at Al-Balga
Applied University Amman University College for Financial and Managerial Science
Business Administration Department; d) Dr. Ayman Mazaherh, the Director of the
Applied Science Department at Al-Balga Applied University, Princess Alia University
College.

They gave the researcher useful feedback and comments on the structure and content
of the questionnaire, which led to some amendments being made.
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In the third phase of pilot testing, twelve questionnaires in Arabic and English were
distributed to four companies: eight were completed and collected by hand. None of
the participant companies recommended any important changes; that is to say that the
final version of the questionnaire was easy and obvious to complete and no further
pilot test was required, as suggested by Oppenheim (2005); thus the final version of

the questionnaire in both Arabic and English was prepared for conducting the study.

3.6.1.10 Response rate

There are 261 registered companies in ASE (i.e. entire population). Three
questionnaires were distributed to each of 261 companies between August 2011 and
January 2012. A total of 336 questionnaires were returned from the participant
companies out of 783 questionnaires which were distributed. Twelve questionnaires
were ineligible (i.e. four companies) and two companies were unreachable (i.e. six
guestionnaires). Saunders et al. (2009, p. 220), suggested an equation to calculate the

active response rate as shown below:

Total number of responses

Active response rate = - >
Total Number in sample — (ineligible + unreachable)

Active response rate = 36 43.92

783-(12 + 6)

The active response rate is 43.92% which is considered to be an appropriate response
rate to conduct the study and is comparable to past studies done in the same country
(e.g. Sawalha, 2011; Aldehayyat, 2006). Saunders et al. (2009) states that response
rates between 30% and 50% are appropriate for delivered and collected questionnaires.
However, a total of 149 companies (i.e. 58.08%) did not respond for a number of
reasons. These reasons are shown below in table 5.3.
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Table 3. 3: Reasons for not responding

Reasons Number Per cent
The company policy prevents 28 18.79
participation in questionnaires

Busy/no time available 13 8.73
No reasons were given 108 72.48
Total 149 100

3.6.2 Semi-structured interviews

The second data collection method used was interviews. Sekaran and Bougie (2013)
argued that one method of gathering data is to interview respondents to acquire data in
relation to the issue of interest. The use of interviews, according to Kalof et al. (2008)
and Gray (2004), allows the researcher the opportunity to ‘probe’ more detailed
responses where the respondent is asked to explain what they have said. Saunders et al.
(2009) proposed the following three types of interviews: structured interviews; semi-

structured interviews; unstructured interviews.

Structured interviews are used in descriptive studies which aim to collect quantitative
data whereby the researcher uses a pre-prepared questionnaire based on a
predetermined questions or an identical set of questions is posed to all respondents
(Saunders et al., 2009; Gray, 2004). In this type the interviewer reads out the questions
and the responses are recorded by the researcher on a standardized schedule, usually

with pre-coded answers.

Semi-structured interviews, according to Saunders et al. (2009) and Gray (2004) are
non-standardized and this type is used in explanatory studies which can help
researchers to gather valid and reliable data which are relevant to the research
question(s) and objectives (Saunders et al., 2009). In this type the interviewer has a list
of issues or themes and questions to be covered; these interviews may vary from one
interview to another, such as: interviewer may not deal with all themes in each

interview; the sequence of questions may change based on what direction the interview
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takes; and new questions may be asked which are not directed at the start of the
interview in relation to new issues which arise. Finally, interview responses will be

documented by taking notes or by tape recording (Gray, 2004).

The last type of interviews are unstructured ones (also referred to as ‘in-depth
interviews’) which are also used to explore in depth a general area in which the

interviewer is interested (Saunders et al., 2009).

According to Gray (2004) the choice of particular interview techniques as data
collection methods will depend in large part on the research aims and objectives. In
this research semi-structured interviews were used. Saunders et al. (2009), Kalof et al.
(2008) and Gray (2004) indicated that a semi-structured interview allows the
researcher to probe views, clarifying opinions where it is desirable for respondents to

expand on their answers and to support the findings of the questionnaire.

In this research, a list of five suitable questions were organised for conducting the
interviews (see Appendix 5) which were carried out after the questionnaire data
collection. Before conducting each interview, the researcher asked permission to tape-
record the interview since tape-recording allows the researcher to concentrate on
questioning and listening; ensures no data is lost; and allows using direct quotes
(Saunders et al., 2000). However, no any respondent gave permission for the
researcher to tape-record the interview. In the cases where tape-record was not
permissible, the recording of the interview was made by note-taking. Moreover, many
researchers in previous studies in the context of Jordan used face to face semi-
structured interviews, such as those of Sawalha (2011) and Twaissi (2008) and Al-
kattab (2006). These interviews were conducted after the questionnaire was

administered for a clear understanding of the whole research problem.
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3.6.2.1 Semi-structured interviews sample

The process of choosing the sample for interviews relates to four decision areas:
deciding on a suitable sample size; determining a suitable sampling frame; selecting
the most suitable sampling techniques; and choosing potential respondents within each
company (Saunders et al., 2009; Hussey and Hussey, 1997). In relation to the first of
these, the size of sample can be determined by the research objectives or questions and
the available budget and time of the interviewer (Kalof et al., 2008). Based on these
determinants, eight companies from those who responded to the questionnaire and
cooperated with the researcher were targeted for semi-structured interviews. The

rationale behind targeting this number of companies was:

a) The semi-structured interviews were conducted to explore and support the findings
that emerged from the questionnaire. Consequently, the researcher saw that there

was no need to interview those who did not respond to the questionnaire.

b) Targeting a sample size of eight by using face to face semi-structured interviews
would save time and cost, since the researcher had limited resources and time
(Kalof et al., 2008: Lee, 1998).

The second decision area is concerned with determining a suitable sample frame. The
researcher drew a sample from eight companies which were targeted for conducting the
semi-structured interviews from those companies who cooperated with the researcher and
responded to the questionnaire (112) rather than from the whole targeted population
(261).

The third decision area is concerned with choosing the most suitable sampling technique
for the current research dependent on the research objectives and the sampling frame
which explains the complete list of all elements about the targeted population from which
the sample is drawn (Hair et al., 2003). Therefore, the researcher chose the eight largest
companies from different sectors, based on the number of employees, to carry out the

interviews and to have a greater chance of interviewing different management levels
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within those companies (see table 3.4). These companies gave the researcher full
cooperation after completing the questionnaire by agreeing to be interviewed, while the
other 104 companies did not want to take part in interviews. Regarding semi-structured
interview reliability, Easterby-Smith et al (1991) confirmed that it is concerned with
whether alternative interviewers would reveal similar information. The researcher, on the
other hand, provided the interviewees with a list of the interview themes before
conducting the interview. The rationale behind this procedure is to promote validity and
reliability by enabling the interviewees to consider the information which is requested
and allowing interviewees the opportunity to assemble supporting organisational

documentation from their files (Saunders et al., 2003).

Table 3.4: Number of respondents companies in terms of business sector.

Business sectors No. of companies Management
level

Industrial 1 High level
Industrial 1 Middle level
Industrial 1 High level
Industrial 1 Middle level
Insurance 1 High level
Banking 1 High level
Service 1 Middle level
Service 1 High level

The fourth decision area is the selection of potential respondents within each company.
Since the semi-structured interviews were designed fundamentally to support and
probe the quantitative findings, the researcher conducted semi-structured interviews
with different levels of management, mainly top and middle level management, with
the same respondents who had completed the questionnaire. The main reason for
targeting the same respondents was in order to have valid findings, since the
respondents were required to explain their response to the questionnaire, and in order

to maintain a level of consistency of responses.
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3.6.3 Validity and reliability

Sekaran and Bougie (2013) considered that the goodness of measures developed is
important criteria for accuracy in the research findings through measures of validity

and reliability of the instrument.

3.6.3.1 Validity of data collection method

Validity is concerned with the extent to which the instrument developed is indeed
accurately a measure of what it is intended to measure (Sekaran and Bougie, 2013;
Oppenheim, 2001). In the same context, it is concerned with whether or not the extent
of the data collection method or methods accurately measure what is intended to be
measured, and explain the extent to which the research results accurately represent
what is really happening in the situation (Saunders et al., 2009; Hussey and Hussey,
1997). According to Creswell (2009) and Marczyk et al. (2005), validity can be
categorised into two types: external validity and internal validity. External validity
refers to the degree to which research findings can be generalized to the whole
population or other conditions, participants, times, and places, while internal validity
refers to the ability of the researcher to draw accurate inferences from the data

collected about the research population in an experiment.

To meet the requirements of validity and to increase the degree of data collection
methods (i.e. questionnaire and semi-structured interviews), as suggested by Saunders
et al. (2009) and Molhotra and Briks (2006), the researcher followed a number of

procedures:

1) The questionnaire instrument was pilot tested in three stages before it was used for

data collection: colleagues; academic staff; target Jordanian companies

2) The researcher had undertaken an extensive literature review to clarify and define
all aspects relating to the research questions used in the questionnaire instrument.

In the current research many questions which were used in the questionnaire
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instrument were adopted from conceptual and related studies in the field of
strategy and strategic thinking, which would give more emphasis to meeting the
requirements of validity. Moreover, the researcher used two methods to collect the
research data; a self-administered questionnaire as a dominant method for
collecting quantitative data and semi-structured interviews and a less dominant

method (i.e. qualitative) to support the quantitative results.

3.6.3.2 Reliability of the data collection method

Reliability refers to the consistency or dependability of a measurement technique and
is concerned with the consistency or stability of the score obtained from a measure of
assessment over time and across settings or conditions (Marczyk et al., 2005). In the
same context, reliability refers to the degree to which a measurement will reproduce
consistent findings if the measurement is applied to the same sample at different times
(Malhotra and Birks, 2006; Sekaran, 2003; Bryman and Creamer, 2001). According to
Balck (1999), consistency within the data collection instrument explains the
uniformity of responses to questions that make up an operational definition. Balck
(1999) added that the lack of consistent answers due to misinterpretation can lead to
the introduction of error in the measurement. To ensure that the data collection was
error free in order to minimize the biases of data collection instruments, the researcher
had taken into account a number of procedures. Within the process of distributing and
collecting the questionnaire instruments, the researcher tried to ensure that it was the
same participants who had completed the questionnaire and was responsible for
assessing the extent of strategic thinking in each company to conduct interviews with
the same participants. The main reasons for targeting the same participants was to have
valid results as well as to ensure to the participants that the collected data would be
analysed with complete confidentiality and would not be used for other purposes
(Saunders et al., 2009).
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Cronbach’s Alpha of internal consistency method was taken into account in order to
evaluate overall the measurement of the research scale, where coefficient Alpha gives
the researcher an estimate of the proportion of the overall variance that is not due to
error; this represents the reliability of the scale (Oppenheim, 1992). The internal
consistency method is generally associated with Cronbach's Alpha coefficient and it’s
variant. The Cronbach’s Alpha can range from 0 to 1. The recommended minimum
acceptable level of reliability according to Hiar et al. (1998), is greater than 0.5, while
Nunnally (1978) argued that Cronbach’s Alpha coefficients between 0.5-0.6 are
acceptable for exploratory research. George and Mallery (2003) considered
Cronbach’s Alpha coefficients greater than 0.5 are poor while less than .5 is
unacceptable. They provide a set of rules for Cronbach’s coefficient alpha and are
categorised as follows: the Cronbach’s alpha coefficient >0.9 excellent, > 0.8 good, >
0.7 acceptable, > 0.6 questionable, > 0.5 poor, and <0.5 unacceptable. In this research,
the test of internal reliability, Cronbach’s Alpha was estimated, ranged between 0.570
and 0.865 for the subscales and 0.895 for the total scale. Table 5.5 shows the values of
Cronbach’s alpha for total scale and for the eight factors.

Table 3. 5: Reliability statistics result using Cronbach’s Alpha.

No. Factors No. of items Reliability

1 Concept and purpose of strategic thinking 7 .766

2 Reflecting thinking skills 10 726

3 Reframing thinking skills 9 570

4 Systems thinking 12 .760

5 Organic structure 7 .794

6 Environmental analysis 5 .865

7 Intelligent opportunism 6 .865

8 Strategic thinking barriers 8 .801
Total scale 64 .895

3.7 Statistical methods used for data analysis

SPSS v.20 was applied to the process of data analysis. Using SPSS software helps the
researcher to analyse the research data in relation to researcher specific needs and
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research problems. A number of statistical techniques were used in order to achieve

the objective and answer the research questions (Sekaran and Bougie, 2013).

3.7.1 Descriptive statistics

Descriptive statistics allow the researcher to describe (and compare) variables
numerically (Saunders et al., 2009). Descriptive statistics such as mean, mode, median,
range, standard deviation, percentages, frequency distribution, minimum, maximum,
sum, graphical presentation are used to compare or describe variables numerically
(Saunders et al., 2009; Gray, 2004). Cooper and Schindler (2008) argued that
descriptive statistics are a type of statistic which is usually applied at the beginning of
the analysis phase in order to provide a preliminary description of the data which will

guide the rest of the data analysis process.

3.7.2 Inferential statistics

Inferential statistics can be provided using evidence found in a small sample of a
population to make statements about the whole population that the sample is drawn
from (Cooper and Schindler, 2008; Leedy and Ormrod, 2005; Gray, 2004). Inferential
statistics are classified into two main tests: parametric and non-parametric (Sekaran
and Bougie, 2013). The main difference between these two types of tests depends on
the type of data and the distribution of those data (Malhotra and Birks, 2006).
Parametric tests are applied to test hypotheses when a population is normally
distributed as well as being used when the data scale of measurement uses an interval
or ratio scales (Cooper and Schindler, 2008; Sekaran, 2003), while non-parametric
tests do not have such stringent requirements and make no explicit assumptions about
the underlying normality of a distribution in the population as well as the data
collected in non-parametric tests measured on nominal (categorical) and ordinal
(ranking) scales (Pallant, 2007). Based on this discussion, a non-parametric test was

used in this research for the following reasons:
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a) Parametric tests cannot be applied in this research, since all variables deal with
nominal and ordinal scales, unlike the parametric tests which require interval and

ratio scales (Bryman and Cramer, 2001).

b) Parametric tests cannot be used since the findings of the Kolmogorov-Smirnov
and the Q-Q chart plots (i.e. Normal Quantiles-Quantiles chart plots) for all
questions in the research questionnaire were significantly different from a normal
distribution, which means that the normality distribution condition is violated.
(Bryman and Cramer, 2001; Pallant, 2007).

¢) Non-parametric tests can be used as appropriate when dealing with sociological
and psychological variables such as attributes which are considered as ordinal
scale in nature (Bryman and Cramer, 2001). This situation is consistent with the

research objectives of this study.

Consequently, the following non-parametric tests were used for analysing data in this

research:

e Kolmogorov-Smirnov

Kolmogorov-Smirnov is a test of normality applied to compare the set of scores scale
in the sample against some specified theoretical distribution (i.e. normal distribution)
(Bryman and Cramer, 2001). This test is suitable for application when the data is
ordinal (Cooper and Schindler, 2008) and should be used when the sample is more
than fifty in the analysis (Duckworth, 2008). If the value of (p) of the test is less than
or equal to 0.05, this indicates that the distribution of the sample is significantly
different from a normal distribution (i.e. the distribution of the variables is non-
normally distributed). On the other hand, if the value of (p) is greater than 0.05, the
test indicates that there is no significant difference between the distribution of the
sample and a normal distribution (i.e. the distribution is normal). Moreover, the
Normal Quantiles-Quantiles chart plots were conducted to investigate how close the
distribution of variables was to a normal distribution. The chart plots are used to assess

or estimate normality. However, if the observed value for each score falls closely
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along the straight line, the data will be normally distributed, while if there is a
deviation of scores from the straight line, this explains a deviation from normality
(Pallant, 2007).

e Spearman’s rank correlation

Spearman’s rank correlation is a non-parametric analysis which is designed for use
with ordinal measures and is used to measure the direction and strength of relationship
between two variables (i.e. correlation) (Pallant, 2007). The correlation coefficient
value is represented by (r) which reflects the direction of the correlation. According to
Hair et al., (2003) the correlation values range from -1.0 to +1.0, where -1.0 indicates a
perfect negative correlation, whereas +1.0 indicates a perfect positive correlation.
Moreover, the significance level which is represented by a probability (p) value of any
relationship should be examined, where the relationship between variables is
statistically significant if the value of p < 0.05, since the probability that a correlation
coefficient would have occurred by chance is very low. However, the relationship
between variables becomes not significant if the probability (p) of correlation test

statistics having occurred by chance alone is > 0.05 (Saunders et al., 2009).

e Kruskal-Wallis test

Kruskal-Wallis test (referred to as Kruskal-Wallis test H test) is a non-parametric test
similar in nature to the Mann-Witney U test. The Kruskal-Wallis test is an alternative
to one way analysis of variance (ANOVA) for more than two groups when the
dependent variable is not normally distributed. According to Black (1999), the
Kruskal-Wallis test can be chosen when the data (i.e. variables) is at least ordinal
(Pallant, 2007; Bryman and Cramer, 2001). However, the Kruskal-Wallis test is used
to compare the scores in more than two independent groups, where the cases in the
different samples are ranked together in one series. If the probability (p) is significant
(i.e. equal to or less than 0.05), the result is significant and indicates that there are

statistically significant differences across the categories (i.e. between categories),
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while if the value of the probability (p) is greater than 0.05, the result is no statistically

significant differences across the categories (Pallant, 2007).

e Mann Whitney test

The Mann Whitney test is a non-parametric test which is used to compare differences
between two independent categories (i.e. groups); these data should be at least ordinal
dependent variables. This is an alternative to the parametric t-test, where the t-test
would be inappropriate (Cooper and Schindler, 2008; Pallant, 2007). However, the
output of this test explains that if the probability (p) of the value z is significant, (i.e. p
value less or equal to 0.05), the result is significant so it indicates a statistically
significant difference between the two groups on the basis of the measured variable,
whereas if the probability (p) of the value z is not significant (i.e. p value is greater
than 0.05), the test result is not significant so it indicates no statistically significant

difference between the two groups.

e Chi-square test

The Chi-square test is a non-parametric used to test whether or not there is any
statistical correlation between two variables (Sekaran and Bougie, 2013). In the same
context, this test allows the researcher to test whether or not there are any statistical
differences between two or more groups (Hair et al., 2003). It detects whether or not
the two variables are associated: “it compares the frequency of cases found in the
various categories of one variable across the different categories of another variable”
(Pallant, 2007, p. 212) and “each of these variables can have two or more categories”
(Pallant, 2007, p. 214). According to Hair et al. (2003), the Chi-square test used for
data of a nominal and ordinal scale which compares the actual frequencies of the
responses with the expected frequencies to test the statistical difference between the
frequency distribution, where the observed frequencies are the data found from the
survey, while the expected frequencies are what the researcher think the population
distribution should be (Hair et al., 2003).
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The interpretation of the output of the chi-square test indicates that if the (p) value for
the resulting labelled Pearson chi-square is 0.05 or less, then there is a significant
relationship between the two variables and that the two variables are different between
their groups, while if the (p) value for the resulting labelled Pearson chi-square is more
than 0.05, then this indicates no significant relationship between the two variables and
that the two variables are not different between their groups (Pallant, 2007).

Moreover, when the researcher decides to use the Chi-square test, an essential
assumption must be taken into account concerning the “minimum expected cell
frequency” (Pallant, 2007), which should be equal to 5 or greater (or at least 80% of
the cells have expected frequency equal to 5 or more). In this case if the output of the
Chi-square test violated this assumption, the highly recommended solution is to use
the Fisher exact test instead (also provided as part of the output from Chi-square)
(Pallant, 2007).

3.8 Summary

This chapter introduced the research methodology, philosophy and design adopted
which is concerned with the overall research processes and procedures needed to carry
out the research project in order to meet the research objectives. In this chapter,
different aspects relating to the research process were discussed and the rationale for
choosing these aspects related to the research process was discussed. This includes
deciding on the choice of the research approach, philosophy, strategy, design, data
collection methods (i.e. quantitative dominant and qualitative less dominant) and the

statistical techniques used to analyse the data and test the research hypotheses.

To summarize, the research was based on positivism. It followed the deductive
approach- which is derived from positivism. Survey was used as the research strategy.
Furthermore, the research is considered as cross-sectional and data carried at single
point of time. The research used primary and secondary data sources. A questionnaire
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was used as the main data collection method (quantitative, dominant approach), while
semi-structured interviews were conducted with a subset of the respondents to the
questionnaire (qualitative, less dominant approach) to fill the gaps and support the
quantitative findings that emerged from the questionnaire. The questionnaire design,
wording, measurement scale, translation, instrument contents, piloting and response
rate were outlined. Issues of validity and reliability were presented. Furthermore, For
the purpose of data analysis, SPSS v.20 was used in order to present and analyse
guantitative data, and employ both descriptive and inferential statistics and the chapter
ended by discussing briefly a number of statistical techniques used for data analysis
(descriptive and inferential statistics) in order to achieve the research objectives. The
statistical techniques tests that were used for the purpose of analysing data and testing
the hypotheses including: Kolmogorov-Smirnov test; Spearman’s rank correlation;

Kruskal-Wallis test; Mann Whitney test; and Chi-square test.
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CHAPTER FOUR
HYPOTHESES DEVELOPMENT
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Chapter Four
Hypotheses Development

4.1 Introduction

In chapters two the main issues for the research were identified. The aim of this chapter is
to explain how these issues will be examined empirically. To accomplish this aim the
concept and purpose of practising strategic thinking are reviewed, and existing research
related to the practice of strategic thinking processes is identified. Then the relationship
between organizational characteristics and the extent of practising strategic thinking are
highlighted. The barriers which influence the practice of strategic thinking are
investigated. In addition, in this chapter research questions and hypotheses are developed
based on the research issues regarding the extent of the practice of strategic thinking

processes.

4.2 Development of the research conceptual framework

The conceptual framework which was applied in this research is clarified in figure 4.1.
The framework has been developed based on the literature presented in chapters two and
three. However, the literature identified that the strategic thinking processes can be
examined through different variables (i.e. concept and purpose of strategic thinking,
reflecting thinking skills, reframing thinking skills, systems thinking, company organic
structure, environment analysis, intelligent opportunism) which can help to differentiate
between successful companies that implement strategic thinking and less successful
companies. Moreover, the framework explains that organizational characteristics (i.e.
nature of business, company age, company size) may have a relationship with the extent
of the practice of strategic thinking. Finally, there are a number of obstacles
(implementation problems) that may prevent the practice of the strategic thinking
processes (i.e. insufficient integration between management levels, insufficient training
programmes, unclear benefits of strategic thinking, time required to apply strategic
thinking, insufficient reward systems and incentives, insufficient capabilities in
environmental scanning); furthermore, these obstacles may have relationships with
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organizational characteristics that may impede the practice of strategic thinking

processes.

Figure 4. 1: The research conceptual framework
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4.3 The concept and purpose of strategic thinking in organizations

In Chapter Three, the concept of strategic thinking and its importance and purpose were
identified from different perspectives to examine the familiarity of the concept in
publicly quoted Jordanian companies (see section 2.5 and section 2.7). The cornerstone
is the role of strategic thinking implementation in achieving companies’ goals and
competitiveness and environmental factors, as explained in Chapter Two (see section
2.7) based on the knowledge of the concept and its importance and purpose as a starting

point for the implementation of strategic thinking processes.

4.3.1 The concept and purpose of strategic thinking

Many concepts have been introduced regarding the term “strategic thinking”, but there is
no agreement what it is (Tavakoli and Lawton, 2005; Heracleous, 2003; O’Shannassy,
2003; Bonn, 2001; Lawrence, 1999; Heracleous, 1998). Additionally, there is strong
argument about what strategic thinking represents (Kustschera and Ryan, 2009;
O’Shannassy, 2003; O’Shannassy, 1999). In this context, according to Liedtka (1998a
and 1998b), strategic thinking is an individual ability depending on a person who thinks
strategically, not organizations, and if we want to have a good understanding of the
concept of strategic thinking we must know what the concept looks like in practice (see
Section 3.4 for elements of strategic thinking). Also, in the same context, strategic
thinking can be described as individual experience which takes place in an informal way
without any decision or action necessarily following (Tavakoli and Lawton, 2005). Also,
strategic thinking is defined as conceptual, directional, systems-oriented and
opportunistic thinking (Goldman and Casey, 2010; Liedtka, 1998a; Mintzberg, 1978)
which leads to the discovery of novel and imaginative organization strategies
(Heracleous, 1998). Furthermore, to develop individual abilities to think strategically,
we need an understanding of what happens throughout the process of strategic thinking
(Goldman and Casey, 2010). In addition, to build a culture of strategic thinking in
organizations, it requires knowledge of the concept of strategic thinking, about what it is

and is not, how to distinguish it, how it is employed, and how it develops.
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According to Bonn (2005 p. 337), strategic thinking is defined “as a way of solving
strategic problems that combines a rational and convergent approach with creative and
divergent thought process.” Consequently, strategic thinking is considered as action
oriented and is concerned with identifying how individuals resolve ambiguity and make
sense of a complex world. Strategic thinking also has been defined as “identifying
different ways for people to attain their chosen objectives and determine what actions
are needed to get them into the position they want to be in” (Stumpf, 1989, p. 31).
Moreover, Regan-Cirincione et al. (1991) (see sections 2.5 and 2.7) described strategic
thinking as the ability to integrate and utilize effectively the information that does exist.
Additionally, Adair (2010) differentiated between strategic planning and stated that
strategic thinking is a thinking process about the longer term and the more significant
ends in any situation and the pathways that might or might not lead to them.

O’Regan et al. (2010) conducted a study in twenty UK family businesses. The study
aimed to investigate the use of strategic thinking and what form it takes, and how family
firm managers think strategically. In addition, the study sought to determine the
differences in thinking between second-generation and third-generation family
businesses. In general, the study found that only one second generation firm used
strategic thinking in a proper way to identify the vision of the firm, while the third
generation used strategic thinking and gave the term more care as a result to sustain their
competitive advantage. Also the study found that different linguistic and cognitive types
of strategic thinking were being applied in both second- and third-generation family
firms. In terms of “strategy” and “strategic thinking”, the study found that second-
generation businesses do not often use notions like “strategy” and “strategic thinking”,
although the firm’s activities carry some of the qualities and characteristics of strategic
thinking, while in third generation family businesses, these notions of “strategy” and
“strategic thinking” are used on a more regular basis and many activities take the features
and characteristics of strategic thinking. In term of strategic form, the study found that
what was frequently associated with the needs of the family with regard to meeting their
customer needs that considered as significant benefit for any individual concerned in the

family firm scope. On the whole, O’Regan (2010) recommended that more studies must
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be held in relation to the strategic thinking subject from different perspectives: future
research could take into account how strategic thinking skills reside within individuals in
family firms and how they could be optimized to sustain competitive advantages to
contribute to the success and performance of their family firms. Business consultants and
policy makers need to take into account different linguistic means when they apply

strategic thinking to family firms.

Also, El-Farra et al. (2008) conducted a study to examine the level of the practice of
strategic thinking in the Ministry of Health of the Gaza Strip. The study employed five
elements which express the meaning of strategic thinking, those elements explained by
O’Shannassy (2003); O’Shannassy (2001b); Liedtka (1998a): system perspective, intent
focus, thinking in time, hypotheses driven and intelligent opportunism (see Section 2.6
elements of strategic thinking).The study revealed that there is lack in understanding the
concept of strategic thinking as well as its elements which prevents the practice of
strategic thinking in some Ministry of Health Institutions in the Gaza Strip.

The above discussion relates to the first objective of this research in exploring the level
of familiarity of strategic thinking concept and purpose, which gives rise to the research

guestion.

e To what extent are Jordanian publicly quoted companies familiar with the concept and

purpose of strategic thinking?
Thus, the following hypothesis is:

The knowledge of Jordanian publicly quoted companies about the concept and purpose of

strategic thinking is low.

There is a positive relationship between the extent of the knowledge of and familiarity
with the concept and purpose of strategic thinking and the organizational characteristics

in Jordanian publicly quoted companies (three sub-hypothesis).

123



This analysis will helps to reveal whether or not the strategic thinking concept and its
purpose are familiar in Jordanian publicly quoted companies in various different sectors
(Industrial, service, insurance and banking) which can be considered as a starting point
in the way of practising strategic thinking processes.

4.4 Existing research regarding the practices of strategic thinking processes

The literature (e.g. Kargin and Aktas 2012; Pang and Pisapia, 2012; Monnavarian et al.,
2011; Pisapia et al., 2011; Halis et al., 2010; Pang and Pisapia, 2010; Goldman, 2009;
Pisapia et al., 2008; Clayton and Kimbrell, 2007; Gallen, 2006; Pisapia et al., 2005; Al-
Zaydie and Daghir, 2005; Bonn, 2005; Bonn, 2001) has suggested different types of skills
to measure the process of strategic thinking in organizations. For instance, a number of
authors (Pang and Pisapia, 2012; Halis et al., 2010; Pang and Pisapia, 2010; Pisapia et al.,
2008; Pisapia et al., 2005) have applied three thinking skills as cognitive processes. These
skills include systems thinking, reframing thinking skills and reflecting thinking skills.
These are all associated with the term “strategic thinking”, they complement each other,
and are identified as a potential of way distinguishing between successful leaders and less
successful leaders (Pisapia et al. 2005). Pang and Pisapia (2012) conducted their study on
Hong Kong school leaders to identify effective school leaders. The aim of the study was
to determine the extent of using strategic thinking skills to differentiate effective leaders
in Hong Kong Schools. They highlighted three strategic thinking skills to measure the
degree of their use among school leaders: systems thinking, reflecting, and reframing.
They found that these schools used strategic thinking skills, but there were differences in
the degree of using these skills, although none of them reached a degree of significant
differences related to the position of leaders that they hold to use three strategic thinking
skills. The study found that at the principals’ level the main concentration of the
organization was to sustain a fit between the internal organizational operations and the
external environment to establish organizational flexibility. Moreover, at this level,
systems and reframing thinking were the most frequently used by principals to see the
system in a holistic way and to switch across various perspectives, in relation to the vice

principal level, the main concentration was on improving operations, conflict
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management, creating alignment, keeping focused, communication, and relationships
development. Also, at this level reframing was the strategic thinking skill most used. On
the other hand, the study did not yield a clear result about strategic thinking skills in
senior masters, but their focus was on job and tactical decisions instead of looking at
things from different perspectives. Furthermore, the study found that strategic thinking
skills were used to a greater degree in principals at secondary schools than principals of
primary schools, while vice principals in primary schools used reflection and systems
thinking to a greater degree than secondary schools. Regarding secondary schools, senior
masters used reflection and reframing thinking skills to a greater degree than the primary
school senior masters. On the whole, Pang and Pisapia (2012) formed three main
impressions about the way that leaders process information and their effectiveness in
schools in Hong Kong: (1) the strategic thinking skills able to differentiate between less
and more effective leaders, (2) there is a cumulative impact of the use of three thinking
skills (i.e. reflecting, reframing and systems thinking) that form the strategic thinking
construct, and (3) the relationship between leaders’ effectiveness and strategic thinking
increased relating to the uses of the three skills of strategic thinking equally by school
leaders. The study also investigated the effect of organizational and personal
characteristics on these skills as well as the link between strategic thinking skills and

school leader effectiveness. A summary of strategic thinking skills is listed in Table 4.1.

Table 4.1: A summary of the important skills of strategic thinking

Thinking skills Description
Systems thinking Systems thinking relates to the leader’s ability to see systems
holistically by understanding the properties, forces, patterns and
interrelationships which shape the behaviour of the system,
which therefore provides alternatives for action

Reflection thinking Reflecting means the capability to weave logical and rational
thinking, through the use of perceptions, experience and
information, to make judgments on what has happened, and the
creation of intuitive principles that direct future actions

Reframing thinking Reframing relates to the leader’s capability to switch attention
across multiple perspectives, frames, mental models, and
paradigms to generate new insights and alternatives for action
Source: Pang and Pisapia (2012, p. 346)
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Ghorbani and Kiani (2012) highlighted five components of strategic thinking in their
research model which was established by Liedtka (1998a) and Liedtka (1998b) based on
Mintzberg’s (1994) theories to study strategic thinking in the Mashhad Municipality in
Iran to evaluate organizational readiness for change. The components include systematic
attitudes or views, a focus on goals, conscious opportunity-seeking, a focus on time, and

proceeding with a hypothesis.

El-Farra et al. (2012) identified six variables based on O’Shannassy (2003),
O’Shannassy (2001b) and Liedtka (1998a), with some modifications to measure the

level of strategic thinking at the Ministry of Health institutions in the Gaza Strip.

Yaghoubi et al., (2011) conducted a study of two large companies in Zahedan city, Iran,
namely Oil Products Distributions Company and Cement Company. Yaghoubi et al.,
(2011) suggest two dimensions for studying strategic thinking processes; organizational
intelligence and strategic thinking dimensions. The first dimension includes strategic
vision, appetite for change, shared fate, alignment and congruence, knowledge
deployment and performance pressure, while the second dimension includes thinking in
time, intelligent opportunism, hypothesis-driven, intent-focused, mental models of
information processing, environmental intelligence, systematic perspective and

creativity.

Monnavarian et al. (2011) highlighted and used twelve factors by investigating 196
individuals in the Benetton Company located in Tehran (the capital city of Iran) to study
the strategic thinking processes, using a double-sided survey with the same scale for both
parts of the questionnaire. The first part was to examine the importance of strategic
thinking factors and the second part to study the present situation of these factors. These
factors included creativity and attention to the past, present and future, organic structure
organization, environment analysis, conflict management, awareness of the situation,
futuristic approach, intelligence, diversified mind pattern, accountability, organizational
climate and coordination, systematic thinking, and process approach. The study found
that these factors of strategic thinking are relevant and meaningful but their priority is not

equal. In terms of involvement in the strategic thinking process, the study found that the
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most important and used factors and their related items of strategic thinking are:
environment analysis with intelligence, and creativity and attention to the past, present
and future. Monnavarian et al. (2011) recommended that managers in the Benetton
Company should take into account all factors of strategic thinking with more emphasis on
particular factors, such as accountability, systematic thinking, and conflict management,
in order to achieve an acceptable market share in Iran and to lead the company

strategically.

In another attempt, Halis et al. (2010) conducted a study to investigate hotel managers’
thoughts (four-star and five-star hotels) about the strategic thinking process and to
suggest two main factors to study strategic thinking practices in the Hospitality industry
in Istanbul, Turkey. The purpose of this study was to evaluate the effects of strategic
thinking skills in four and five-star hotels and to investigate the influence of these skills
on the process of strategic planning, as well as the influence of the strategic planning
process on the level of customers’ satisfaction. The study highlighted three cognitive
processes (strategic thinking skills). These skills included systems thinking, reframing
and reflecting, while the strategic planning process included the content of the strategic
action plan, stakeholder analysis and participation, the existence of an action plan, and

performance measurement.

Khalifa (2008) highlighted four drivers to strategic thinking and called them the strategy
frame which helps strategists to govern and guide an organization’s strategic perception
and decisions to put them in the appropriate context of their organization’s capacity as it
relates to its environment. Strategic thinking can be driven by any one of these drivers
based on a strategy framework. These drivers include exerting and leveraging
organizational capabilities, exploiting current market opportunities, extending and

renewing organizational capabilities, and exploring new market opportunities.

Bonn (2005) suggests three key elements which are relevant to studying strategic
thinking processes. These elements are: systems thinking; creativity; and vision.

Monnavarian et al. (2011) have used these elements to study strategic thinking processes
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conducted in different branches of the Benetton Company located in Tehran. According
to Liedtka (1998a), practising the process of strategic thinking needs to be addressed
throughout organizations’ management levels, and this will lead to a strong competitive
advantage by their counterparts from organizations.

Acur and Englyst (2006) identified three phases in strategy formulation and conducted a
study on Scotfirm Ltd., an international manufacturer originating and with headquarters
in Scotland, with sixteen manufacturing and sales locations worldwide, and Danfirm, a
multinational company with its origin and headquarters located in Denmark. These
phases include strategic thinking, strategic planning, and embedding of strategy. In the
strategic thinking phase the study determined nine main elements in the strategic
thinking process. These elements include the development of awareness about the
industry and its competitors, awareness of strengths and opportunities, awareness about
main strategic problems which face the organization, understanding the strategic major
priorities at a top management level, learning from past experience, and decision making

through the use of effective and adaptive procedures.

Allio (2006) suggested ten ideas and called them top trusty ideas that are used as tools
for the practice of strategic thinking processes which help organizations to reach
sustainable profitability. These ideas include: long-range planning, strategic analysis,
quality, portfolio theory, scenario planning, resource allocation models, corporate
culture, leadership craft, metrics that matter, and strategic alliances.

In another attempt, Abraham (2005) suggested five approaches to the practice of
strategic thinking processes to be applied and to stretch company thinking about
different ways to compete, deliver customer value and to grow. These approaches
include: being successfully different, emulating entrepreneurs, finding new

opportunities, being future-oriented, and being collaborative.

Bonn (2005) emphasized that strategic thinking is an integrative process which consists
of different factors. These factors includes: applying cognitive concepts, using creative
ability to find different alternative solutions to resolve ambiguity and making sense of a

128



complex world, interactions between individuals in different units of the organization,
understanding the organizational changes of the external and internal environment,
individuals’ ability to generate and present fresh ideas within an organization through
interaction and communication as well as the exchange of ideas at different levels and
units of the organization, the ability to see the situation of the organization within a
holistic system, and the capability to develop shared beliefs about the goals of the

organization to achieve them.

Gallimore (2004) suggested creativity training to practise strategic thinking to measure
creative output which consists of three dimensions: novelty; resolution; and elaboration
and synthesis. Novelty refers to the degree of newness of the strategy in terms of the
number and extent of new processes, new products and concepts, and new technologies,
whereas resolution refers to the extent to which the strategy may fit or meet the needs of
the position. Finally, elaboration and synthesis relate to the degree to which the strategy

joins elements into a refined, developed and coherent statement.

Bonn and Christodoulou (1996) conducted a study of the practice of strategic planning
and strategic thinking to investigate the importance of using formal and informal planning

in the 100 largest manufacturing companies between 1982 and 1993.

Approach to strategic thinking

The literature (e.g. Bonn, 2005; O’Shannassy, 2000) has emphasized that to study
strategic thinking processes in organizations, three levels must be addressed. These
levels include strategic thinking at the individual level, which is explained in terms of
diversity in representational systems; second, strategic thinking at group level, which
looks at heterogeneity and conflict; and finally, strategic thinking within an
organizational context, which seeks to examine middle management involvement in the
strategic thinking process through understanding the important characteristics which
influence the organizational context (i.e. organizational culture, organizational structure,

reward and compensation system).

129



Moreover, Bonn (2001) suggested that to understand strategic thinking in an
organization requires addressing two different dual-level approaches that integrate the
micro domains, which concentrate on individuals to investigate the characteristics of a
strategic thinker, with the macro domains, which concentrate on an organizational
context for influencing individual thinking and behaviour, where individuals operate as
well as on the way they influence the climate, culture and structure of the organization.
At the individual level, strategic thinking includes: understanding the organization and
its environment holistically, creativity and vision that guide the future of the
organization, while at the organizational level the organization requires the creation of
structures, systems and processes that lead to the fostering of strategic dialogue between
the organization top team, and to get advantage from the ingenuity and creativity of

every employee in the organization.

Participation and involvement of organizations in the process of strategic thinking

According to the literature (e.g. Moon, 2012; Sharifi, 2012; Monnavarian et al., 2011,
Goldman and Casey, 2010; Gilmore, 2007; Bonn, 2005; O’Shannassy, 2003; Bonn,
2001; O’Shannassy, 2000; Mason, 1986) strategic thinking must be included at all levels
of a company for it to be effective. For instance, Goldman and Casey (2010) argued that
the ability of organizations to think strategically includes the practices of both group and
organizational levels, which relates to the way people work together and adapt to the
organization’s environment. Bonn (2005) argued that the process of practising strategic
thinking does not occur in a single mind, but this process is affected by the social
context in which the employee operates. On the other hand, Gilmore (2007) stated that
many companies do not intend to involve all levels of employees in the process of
practising strategic thinking. They mistakenly believe that regular employees are not
capable of practising strategic thinking and only executives can visualize, interpret and
scan the environment for information concerning the present and the future of their
companies. Also, Gilmore argued that if you applied strategic thinking correctly, it will
direct your company into the future in new innovative directions and give it long-term

competitive advantage. Based on this, past studies investigate strategic thinking
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processes at three different levels of management (e.g. Moon, 12; Monnavarian et al.,
2011; Yaghoubi, et al., 2011; El-Farra et al., 2008; Abu Khadra and Rawabdeh, 2006;
Mostafa, 2005). For instance, Monnavarian et al. (2011) examined 196 persons from
different management levels (managers, supervisors, and educated employees) in
different branches of the Benetton Company located in the capital city of Iran to
examine the importance and purpose of strategic thinking factors in the company’s
present situation from the points of views of managers and employees from different
management levels. Moreover, El-Farra et al (2008) examined the level of strategic
thinking in three major divisions of the Ministry of Health Institutions (MoH) in the
Gaza Strip. The study population included 593 employees, general managers, directors,

deputy directors and heads of departments.

Kargin and Aktas (2012) conducted a study to identify the use of strategic thinking skills
(i.e. reflecting, reframing, systems thinking skills) of Certified Public Accountants and
Certified Public Accountant trainees during the adoption of International Financial
Reporting Standards as well as the new Turkish Commercial Code. According to the
findings, the work position of participants of Certified Public Accountants or Certified
Public Accountants’ trainees is positively related to systems and reflecting thinking
skills, while there is no significant relationship with reflective thinking skills. On the
other hand, age, gender, work experience, and education have no significant relationship

with the three skills mentioned (i.e. reflecting, reframing, systems thinking skills).

Goldman (2009) studied the practice of strategic thinking in the US Healthcare Industry.
The aim of the study is to determine precise experiences which will lead to the
development of individuals’ abilities to think strategically. The study highlighted eight
categories of work experience which will add value to develop healthcare managers’
abilities to think strategically: the contribution of strategic planning to strategic
thinking; having a job mentor; managing a considerable threat to organizational
survival; helping as a chief executive officer of an organization; starting a main
organizational project; monitoring indicators of performance; colleagues’ relationships

outside the organization; and being challenged by a key colleague. Goldman (2009)
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recommended that to develop experiences and establish strategic thinking abilities in the
Healthcare Industry, the organization's development plans should contain clear
experiences to establish strategic thinking abilities; the characteristics of these
experiences should be clear to provide good value to strategic thinking; and individuals
must be motivated to read literature and attend conferences from outside the industry;
the practices of strategic planning should be reviewed to determine if strategic thinking

will be improved depending on these processes.

Goldman (2008) conducted a study on the health care industry in the USA to investigate
the CEOs’ ability to thinking strategically; the study used management background
literature to understand strategic thinking by defining Strategic thinking, Cognitive
science and Experimental learning theory. The purpose of the study was to have a better
understanding of the development of an individual’s ability to think strategically. This
study highlighted one main question as follows: What is the structure of experiences
that contributed to the development of expertise in strategic thinking? Moreover the
study determined nine categories of experience which are considered as contributory,
along with a set of important characteristics of every experience required to contribute
to develop the participants’ ability to thinking strategically. The experiences which
contributed to strategic thinking were as follows: (1) general work experience, (2)
becoming a CEO, (3) being mentored, (4) being challenged by a key colleague, (5)
monitoring results/benchmarking (6) doing strategic planning, (7) spearheading a major
growth initiative, (8) dealing with a threat to organizational survival, and (9) vicarious

experiences.

4.4.1 Strategic thinking elements at an individual and organizational level

This study identified six elements of the extent of practice of strategic thinking in
Jordanian shareholding companies. These skills include: systems thinking, reframing,
reflection skills, organic structure, environmental analysis and intelligent opportunism.
The first three skills allow individuals to think strategically and were isolated as

potential differentiators between successful and less successful individuals (Pisapia,
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2005). The first three skills are also known as mental models (Kargin and Aktas, 2012;
Pisapia et al., 2005; Senge, 1990) and are known as strategic consciousness (Halis,
2010). Furthermore, some researchers applied the first three skills in their studies (e.g.
Pang and Pisapia, 2012; Pisapia et al., 2011; Kargin and Aktas, 2012; Halis et al., 2010;
Pisapia et al., 2009; Pisapia et al., 2008; Pisapia et al., 2005) while other researchers
used other skills in their research. For instance, Yaghoubi (2011) used two skills,
namely intelligent opportunism and systems thinking. Monnavarian et al. (2011) used
organic structure organization, environment analysis, intelligent opportunism and
systems thinking. Finally, El-Farra et al. (2008) used six variables; two of them are

intelligent opportunism and systems thinking.

Bonn (2001) conducted a study building on a past longitudinal study to investigate the
changes in strategic planning and strategic management in large Australian companies
between 1982 and 1993 (Bonn and Christodoulou, 1996). The aim of Bonn (2001) was to
create a structure to increase the process of strategic thinking in organizations which
drawn on psychology and management thoughts to reform the problems associated with
lack of using strategic thinking by majority of senior managers in large Australian
companies. In general the study found that to solve the above problem Australian
companies should address strategic thinking at two different but interrelated levels: the
individual level and the organizational level, that would enable senior executive managers
in organizations to create more strategies and develop strategic thinking processes in their
companies, which will create a critical core competency to form the basis of sustaining
competitive advantage that facilitates the process of communication and the process of
organizational learning across the Strategic Business Units and functional domains. At
the end of her study, Bonn (2001) recommended that further studies must be made in the
field of strategic thinking in various regions and there is a need to develop tools that

measure the strategic ability of senior managers.

Systems thinking skills

The discussions in sections 2.6 and 2.10 suggest that systems thinking are the ability of

employees to see the organization as a holistic system. In the same context, Kaufman
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(1991, p.69) characterized systems thinking as “a switch from seeing the organization as
a splintered conglomerate of disassociated parts (and employees) competing for
resources, to seeing and dealing with the corporation as a holistic system that integrates
each part in relationship to the whole”. According to Liedtka (1998a) this requires us to
think strategically to see how various issues and problems are interdependent, how they
affect and influence each other, and what influence one solution in a particular part
would have on other parts. In other words, this needs to take into account understanding
of both external and internal dynamics of the organization. This also contains an
understanding that companies are embedded within large complex systems (industries,
markets and nations) (Stacy, 1996). Moreover, Pisapia (2009) suggested various factors
of systems thinking skills and called them good habits to practise the strategic thinking
process. These habits are summarized in table 4.2.

Table 4.2: Systems thinking skills habits

Try to extract rules and/or patterns from the information available.

Find that in most cases external changes require internal changes.

Search for the cause before taking action.

Find that one thing indirectly leads to another.

Try to understand how the facts presented in a problem are related to each other.

Try to identify external forces which affect your work.

Try to understand how the people in the situation are connected to each other.

Investigate the actions being taken to correct the discrepancy between what is desired

and what exists.

e Look for fundamental long-term corrective measures.

e Look for changes in the organization’s structure that lead to significant enduring
improvement.

* Look at the “Big Picture’ in the information available before examining the details.

»  Seek specific feedback on your organization’s performance.

e Think about how different parts of the organization influence the way things are done.

Source: Pisapia, (2009).

Finally, El-Farra et al. (2008) conducted a study at the Ministry of Health in the Gaza
Strip to investigate the level of the practice of strategic thinking processes. The study
examined six elements of strategic thinking. Five of those elements are explained by
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Liedtka (1998a): system perspective, intent focus, thinking in time, hypotheses driven
and intelligent opportunism  (see section 2.6 elements of strategic thinking) and the
study examined the internal and external environment introduced by O’Shannassy
(2003and 2001b). The study found a lack of application of systems thinking which
enables managers and employees to have an holistic view in their hospitals as well as to
explain their roles within the larger system, because managers concentrated on general
objectives when making plans. Also employees in the MoH were not clear regarding the
direction of their work during the next few years.

Reframing skills

The discussion in sub-section 2.10.1suggests that reframing is a cognitive skill which
allows one to see and assess events and realities from different perceptions and it is
considered as a method that leaders can apply to challenge mental models, develop
various viewpoints, and substitute ways of viewing the world. Reframing skills relate to
the capability of leaders to switch attention across multiple viewpoints, mental models,
and frames, as well as paradigms in order to create new visions and choices for actions
(Pang and Pisapia, 2012; Pisapia, 2009; Pisapia, et al., 2005) when trying to understand
complicated and unfamiliar situations from new insights (Levesque, 2007). According to
this, skill is directed to discover strategies and goals and may be applied to considering
and offering new ideas through the process of collecting and organizing information
(Pisapia, 2005). It includes categorizing and interpreting the meaning of new

information, situations, and experience (Pisapia, et al., 2009).

Moreover, Pisapia (2009) suggested various factors for reframing thinking skills as good
habits to practise the strategic thinking process. These habits are summarized in Table
4.3.
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Table 4. 3: Reframing skills habits

Good Habits » Seek different perceptions.

Track trends by asking everyone if they notice changes in the

organization's context.

Ask those around you what they think is changing.

Engage in discussions with those whose values differ from yours.

Use different viewpoints to map out strategies.

Recognize when information is being presented from only one

perspective.

» Listen to everyone’s version of what happened before making a
decision.

* Engage in discussions with those who have different beliefs or
assumptions about a situation.

Source: Pisapia, (2009).

Reflecting skills

Reflective thinking is a cognitive skill which includes careful consideration of any
practice or which promotes good understanding of events or cases then applies the
newly gained knowledge to these events (Pisapia, 2009; Pisapia, et al., 2008; Pisapia, et
al., 2005). As discussed in sub-section 2.10.3, reflective skills refer to an individual’s
capability to combine rational and logical thinking together with experimental thinking
through experience, information, and perception to produce judgment in relation to what
has happened to create intuitive principles which direct what is happening in the present
time to help in directing their future actions (Pang and Pisapia, 2012; Kargin and Aktas,
2012; Pang and Pisapia, 2010; Pisapia, 2009; Pisapia et al., 2005). Moreover, Halis et
al., (2010) and Pisapia (2005) argued that the ability of this skill is to apply knowledge

to new situation and facts.

Finally, Pisapia (2009) suggested various elements of reflecting skills as good habits to

practise the strategic thinking process. These habits are summarized in table 4.4.
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Table 4. 4: Reflecting skills habits

Good Habits * Review the outcomes of past decisions.

* Reconstruct an experience in your mind.

e Consider how you could have handled the situation after it was

resolved.

Accept that your assumptions could be wrong.

Acknowledge the limitations of your own perspective.

Ask “WHY” questions when trying to solve a problem.

Set aside specific periods of time to think about why you

succeeded or failed.

e Frame problems from different perspectives.

e Connect current problems to your own personal experience and
previous successes.

» Stop and think about why you succeeded or failed.

e Reconstruct an experience in your mind to understand your
feelings about it.

e Take into account the effects of decisions others have made in
similar situations.

Source: Pisapia, (2009).

Pisapia et al. (2008) conducted a comparative study to study the use of strategic thinking
skills of 328 graduate students preparing for leadership positions at the Chinese
University in Hong Kong, Florida Atlantic University in USA, China Executive
leadership Academy in Shanghai, and the University of Malaya in Malaysia. The study
highlighted three thinking skills to be investigated by introducing guides and definitions
for each skill: system thinking, reframing, and reflecting. The aim of the study was to
answer two questions; (1) Do the sample preparing for leadership in the UAS, Malaysia,
Hong Kong, and Shanghai use the skills of strategic thinking differently? (2) How do
variables such as location, age, and gender affect applying strategic thinking skills? The
study found different levels of using reflecting, reframing and systems thinking skills
between locations and that there were no significant combinations of location, gender and

age.

Gallen (2006) conducted a study in large, medium, and small members of the spa industry
(spa hotels, spa entertainments, and health spas) to investigate the use of different

cognitive styles (sensing-thinking, intuitive-thinking, intuitive-feeling, sensing-feeling)
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and different strategy types (analyser, defender, and prospector) by using a Myers-Briggs
Type Indicator. The study recommended that more information is needed from different
industries to study managers’ cognitive styles and viable strategies and to understand
managers’ views and tendencies to definite kind of strategies. Finally, the study
recommended studying how in the future a company’s performance could be affected by

the cognitive work of the top management team.

Organic structure

The literature (e.g. Moon, 2012; Bonn, 2005; Mostafa, 2005; Saxby et al., 2002; Tata et
al., 1999; Barker, 1993; Covin and Slevin, 1988; Quinn, 1985) differentiates between
organic structures and mechanistic structures and emphasizes that organic structures are
better in certain ways than mechanistic structures in various contexts. For instance, Bonn
(2005) suggests that organic structures are more conducive to strategic thinking
processes because they enhance communication and interaction as well as encouraging
the generation and exchange of new ideas or opportunities. According to Saxby et al.
(2002) an organic structure process is usually associated with “a flexible, free-flowing
approach to management” and the employee’s duties are considered contributory and
commonly redefined through team management approaches. Moreover, in an organic
structure the communication line is horizontal (Saxby et al., 2002; Tata et al., 1999)
which leads to the free exchange of ideas and information across organization levels,
departments, and functions as well as product lines and locations (Tata et al., 1999), and
also leads to the encouragement of co-operation between employees to facilitate the
spread of information and ideas within the organization (Barker, 1993). Finally, Bonn
concluded that organic structures can easily foster the process of strategic thinking

within an organization.

Environmental analysis (external and internal)

The discussion in section 2.3 and sub-section 2.4.2 of Chapter Two suggests that

strategic thinking can be implemented successfully only if organizations analyse their
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environment because that is considered as the first step in the process of strategy

development and guiding the organization decision making process.

The reason for the increasing importance of environmental scanning relates to rapid
change in the industry environment, because through environment scanning
organizations can determine the degree of change in the external environment and
establish competitive advantage to control the internal environment, which will increase
the abilities of top management to determine its objectives and strategic position
(Alkalibi and Idrees, 2009). In another context, Saxby et al. (2002) argued that the
environmental scanning process authorizes managers to become more aware of
environmental issues that may significantly control the organization and its strategic

direction.

The view of the concept of environmental scanning is to determine the external and
internal elements as strategic factors which will identify the future of the organization
through using SWOT analysis, and it also relates to the supervision or monitoring,
evaluation, and distribution of information from external and internal environments to
strategic managers within the organization (Alkalibi and Idrees, 2009; Wheelen and
Hunger, 2008; Wheelen and Hunger, 2004; Wheelen and Hunger, 2002). On the other
hand, Skipton (1985) indicates that SWOT analysis works as a link between strategic

analysis and strategic planning.

In this research, studying environmental analysis will investigate various elements,
including: company strengths and opportunities; recognition of internal and external
analysis; ability to understand the dynamics of the external and internal environments;
identifying company strategic issues; and understanding ambiguities and complexities for

the interpretation and evaluation of events.

Intelligent opportunism

The discussion in section 2.4 explained that the idea of intelligent opportunism

represents the view of openness to new experience which authorizes a person to take the
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benefits of alternative strategies and new ideas or opportunities which may emerge as
more related to a dynamically changing market environment (Lawrence 1999; Liedtka,
1998a). In practising intelligent opportunism, it is essential that organizations take into
account industriously the involvement of lower level management or of more creative
employees who might be instrumental in embracing or determining alternative strategies
that may be more suitable for the environment (Lawrence, 1999). In other words, the
organization, whilst tracking a particular strategy, should not lose sight of an alternative
strategy which may be more suitable for a changing environment (Liedtka, 1998a;
Liedtka, 1998b). According to Mintzberg (1999), a healthy strategy system in any
organization is one which permits a massive amount of communication and interaction
around ideas and possibilities from all levels of management in all directions, back and
forth, in and out. Moreover, Bonn (2005) argued that if an organization has the ability to
address strategic thinking at all levels of management, it should be able to improve the
process of decision-making which results in higher quality strategies as well as a greater
competitive advantage. Finally, intelligent opportunism is examined by some
researchers (e.g. Monnavariam et al., 2011; Yaghoubi et al., 2011; El-Fara et al., 2008;
Bonn, 2001).

The above discussion relates to the key issues of this research in exploring the extent of
the practice of strategic thinking, which gives rise to the research question:

e To what extent do Jordanian companies practise strategic thinking?

Thus, the following hypothesis will be:

The extent of practising strategic thinking in Jordanian publicly quoted companies is

low.

The extent of the practice of strategic thinking processes will include discussion of
cognitive processes elements of strategic thinking skills (reframing thinking skills,
reflection thinking skills, systems thinking, organic structure of the company,

environmental analysis, and intelligent opportunism).
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4.5 Organizational characteristics

The literature (e.g. Gallen, 2006; Segev, 1989) indicates that studying organizational
characteristics has an important impact on the extent of strategic thinking practices as a
use of cognitive styles. In other words, the literature indicates that in studying cognitive
styles researchers should include different sized firms, (i.e. big, medium and small).
Aldehayyat (2006) stated that Jordanian shareholding companies vary in their
characteristics (nature of business, age and the size of companies) (see appendix 7 Jordan:
General overview). In this research the practice of strategic thinking in Jordanian
shareholding companies depends on addressing organizational characteristics (nature of

business, size of company and age).

4.5.1 Nature of business

O’Shannassy (2000) suggests that in studying strategic thinking processes in
organizations, different business sectors must be included in the implementation process
to study strategic thinking (e.g. banking industries, fund management, information
technology and academic community). In the current research the researcher implemented
strategic thinking in all Jordanian business sectors which were registered on the Amman

stock exchange (industrial, service, insurance, and banking).

The suggestion here will be that the extent of the practice of strategic thinking in

Jordanian shareholding companies depends on the nature of the business.
Thus, the hypothesis will be:

Hypothesis 1: there is a positive relationship between the extent of the practice of
strategic thinking and the nature of the business (industrial, service, banking and

insurance).
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4.5.2 Age of company

The ability of a company to participate in the strategic thinking process may well depend
on its age. Only one study has used age as a proxy to measure the relationship between
strategic thinking involvement and the age of the company (Stonehouse and Pemberton,
2002). The study investigated the extent of practising strategic planning in SMEs
companies in UK; the study found a positive relationship between strategic planning
involvements and the age of the company. Also, the study found that there is a
relationship between strategic thinking involvement and the age of the company in large
size companies but there is less evidence of strategic thinking in medium and small size

companies.

This measure was used also by a number of authors in the field of strategy as an indicator
of a company age (e.g. Aldehayyat, 2011; Aldehayyat and Anchor, 2010; Aldehayyat and
Anchor, 2008; Aldehayyat, 2006; Gibbons and O’Connor, 2005; Stonehouse and
Pemberton, 2002; Slevin and Covin, 1997; Segev, 1989). Some studies found a positive
relationship with the age of a company (e.g. Aldehayyat, et al, 2011; Gibbons and
O’Connor, 2005) while others found no relationship with the age of the company (e.g.
Aldehayyat, 2011; Aldehayyat and Anchor, 2010; Aldehayyat and Anchor, 2008)

The suggestion here will be that the extent of practising strategic thinking in Jordanian

shareholding companies depends on the age of the company.

Thus, the hypothesis will be:

Hypothesis 2: the age of a company has a positive relationship with the extent of the

practice of strategic thinking in Jordanian publicly quoted companies.

4.5.3 Number of company employees (size of company)

There are three variables usually used in the strategic thinking literature to measure
company size; namely: total sales, total assets, and the number of the employees in the
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company (Segev, 1989). The third variable was implemented by many researchers to
measure the practice of strategic thinking (e.g. Pang and Pisapia 2012; Monnavarian et
al., 2011; Halis et al., 2010; Pisapia et al., 2009; El-farra et al., 2008; Pisapia et al.,
2005). For this research, however, only the total number of employees will be used to
measure company size. The suggestion here will be that the practice of strategic thinking
in Jordanian shareholding companies depends upon the size of the company (number of

employees). Therefore, the following hypothesis is developed in the context of Jordan:

Hypothesis 3: the number of company employees has a positive relationship with the

extent of the practice of strategic thinking in Jordanian publicly quoted companies.

The categorization which was adopted by the Amman Stock Exchange includes the
industrial, service, insurance and banking sectors and will be used as a proxy for the
nature of business in this research to measure the extent of the practice of strategic

thinking in Jordanian shareholding companies.

4.6 Barriers influencing the implementation of the strategic thinking process

The literature (e.g. Moon 2012, Abu Kadra and Rawbedeh, 2006; Bonn, 2005; Abaris,
2005; Mostafa, 2005; McDermott and O’Dell, 2001; Bonn, 2001; Stumpf, 1989)
indicates that there are different barriers and problems associated with the process of the
practice of strategic thinking in organizations; the main driver in practising strategic
thinking successfully could be if an organization’s top management believes in the
importance and purpose of its application. For instance, Bonn (2001 p. 68) stated that
managers who believe in the importance and purpose of strategic thinking and creativity
throughout the organization “ensure that strategic thinking becomes part of the
organization’s personality, the cornerstone of how it operates”. Also, in the field of
strategic thinking, the role of an organization’s top management is considered very
significant, necessary and the cornerstone of practising and motivating employees at all
organizational levels to be involved in the practice of strategic thinking. These barriers
may foster, prevent or impede the practice of strategic thinking in an organization
(Moon, 2012; Mostafa, 2005; Bonn, 2005). Moreover, Bonn (2001) has suggested
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different managerial practices that promote substantial motivation for the practice of
strategic thinking in an organization, such as matching staff with assignments that make
use of their expertise and abilities; establishing a climate where the whole company
supports creative efforts; establishing supportive team work; motivating recognition by

supervisors; and giving employees autonomy in how they approach their work.

Organizational culture has been found to be one of the greatest barriers for strategic
thinking practice, while is also said to be one of the key factors for the success of the
practice of strategic thinking (Moon 2012; Boon, 2005; Mostafa, 2005; McFadzean,
1998). The applied organizational culture requires the willingness of senior managers to
share decision-making with middle and lower level employees in the strategy
development process and for lower level employees to share responsibility for these
decisions. This process has been linked to greater job satisfaction by company
employees and leads to improved decision-making by senior managers (Bonn, 2005;
Soonhee, 2002; Liedtka, 1998a). For instance, Liedtka (1998a) argued that top managers
must develop, guide and facilitate the strategic thinking skills of company members by
involving middle management in the strategy process which will enrich the repertoire of
ideas and frameworks that senior managers have to work with, as well as help them to

accommodate new knowledge and develop innovative strategies.

Organizational structure also was found to be one of the greatest barriers for strategic
thinking practice and one of the key factors for the success of strategic thinking in an
organization (Moon 2012; Bonn, 2005; Mostafa, 2005; Saxby et al., 2002). Moon (2012)
and Bonn (2005) stated that the use of organic structure leads to facilitating the flow of
communication, interaction between individuals, developing beliefs about values and
goals at the company, motivating interaction and co-operation between members to
spread the generation of new ideas within the company. Moon (2012) observed that
successful structures may help top management to share decision making with middle
managers and lower level employees and to accommodate new knowledge and develop
innovative strategies by following a decentralization process in the organizational

structure. Moreover, Moon (2012) suggested different external and internal variables that
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influence the practice of strategic thinking and which may act as impediments or a way to
foster the practice of strategic thinking in an organization. Internal variables include
organizational structure and organizational culture as well as resources and competences
at organizational level. This means that the extent of the practice of strategic thinking
depends on the presence or absence of internal factors of the organization. External

variables are market turbulence and technological turbulence.

The commitment of top management plays a role in the successful practice of strategic
thinking. There is evidence that the lack of top management commitment is one of the
main barriers to the practice of strategic thinking (Moon 2012; Boon, 2005; Mostafa,
2005; Greatz, 2002; Bonn, 2001). As argued by Moon (2012), the emphasis of top
management on the practice of strategic thinking will encourage taking a holistic
perspective, and this will foster strategic thinking within the company. For instance,
Bonn (2005) and Mostafa (2005) considered low commitment to the organization and a
lack of top management support, such as lack of communication, group conflicting
goals, rules and regulations to follow, will prevent the practice of creative thinking in
organizations. Moreover, the feeling of employees that they are not involved and not
supported by top management will reduce their commitment to the company and will

discourage them from being more creative thinkers.

Inadequate training programmes, incentives and reward systems are also considered
challenges to the practice of strategic thinking in organizations (Moon 2012; Boon, 2005;
Mostafa, 2005; Greatz, 2002; Bonn, 2001). For instance, Greatz (2002) and Bonn (2001)
pointed out that successful practice which fosters strategic thinking in organizations
comes through providing suitable training programmes, recognition or encouragement to
those who hold new ideas; establishing a reward system that supports and encourages
creative thinking across organizations; creating a supportive environment that allocates
space, time and funds to good ideas; developing creative thinking and team work skills
and modelling of desired behaviours by top level management at every level of the
company to encourage employees’ creativity; and ensuring that strategic thinking occurs

widely across the company. Furthermore, Bonn (2005) stated that rewards systems which
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include a high portion of long-term and qualitative performance measures in the pay mix

of total compensation will foster the practice of strategic thinking within a company.

This research therefore examines different strategic thinking barriers which may act as

barriers to prevent the practice of strategic thinking in organizations.

The discussion relates to the main issue of this research in exploring the problems and
barriers associated with the implementation of strategic thinking which give rise to the

following research question:

To what extent do Jordanian publicly quoted companies experience problems during the

practice of strategic thinking?

Hypothesis 4: organizational characteristics make significant differences to the extent of
practice of strategic thinking implementation problems in Jordanian publicly quoted

companies?

Hypothesis 4A: there are significant differences in the extent of the experience of
strategic thinking implementation problems across the four sectors of business.

Hypothesis 4B: there are significant differences in the extent of the experience of

strategic thinking implementation problems across organizational age levels.

Hypothesis 4C: there are significant differences in the extent of the experience strategic

thinking implementation problems across organizational size levels.
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4.7 Summary

In this chapter, the research conceptual model was developed and introduced based on a
comprehensive review of the existing previous literature, and aspects related to the
research objectives were clarified and discussed regarding the strategic thinking processes
and in the field of strategy. Research hypotheses were deduced based on a review of
previous literature. Moreover, the potential effects of organizational characteristics
(nature of business, size of company, company age) on the process of practicing strategic
thinking were outlined. The external and internal problems that influence the practice and
implementation of strategic thinking were highlighted. In more details, the basis for
examining different research aspects including the knowledge of and familiarity with the
concept of strategic thinking; the practice of strategic thinking in Jordanian companies
registered on the Amman Stock Exchange, focusing on the effects of organizational
characteristics such as age, size of company, and nature of business on such knowledge;
studying the extent of practice of strategic thinking in these companies, focusing on their
organizational characteristics such as age, size of company and nature of business on such
practice; and studying the barriers associated with the practice of strategic thinking and
focusing on organizational characteristics such as age, size and nature of business.

Further analysis of these aspects will be the focus of the empirical part of this research.
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CHAPTER FIVE
DATA ANALYSIS AND RESULTS
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Chapter Five
Data Analysis and Results

5.1 Introduction

The objectives of this research are to:

1. Examine the familiarity of the concept and purpose of strategic thinking in Jordanian

publicly quoted companies.

2. Examine the practice of strategic thinking in Jordanian publicly quoted companies by

investigating the following subjects:

e The use of reflecting thinking skills
e The use of reframing thinking skills
e The use of systems thinking skills
e The application of organic structure
e The use of environmental analysis

e The application of intelligent opportunism

3. Investigate the organizational characteristics (company age, company size and nature
of business) in Jordanian publicly quoted companies which influence the extent of the

practice of strategic thinking process.

4. Examine the barriers that are preventing the practice of the strategic thinking process

in Jordanian publicly quoted companies.

This chapter aims to provide and analyse the data which were collected through the self-
administered questionnaire and face to face semi-instructed interviews. The chapter is
divided into six main sections. In sections 5.2 and 5.3, the characteristics of respondents
and their companies were explained respectively. The check for non-response bias is
explained in section 5.4. Section 5.5 is concerned with the first, second and third

objectives examining the extent of familiarity of Jordanian publicly quoted companies

150



with the concept and purpose of strategic thinking, the extent of the practice of the
strategic thinking process, the relationships between age, size and company sector with
the familiarity of the concept and the purpose of strategic thinking as well as the extent of
practising strategic thinking respectively. Section 5.6 is concerned with examining the
fourth objective which is related to the factors which influence or prevent the practice of

strategic thinking in Jordanian publicly quoted companies.

5.2 Characteristics of respondents

The aim of this section is to present a description of the characteristics of the respondents
in the Jordanian publicly quoted companies surveyed which are classified into five groups
as shown in Table 5.1. These characteristics include: gender, age, education level,

management level and work experience.

Gender and age of respondents

Table 5.1 and Figure 6.1 show that 86.9% (292 out of 336) respondents in the surveyed
Jordanian companies were male, while 13.1% were female. 51.8% were above 40 years
and 29.5% were between age 36 and 40 years, 11.3% were between 31 and 35 years, 6%
between age of 26-30 years and finally 1.5% were less than 25 years old.

Figure 5. 1: Pie chart of respondents’ gender.

Female
13.1%

Source: analysis of questionnaire data
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Figure 5. 2: Pie chart of respondents’ age.

<25 26-30
1.5
%

Source: analysis of questionnaire data

Education level of respondents

Table 5.1 and Figure 5.3 explain the distribution of the respondents’ sample according to
their educational level. The results show that for 0.9% (3 out 336) respondents in the
surveyed Jordanian publicly quoted companies that was secondary school, 8.9% of
respondents hold a college diploma degree (30 out 336), 67.6% hold Bachelor degree
(227 out 336), 20.8% hold a Master degree (70 out 336) and 1.8% of respondents hold a
PhD degree (6 out 336). This result reflects that the majority of respondents hold a
Bachelor degree followed by Master degree. Based on this data this gives the impression
that the population of surveyed companies is well educated and Jordanian publicly quoted

companies have an interest in educational qualifications for their employers.
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Figure 5. 3: Pie chart of respondents’ education level.

PhD College Secondary

diploma School
8.9% 0.9%

Source: analysis of questionnaire data

Management level of respondents

According to the classification of the Jordanian publicly quoted companies investigated in
terms of management level of respondents, table 5.1 and figure 5.4 show that 39.0%
(131out 336) respondents are working at top management level, 48.5% were in middle
level management (163 out 336) and 12.5% of respondents are in lower level
management (42 out 336). From table 6.1 it can be seen that the percentage of middle
management responses is higher than the top management level responses. The reasons
behind this may relate to the small number of staff at the top management level, some of
them are busy, or middle management has the ability to answer the questionnaire.
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Lower
Management __
12.5%

Source: analysis of guestionnaire data

Table 5. 1: Characteristics of respondents

Figure 5. 4: Pie chart of respondents’ management level.

| Frequency | Percent | Valid% | Cumulative%

Gender
Female 44 13.1 13.1 13.1
Male 292 86.9 86.9 100.0
Age

<25 5 1.5 1.5 1.5
26-30 20 6.0 6.0 7.4
31-35 38 11.3 11.3 18.8
36-40 99 29.5 29.5 48.2

> 40 174 51.8 51.8 100.0
Education level
Secondary School 3 0.9 0.9 0.9
College diploma 30 8.9 8.9 9.8
Bachelor degree 227 67.6 67.6 77.4
Master degree 70 20.8 20.8 98.2
PhD degree 6 1.8 1.8 100.0
Management level
Top level 131 39.0 39.0 39.0
Middle level 163 48.5 48.5 87.5
Lower level 42 12.5 12.5 100.0
Work experience
1-4 15 45 45 45
5-8 51 15.2 15.2 19.6
9-12 99 29.5 29.5 49.1
13+ 171 50.9 50.9 100.0

Source: analysis of questionnaire data
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Work experience of the respondents

Table 5.1 and Figure 5.5 show that 4.5% (15 out of 336) respondents in the surveyed
companies have less than 4 years’ work experience while 15.2% (51 out 336) have
between 5 and 8 years work experience, 29.5% of the respondents (99 out 336) had work
experience between 9 and 12 years. Finally, 50.9% of respondents (171 out 336) have
more than 13 years total experience in Jordanian publicly quoted companies

Figure 5. 5: Pie chart of respondents works experience.

Source: analysis of questionnaire data

5.3 The characteristics of respondents’ companies

The aim of this section is to present brief information about the characteristics of
Jordanian publically quoted respondent companies. These characteristics are presented in
table 5.2, which covers four major features: respondents’ company age, company sector,

employee numbers (company size) and company ownership.

The age of the participants’ companies

Table 5.2 and Figure 5.6 show that 10.7% of the respondent companies are less than 10
years old totalling 12 companies out of the 112 respondents. Also, table 5.2 shows that
30.4% were aged between 10 and 19 years and these companies comprise 34 companies
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from the whole respondents’ population. 19 companies were aged between 20 and 29
years which comprises 17% of the whole respondents’ population. Moreover, table 5.2
shows that 21.4% of the respondents’ companies were aged between 30 and 39 years
which represent 24 companies out of 112. Moreover, table 5.2 shows that 7.1% of
surveyed companies aged between 40 and 49 forming 8 companies from the whole
population. Finally, 13.4% of respondents’ companies were 50 years or older and they are

about 15 companies out of 112 companies responding.

Figure 5. 6: Pie chart of the age of participant companies.

Source: analysis of questionnaire data

The sectors of respondents companies

Table 5.2 and Figure 5.7 reflect that 34.8% of the investigated companies were from the
industrial sector (39 industrial companies responded out of a total of 75 companies in the
industrial sector). 8.9% of respondents companies were from the banking sector (10
banks responded out of 15 banks in whole population), 17.9% of respondents’ companies
were from the insurance sector and they comprise 20 respondents’ insurance companies

out of 27 insurance companies in the whole population and 38.4% of the surveyed
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companies belong to the service sector (43 responded out of 129 companies), (see section
3.6.1.1, Chapter 3).

Figure 5. 7: Pie chart of respondents’ industry sector.

Banking
8.9%

Source: analysis of questionnaire data
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Table 5. 2: The characteristics of respondents’ companies

Frequency Per cent Valid% Cumulative% | No. of
companies
Company age
<10 36 10.7 10.7 10.7 12
10-19 102 30.4 30.4 41.1 34
20-29 57 17.0 17.0 58.0 19
30-39 72 21.4 21.4 79.5 24
40-49 24 7.1 7.1 86.6 8
>=50 45 134 13.4 100.0 15
Total 112
Company sector
Industrial 117 34.8 34.8 34.8 39
Banking 30 8.9 8.9 43.8 10
Insurance 60 17.9 17.9 61.6 20
Services 129 38.4 38.4 100.0 43
Total 112
Employee number
<100 129 38.4 38.4 38.4 43
100-499 105 31.3 31.3 69.6 35
500-999 45 13.4 13.4 83.0 15
1000-1999 33 9.8 9.8 92.9 11
2000-2999 6 1.8 1.8 94.6 2
3000-3999 6 1.8 1.8 96.4 2
>=4000 12 3.6 3.6 100.0 4
Total 112
Company ownership
Government 51 15.2 15.2 15.2 17
or partner
with private
sector
Private 285 84.8 84.8 100.0 95
companies
Total 112

Source: analysis of questionnaire data

Size of respondents’ companies

Jordanian companies were also classified according to their size. Table 5.2 and figure
6.8 show the division of the investigated companies in terms of the number of company
employees (i.e. size of company) see section 4.5.3Chapter 4. Five groups were classified
in term of numbers of employees: companies that employed less than 100 employees
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(38.4%); 100-499 employees (31.3%); 500-999 employees (13.4%); 1000-1999
employees (9.8%); 2000-2999 employees (1.8%); 3000-3999 employees (1.8%); and
finally those which employed 4000 or more employees (3.6%).

Figure 5. 8: Pie chart of the size of respondent companies (number of employees).

>=4000 3000-3999
2000-2999 3.6% 1.8%

1.8%  1000-1999
9.8%

Source: analysis of questionnaire data

Company ownership

Table 5.2 and Figure 5.9 also reflect the classification of the investigated Jordanian
publicly quoted companies in term of ownership. The results showed that 15.2% of the
investigated companies were government owned or in partnership with the private sector
and 84.8% of companies were in private ownership.
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Figure 5. 9: Pie chart of companies’ ownership.

Government or
Partnership
with private
sector
15.2%

Source: analysis of questionnaire data

5.4 Check for non-response bias

Since the response rate was 43.92%, as presented in Chapter 3, section 3.6.1.10, which
means that there was a non-response rate of 56.08%, testing for non-response bias
became an important issue in order to ensure that the sample has the potential of
generalizability to represent the entire research population (Neuman, 2007). Usually tests
are conducted to identify whether or not there are statistically significant differences
between those who responded and those who did not with regard to organizational
characteristics (Wallace and Mellor, 1988). In this research, identifying statistical
differences between respondents and non-respondents was performed with regard to
organizational characteristics (i.e. age, size of company and nature of business) to find
out whether or not any significant difference exists between early respondents and late
respondents by comparing organizational characteristics with early and late response
(Hall, 2010; Homburg et al., 2012) as shown in table 5.3. Thus, the test of non-response
bias is assessed by using chi-square test, which was used with nominal data to identify

whether the characteristics are common across the research population (Gray, 2004).
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A Chi-square test was conducted in order to find out whether or not there was a
significant difference between early respondents and the late questionnaire respondents
with respect to organizational characteristics. The results of the Chi-square tests indicate
no statistically significant difference between early respondents and late respondents
regarding the nature of the business, company age and company size (Chi-square value=
4.799, P= .187), (Chi-square value= 7.092, P= .214), (Chi-square value= 10.483, P=
.106) respectively. Based on this result, the characteristics of respondents are similar to
the characteristics of the population, which means that the sample has the generalizability
to represent the research population. The results of the chi-square tests are presented in
table 5.3.

Table 5. 3: Chi-Square Test results: comparing organizational characteristics in early
and late response

Pearson Asymp Sig.
Variables Chi- df | (2-tailed) Details
Square
0,
Company sector 4.799 3 0.187 SouﬁI:Zss(;[g:r)w)S have - expected
0,
Company age 7.092 5 0.214 (c)ou%iI:Zss('thS.have expected
0,
Company size 10.483 6 0.106 30&1"5%(5?52?% have expected

Source: analysis of guestionnaire data

Moreover, another test was used to find out whether or not there was a non-response bias
by using follow-up phone calls to discuss the reasons for not responding or completing
the questionnaire (i.e. company policy, no time available). These reasons were discussed
in section 3.6.1.10 of Chapter 3. The result of this test indicates no significant bias
between the respondent and the population. These reasons are consistent with the reasons

for non-response bias in other studies (e.g. Hall, 2010; Chenhall, 2005).

5.5 The practice of strategic thinking

The analysis of the findings concerning the practice of strategic thinking in Jordanian

publicly quoted companies will be accomplished by examining the sum of dimensions
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such as: the concept and the purpose of strategic thinking; reflecting thinking skills;

reframing thinking skills; systems thinking; organic structure; environment analysis;

intelligent opportunism; and barriers which impede the practice of the strategic thinking.

5.5.1 The concept and purpose of strategic thinking

5.5.1.1 Questionnaire findings

The concept and the purpose of strategic thinking were measured by a group of questions

(seven questions) which was established on a five point Likert scale to assess the first

objective regarding the concept and purpose of strategic thinking. In this section the

participants were asked on a scale range from 1=strongly disagree to 5=strongly agree,

(1=strongly disagree, 2=disagree, 3=neutral, 4=agree, 5=strongly agree) to indicate how

familiar they are with the concept and purpose of strategic thinking through agreeing or

disagreeing with the given items. Based on this, the average of the above scale is 3=

((1+2+3+4+5)/5). Consequently a mean of 3 and more signifies a level of agreement with

the items whereas a mean of less than 3 signifies disagreement with the items.

Table 5. 4: The concept and purpose of strategic thinking (n=336 questionnaire) n

The concept and purpose of strategic thinking Rank Mean* STD. Dev.

1. Strategic thinking helps to strengthen or gain 1 4.38 0.616
competitive advantage.

2. Strategic thinking draws a picture of the company by 2 4.21 0.669
connecting the past, present, and future.

3. Strategic thinking is included in strategy formulation 4 4.15 0.664
and implementation, and in determining the strategic
performance of the company.

4. Strategic thinking provides the capability for building 5 4.06 0.689
the competence needed to control future markets.

5. Strategic thinking is a synthesizing process result- 6 3.89 0.739
ting in good employment intuition and creativity in the
formulation of the strategic direction of the company.

6. Strategic thinking is connected with solving strategic 3 4.16 0.657
issues and conceptualizing the future of the company.

7. The process of strategic thinking must take place at all 7 3.61 1.087
levels of the company.
Concept and Purpose of Strategic Thinking 4.0651 | .48135

* The mean is an average of scale 1= strongly disagree to 5= strongly agree
‘n’: represent the number of respondents (i.e. surveyed) from which data was gathered
Source: analysis of guestionnaire data
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Table 5.4 reflects the extent and the degree of respondents’ familiarity with the concept
and purpose of strategic thinking in Jordanian publicly quoted companies. In this section
all means for the statements concerning the concepts and purpose of strategic thinking are
more than three which indicates that there are high contributions to the familiarity with
the concept and purpose of strategic thinking. The average mean for all statements is
4.065 which reflect the overall agreement of respondents regarding familiarity with the
concept and purpose of strategic thinking. This result means that the respondents in
Jordanian publicly quoted companies have good familiarity with the concept and the
purpose of strategic thinking. Moreover, the mean for all statements is above 3. This
result may reflect their experiences and the educational level which they gained from
courses and workshops which have been held during their work time or the respondents
have past knowledge about the content of the subject of strategic thinking during their

study in colleges and universities.

For further analysis, Spearman’s correlation was applied to evaluate the relationships
between the age and size of company and the contribution to the familiarity of the
concept and the purpose of strategic thinking. This test was implemented for each of the
seven statements regarding familiarity with the concept and the purpose of strategic
thinking. Table 5.5 reveals that the correlation between the age and the contribution of
strategic thinking concept and purpose is positive and significant with five familiar
concepts and purposes; namely “strategic thinking helps to strengthen or gain competitive
advantage” (correlation .129 at .01 level), “strategic thinking draws a picture of the
company by connecting the past, present, and future” (correlation .138 at .01 level),
“strategic thinking is a synthesizing process resulting in good employment intuition and
creativity in the formulation of the strategic direction of the company” (correlation .123 at
.05 level), “strategic thinking is connected with solving strategic issues and
conceptualizing the future of the company” (correlation .140 at .01 level) and “the
process of strategic thinking must take place at all levels of the company” (correlation
.140 at .01 level). On the other hand, table 6.5 indicates that no significant relationship

exists between employee number (size of the company) and the contribution to the
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knowledge of and familiarity with the concept and the purpose of strategic thinking in

Jordanian publicly quoted companies.

Table 5. 5: The correlation between age of company and concept and purpose of strategic
thinking and employee number (size of company) and concept and purpose of strategic
thinking (n=336 questionnaire)

The concept and purpose of strategic thinking Age of company Employee number
(size of the company)
Concept and purpose 1: correlation coefficient .129** .048
Sig. (1-tailed) .009 193
Concept and purpose 2: correlation coefficient .138** -.026
Sig. (1-tailed) .006 317
Concept and purpose 3: correlation coefficient .047 .016
Sig. (1-tailed) 195 .384
Concept and purpose 4: correlation coefficient .064 .002
Sig. (1-tailed) 122 483
Concept and purpose 5: correlation coefficient 123* .002
Sig. (1-tailed) .012 484
Concept and purpose 6: correlation coefficient .140** -.031
Sig. (1-tailed) .005 .284
Concept and purpose 7: correlation coefficient .140** .041
Sig. (1-tailed) .005 .228

**_ Correlation is significant at the 0.01 level (1-tailed).
*. Correlation is significant at the 0.05 level (1-tailed).
Source: analysis of questionnaire data

A Kruskal-Wallis Test was applied to determine any significant differences between the
four sectors (industrial, banking, insurance and services) regarding the most significant
concept and purpose of strategic thinking. The result as shown in table 5.6 indicates some
significant statistical differences in some statements of the concepts and purpose of
strategic thinking and no statistical differences in others by conducting the test for each of
the seven items. The result of this test indicates that no statistical differences exist
between the four sectors in the familiarity of the concept and the purpose of strategic
thinking in four statements; namely “strategic thinking helps to strengthen or gain
competitive advantage” (P=0.537), followed by “strategic thinking draws a picture of the
company by connecting the past, present, and future” (P=0.051), then “strategic thinking
provides capability for building the competence needed to control future markets”
(P=0.492), finally “strategic thinking is a synthesizing process result-ting in good
employment intuition and creativity in the formulation of the strategic direction of the
company”(p=0.167).
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Table 5. 6: Kruskal-Wallis test concept & purpose strategic thinking by business sector

Concept & purpose strategic thinking Chi-Square df | Asymp. Sig.
1. Strategic thinking helps to strengthen or gain competitive 2.175 3 0.537
advantage.

2. Strategic thinking draws a picture of the company by 7.779 3 0.051
connecting the past, present, and future.

3. Strategic thinking is included in strategy formulation and 33.255 3 0.000

implementation, and in determining the strategic performance
of the company.

4. Strategic thinking provides capability for building the 2.406 3 0.492
competence needed to control future markets.
5. Strategic thinking is a synthesizing process result-ting in 5.071 3 0.167

good employment intuition and creativity in the formulation of
the strategic direction of the company.

6. Strategic thinking is connected with solving strategic issues 15.710 3 0.001
and conceptualizing the future of the company.
7. The process of strategic thinking must take place at all 9.922 3 0.019

levels of the company.

Source: analysis of questionnaire data

On the other hand, Table 5.6 indicates that the result of this test indicates that there are
statistical differences between the four sectors in the familiarity of the concept and the
purpose of strategic thinking regarding three items, namely, “strategic thinking is
included in strategy formulation and implementation, and in determining the strategic
performance of the company” (P= 0.000), followed by “strategic thinking is connected
with solving strategic issues and conceptualizing the future of the company” (P=0.001),
then “the process of strategic thinking must take place at all levels of the company”
(P=0.019) but, according to these findings we cannot generalize the result to all sectors
unless we identify in which sector exactly we have statistical differences, so the
researcher conducted Kruskal-Wallis tests again to test two sectors each time. Table 5.7
indicates that there are statistical differences between sectors and this difference is
identified between the industrial and insurance sectors (P=0.039), between industrial and
services (P=0.000), between banking and insurance (P=0.003), and between insurance
and services (P=0.000).These findings reflect that strategic thinking is included in
strategy formulation and implementation, and in determining the strategic performance of
the company. This item is recognized and it is familiar to the industrial more than the

insurance sector, industrial more than services sector, banking rather than insurance
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sector and insurance rather than the services sector because the P-Values are less than

5%.

Table 5. 7: Kruskal-Wallis test grouping variables: business sectors

Concept & purpose of strategic Between sectors Chi-Square | df Asymp. Sig.
thinking
3. Strategic thinking is included in | Industrial & Banking 3.521 1 0.061
strategy formulation and | Industrial & Insurance 4.259 1 0.039
implementation, and in | Industrial & services 16.500 1 0.000
determining the strategic | Banking & Insurance 8.565 1 0.003
performance of the company. Banking & services 0.359 1 0.549
Insurance & services 26.317 1 0.000
6. Strategic thinking is connected wi] Industrial & Banking 8.524 1 0.004
solving strategic issues and Industrial & Insurance 0.003 1 0.959
conceptualizing the future of the Industrial & services 8.636 1 0.003
company. Banking & Insurance 6.371 1 0.012
Banking & services 2.265 1 0.132
Insurance & services 5.285 1 0.022
7. The process of strategic thinking | Industrial & Banking 1.244 1 0.265
must take place at all levels of the | Industrial & Insurance 5.631 1 0.018
company. Industrial & services 0.118 1 0.731
Banking & Insurance 7.888 1 0.005
Banking & services 0.712 1 0.399
Insurance & services 6.757 1 0.009

Source: analysis of questionnaire data

Table 5.7 indicates that there are statistical differences between sectors and these
differences are identified between the industrial and banking sectors (P=0.004), between
industrial and services sector (P=0.003), between banking and insurance sector (P=0.012)
and between banking and services sector (P=0.022) which reflect that strategic thinking is
connected with solving strategic issues and conceptualizing the future of the company.
This item regarding the concept and purpose of strategic thinking is recognized and
known by the industrial sector more than the banking sector, industrial more than the
services sector, banking more than the insurance sector and insurance more than the
services sector because the P- values are less than 5%. Finally, table 5.7 indicates that
there are three statistical differences between the sectors and these differences are
identified between the industrial and insurance sector (P=0.018), between the banking
and insurance sector (P=0.005) and between the insurance and services sectors
(P=0.005). This result reflects the fact that the process of strategic thinking must take

place at all levels of the company, which mean that this statement is recognized and
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known by the industrial more than the insurance sector, banking more than insurance

sector and insurance more than services sector.

5.5.1.2 Interview finding

The main aim of conducting the semi-structured interviews in this research was to explain
and confirm the seven concepts and the purposes of strategic thinking that have been
mentioned before in the questionnaire findings. This interview was carried out by asking
eight managers in eight different companies from different sectors to explain the most
familiar concepts and purposes of strategic thinking to them. The results of conducting
semi-structured interviews reveal that all concepts and purposes of strategic thinking
were discussed by all eight participants, but not one of the eight participants mentioned
seven statements of the concepts and purposes of strategic thinking together as shown in
table 5.8. For instance, some of the participants mentioned six out of seven, some three

out of seven.

Table 5. 8: The interview results of the familiarity of the concepts and purposes of
strategic thinking statements

Concepts and purposes of strategic thinking statements Valid No.= 8 interviews

No. %
mentioned

Strategic thinking helps to strengthen or gain competitive 6 75.00

advantage.

Strategic thinking draws a picture of the company by 4 50.00

connecting the past, present, and future.

Strategic thinking is included in strategy formulation and 5 62.50

implementation, and in determining the strategic performance
of the company.

Strategic thinking provides capability for building the 4 50.00
competence needed to control future markets.
Strategic thinking is a synthesizing process resul-ting in good 3 37.50

employment intuition and creativity in the formulation of the
strategic direction of the company.

Strategic thinking is connected with solving strategic issues and 5 62.50
conceptualizing the future of the company.
The process of strategic thinking must take place at all levels of 4 50.00

the company.
Source: Analysis of data obtained from interviews

167



Through the semi-structured interviews it is shown that the participants vary in relation to
different statements; for instance, “strategic thinking helps to strengthen or gain
competitive advantage” heads the list, reported by six interviewees; “strategic thinking is
included in strategy formulation and implementation and in determining the strategic
performance of the company” as well as “strategic thinking is connected with solving
strategic issues and conceptualizing the future of the company” were each reported by 5
interviewees; “strategic thinking draws a picture of the company by connecting the past,
present, and future”, and “strategic thinking provides the capability for building the
competence needed to control future markets” as well as “the process of strategic thinking
must take place at all levels of the company” were each reported by four interviewees as

the most frequent statements in participants’ answers.

5.5.2 The use of reflecting thinking skills

5.5.2.1 Questionnaire findings

The use of reflecting skills was measured by a group of ten questions which were
established on a five point Likert scale (1= Almost never, 2= Once in a while, 3=
Sometimes, 4= Often and 5= frequently). Table 6.9 presents the results of measuring the
use of reflecting skills factor in Jordanian publicly quoted companies. In this factor all
respondents were asked to state to what extent they frequently use or almost never use the
skills in the given statements concerning the level of using reflecting thinking skills in
their companies. Table 5.9 explains that the mean for all scales was over three which

reflects closely the high level of use for each activity.
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Table 5. 9: The use of reflecting thinking skills (n=336 questionnaire)

Reflecting thinking skills Rank Mean* STD.
Dev.
1. Ask “WHY” questions in order to develop an understanding of 7 3.63 .875
problems.
2. Try to apply your experience and knowledge to any problem. 1 4.07 .808
3. Accept that your preferable beliefs could be mistaken when 9 3.48 .828
thinking about what you have done and decisions you have made
in solving a problem.
4. Acknowledge the limitations of your own perspective. 10 3.41 .845
5. Discover how you could have handled a situation better when 4 3.80 773
thinking about a past decision you have made.
6. Try to find a common goal that will allow two parties within 8 3.49 1.051
your organization who are competing or in conflict both to
succeed.
7. Try to take into account the use of information gathered by 2 4.00 759
experience, in the solution of the problem.
8. Seek coaching by colleagues or professionals when thinking 5 3.76 913
about past decisions that you have made.
9. Try to take into account the real life implications when thinking 3 3.88 756
about decisions and actions you have made.
10. Seek to frame problems from different perspectives. 6 3.68 .832
Reflective thinking skills 3.7193 .45569

* The mean is an average of scale 1= almost never to 5= frequently
Source: analysis of questionnaire data

This finding is consistent with the findings of Sun-Keung and Pisapia (2010) conducted
with three types of school leaders in Hong Kong to determine the extent of the use of
strategic thinking skills. This finding is consistent also with the findings of Pisapia et al.
(2008) conducted with school leaders in Hong Kong, Malaysia, Shanghai and the United
States by comparing the means of the extent of using reflective thinking skills in different
locations. Furthermore, this finding is consistent with the findings of Pisapia et al. (2005)
who proposed that applying reflecting thinking skills gives the managers the ability to see

why some choices work and other do not.

For more analysis Spearman’s correlation was applied to evaluate the relationships
between the age of company and the use of reflecting thinking skills, and between
employees’ number (i.e. size of company) and the use of reflecting thinking skills. This
test was implemented for each of the ten statements regarding the use of strategic

thinking reflecting skills. Table 5.10 (see appendix 6) reveals that the correlation between
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the age and the contribution of reflecting thinking skills is positive except for one being
negative and significant with eight reflecting thinking skills, namely, “try to apply your
experience and knowledge to any problem” (correlation .133 at .01 level), “try to find a
common goal that will allow two parties within your organization who are competing or
in conflict both to succeed” (correlation .182 at .01 level), “try to take into account the
use of information gathered by experience, in the solution of the problem” (correlation
.227 at .01 level), “seek coaching by colleagues or professionals when thinking about past
decisions that you have made” (correlation .168 at .01 level),” try to take into account the
real life implications when thinking about decisions and actions you have made”
(correlation .227 at .01 level), “seek to frame problems from different perspectives”
(correlation .168 at .01 level), “acknowledge the limitations of your own perspective”
(correlation -.100 at .05 level) and “discover how you could have handled a situation
better when thinking about a past decision you have made” (correlation .105 at .05 level).
Table 5.10 (see appendix 6) indicates that the correlation between the employees number
and the contribution to the use of reflecting thinking skills are two negative correlations
and three positive and significant correlations; namely, “accept that your preferable
beliefs could be mistaken when thinking about what you have done and decisions you
have made in solving a problem” (correlation -.133 at .05 level), “try to find a common
goal that will allow two parties within your organization who are competing or in conflict
both to succeed” (correlation .109 at .05 level), “try to take into account the use of
information gathered by experience in the solution of the problem” (correlation .117 at
.05 level), “try to take into account the real life implications when thinking about
decisions and actions you have made” (correlation .112 at .05 level) and “acknowledge
the limitations of your own perspective” (correlation -.130 at .01 level).

A Kruskal-Wallis Test was applied to determine whether or not any significant
differences exist between the four sectors (industrial, banking, insurance and services)
regarding the most significant reflecting thinking skills. The results as shown in Table
5.11 indicate some significant statistical differences in some reflecting thinking skills and
no statistical differences in others by conducting the test for each of the ten items. The
result of this test indicates that there were no statistical differences between the four
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sectors in the usage of reflecting skills, namely, “accept that your preferable beliefs could
be mistaken when thinking about what you have done and decisions you have made in
solving a problem” (P=0.187), followed by “acknowledge the limitations of your own
perspective” (P=0.199), and “try to take into account the use of information gathered by

experience, in the solution of the problem” (P=0.796).

Table 5.11 (see appendix 6) shows that the result of this test indicates there are statistical
differences between the four sectors in the usage of reflecting skills namely, “ask “WHY™
questions in order to develop an understanding of problems” (P = 0.016), followed by
“try to apply your experience and knowledge to any problem” (P=0.002), then “discover
how you could have handled a situation better when thinking about a past decision you
have made” (P=0.010), and “try to find a common goal that will allow two parties within
your organization who are competing or in conflict both to succeed” (P=0.002), “seek
coaching by colleagues or professionals when thinking about past decisions that you have
made” (P=0.012), “try to take into account the real life implications when thinking about
decisions and actions you have made” (P=0.033), finally, “seek to frame problems from
different perspectives” (P=0.020). According to these findings we cannot generalize the
result to all sectors, so the researcher conducted Kruskal-Wallis again to test two sectors

each time.

Table 5.12 (see appendix 6) indicates that there are statistical differences and this
difference is identified between industrial and insurance sectors (P=0.007) and between
insurance and services (P=0.008). These findings reflect that these sectors ask “WHY”
questions in order to develop an understanding of problems which mean that this item is
used more by industrial more than insurance and is used more by insurance than service

sector because the P-Values are less than 5%.
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Table 5.12 (see appendix 6) indicates that there are statistical differences and these
differences are identified between the industrial and insurance sector (P=0.005) and
between the insurance and services sector (P=0.001), which reflects that the activity “try
to apply your experience and knowledge to any problem” is used more by industrial than

insurance and is used more by industrial than services sector.

In Table 5.12 (see appendix 6) the test results indicate that there are significant statistical
differences between the four sectors in term of “discovering how you could have handled
a situation better when thinking about a past decision you have made” between industrial

and insurance (P=0.018) and between insurance and services (P=0.001).

In Table 5.12 (see appendix 6) also the test results indicate that there are significant
statistical differences between the four sectors in terms of “trying to find a common goal
that will allow two parties within an organization who are competing or in conflict both to
succeed”. These differences are identified between industrial and services sector
(P=0.001), between banking and services sector (P=0.008) and insurance and services
(P=0.018).

In terms of “seek coaching by colleagues or professionals when thinking about past
decisions that you have made”, Table 5.12 (see appendix 6) reflects that there are
significant statistical differences between industrial and services (P= 0.001) and no

significant statistical difference between the other sectors.

In terms of “try to take into account the real life implications when thinking about
decisions and actions you have made”, Table 5.12 (see appendix 6) shows that there are
significant statistical differences between industrial and banking (P= 0.010) and the

banking and services sector (P=0.004).

Finally, table 5.12 (see appendix 6) indicates that there are statistical differences between
the four sectors and these differences are identified between the industrial and insurance

sector (P=0.009) and between the insurance and services sector (P=0.002), which reflect
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that the item “seeks to frame problems from different perspectives” is used more by

industrial than insurance and used more by insurance than services sector.

5.5.2.2 Interview findings

The findings of the questionnaire showed that strategic thinking (i.e. reflecting thinking
skills) were applied by Jordanian publicly quoted companies from different sectors.
However, respondents were asked to explain the most important activities they apply or
focus on in practising strategic thinking (i.e. reflecting thinking skills) to solve problems
and anticipating the future of their companies and whether or not further focus was given
to particular activities which may be related to their nature of business. The interview
findings showed that companies from different sectors focus on particular activities to
practise strategic thinking (i.e. reflecting thinking skills) with respect to the nature of
business. An interview with a participant from a leading industrial company reflected that
reflecting thinking skills were always practised in his company. However, in practising
reframing thinking skills the participant stated that:

““....our focus is in reviewing past decisions to deal with new situations
which will improve our future actions as well as knowing why some
decisions succeed and some field by applying our knowledge,
information and experience together... Also, we are less focused in

solving problems depending on one point of view””.

For instance, another interviewee, a participant from a Jordanian industrial company
stated that:

Reflective thinking is practised in our company and mainly:

“....0ur focus is seeking help from colleagues regarding past
decisions which handled by one person then we apply knowledge,
experience, perceptions and analysis in any taken action to improve

our decisions and to secure our competitive advantages in the
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market.... Also, we are less focused on one perspective in solving

problems™.

5.5.3 The use of reframing thinking skills

5.5.3.1 Questionnaire findings

Table 5.13 presents the level of using reframing thinking skills through introducing nine

statements on a five point Likert scale. All respondents in Jordanian publicly quoted

companies were asked to state to what extent they frequently use or almost never use with

the given statements concerning the extent of practising the process of reframing thinking
skills.

The overall mean of this section regarding to the extent of using reframing thinking skills

is 3.292, which shows that reframing thinking skills are experienced and implemented in

Jordanian publicly quoted companies.

Table 5. 10: The use of reframing thinking skills (n=336 questionnaire)

The usage of reframing thinking skills Rank Mean* | STD. Dev.

1. Tryto create and evaluate a larger number of possible solutions 1 4.08 716
and perceptions when the problem is more complex.

2. Engage in discussions with those who hold a different world 4 3.82 881
view and different beliefs.

3. Examine a situation by using various viewpoints. 3 3.86 812

4. Try to use different points of views to map out different 2 3.90 762
strategies needed to the resolution of a problem.

5. Try to create a pre-conceived solution to a situation before it 8 258 1.125
has been clearly defined or understood.

6. Track trends by asking everyone around you what is changing 6 3.13 1.040
or what is new.

7. Examine a problem by using one viewpoint. 9 2.18 1999

8. Try to avoid engagement in discussions with critics especially 7 2.68 970
with those who make different assumptions about a situation.

9. Try first to examine the problem at its face value and create 5 3.4 990
plans to solve it before seeking other people’s opinions.

Overall mean Reframing thinking skills 3.2923 | 44154

* The mean is an average of scale 1= almost never to 5= frequently

Source: analysis of questionnaire data
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This finding are consistent with the findings of Pisapia et al. (2005) who proposed that
applying reframing thinking skills provides the advantage of multiple perspectives for a

company.

For further analysis, Spearman’s correlation was applied to evaluate the relationship
between the age of the company and the contribution to reframing thinking skills, and the
size of the company (number of company employees) and the contribution to reframing
thinking skills. This test was applied for each of the nine statements.

The findings of the correlation (table 5.14) (see appendix 6) indicate that there are
statistically significant relationships with four positive and one negative relationship
between the age of the company and the contribution to the use of reframing thinking
skills, namely, “engage in discussions with those who hold a different world view and
different beliefs” (correlation .183 at .01 level); “examine a situation by using various
viewpoints” (correlation .107 at .05 level); “try to use different points of views to map out
different strategies needed to the resolution of a problem” (correlation .111 at .05 level);
“try to avoid engagement in discussions with critics especially with those who make
different assumptions about a situation” (correlation .095 at level .05 level); and “try first
to examine the problem at its face value and create plans to solve it before seeking other
people’s opinions” (correlation -.090 at .05 level). On other hand, table 6.14 (see
appendix 6) reflects that there is no statistical relationship between the number of
employees (i.e. size of the company) and the contribution to the use of reframing thinking

skills in any statement.

For more analysis the Kruskal-Wallis test was implemented to determine if any
significant statistical differences existed between the four sectors regarding the most use
of reframing thinking skills. The results are presented in table 5.15 (see appendix 6) and
reveal that no significant statistical differences exist between the four sectors in some of
items in terms of the use of reframing thinking skills, namely, “try to create and evaluate
a larger number of possible solutions and perceptions when the problem is more
complex” (P=0.353), followed by “engage in discussions with those who hold a different
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world view and different beliefs” (P=0.394) and “examine a situation by using various
viewpoints” (P=0.645), then “try to use different points of views to map out different
strategies needed to the resolution of a problem” (P=0.292) and “track trends by asking
everyone around you what is changing or what is new” (P=0.451); finally, “try to avoid
engagement in discussions with critics especially with those who make different

assumptions about a situation” (P=0.518).

The results of this test, which are presented in table 5.15, (see appendix 6) reveal that
there are significant statistical differences between the four sectors; namely, “try to create
a pre-conceived solution to a situation before it has been clearly defined or understood”
(P=0.002), followed by “examine a problem by using one viewpoint” (P=0.000) and “try
first to examine the problem at its face value and create plans to solve it before seeking
other people’s opinions” (P=0.006). These findings cannot be generalized to all sectors;
so the researcher conducted Kruskal-Wallis test again to test two sectors each time to see
if any significant differences exist between the four sectors (industrial, banking,
insurance, services) regarding the use of reframing thinking skills in Jordanian publicly
quoted companies.

The results of this test as presented in table 5.16 (see appendix 6) indicate statistical
differences between the four sectors for three activities regarding the use of reframing
thinking skills. These differences were identified between the industrial and services
sector (P= 0.001), between the banking and services sector (P= 0.024), and between the
insurance and services sector (P= 0.006). These results reflect that the activity “try to
create a pre-conceived solution to a situation before it has been defined clearly or
understood” is applied by industrial sector more than services sector, banking more than
the services sector and insurance more than the services sector because the P-values are
less than 5%. In terms of “examine a problem by using one viewpoint”, Table 5.16 (see
appendix 6) reveals that there are statistical differences identified between the industrial
and insurance sector (P= 0.031), between the industrial and services sector (P= 0.000)
and between the banking and services sector (P= 0.030). Finally, the test reveals that

there are statistical differences between the industrial and services sector (P= 0.001),
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between the banking services sector (P= 0.030) and between the insurance and services
(P=0.034) which reflect that “try first to examine the problem at its face value and create
plans to solve it before seeking other people’s opinions” is used by the services sector

more than the industrial, banking and insurance sectors.

5.5.3.2 Interview findings

The findings of the questionnaire analysis show that Jordanian publicly quoted companies
are concerned with the use of reframing thinking skills. The findings of interviews
supported the questionnaire findings and showed that there were different skills (i.e.
reframing thinking skills) which have been used in these companies across the four
sectors. These companies used different viewpoints to solve difficult problems and
sharing discussions with professionals who have different assumptions and beliefs about
solving complex problems. Moreover, these companies are more concerned to understand

the problem clearly before creating a pre-conceived solution to it.

For instance, an interview with a financial manager from a leading industrial company in

Jordan mentioned that:

“.... A number of activities have been used in our company to solve a
problem or a situation. These include: continuous listening to
everyone about what happen in the situation before carrying out any
decision; understanding complicated and unfamiliar problems from
different insights and developing alternatives and ideas concerning the

needs of our company”.
Also, another interview with a participant from a services company in Jordan stated that:

“....The company focuses on obtaining information and ideas from
different sources externally and internally to solve a problem or a
situation. These include: obtaining information from different

management levels within our company; seeking information from
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everyone around us about what changes has happened in the company
context; use of different perspectives to map out strategies by engaging

in discussion with those who have different beliefs™.

5.5.4 The use of systems thinking skills

5.5.4.1 Questionnaire findings

Table 5.17 presents the result of the measuring systems thinking skills factor. The
researcher measured this factor with twelve questions by using a five point Likert scale.
In this section the respondents were asked to declare to what degree they almost never use
or frequently use systems thinking skills with the given items concerning the level of

practising systems thinking skills in their companies.

Table 5. 11: The use of systems thinking skills (n=336 questionnaire)

The usage of systems thinking skills Rank Mean* STD.
Dev.
1. Find that in most cases external environmental changes 7 3.82 820
require changes internally.
2. Try to think about how different parts of the company 9 3.78 849
influence the way things are done.
3. Concentrate on developing the capabilities of company 6 3.83 874
employees to solve the problem when they are faced with a
problem needing resolution.
4. Search to identify external environmental forces that affect 3 4.00 797
your work.
5. Try to focus on breaking the problem into parts before 2 4.01 827
defining it.
6. Search for specific feedback on your company’s 5 3.87 787
performance.
7. Seek to extract patterns or rules from the available 10 3.67 .800
information.
8. Focus on searching for the cause before taking any action. 1 414 802
9. Seek to understand how the individuals in the situation are 11 3.54 917
interrelated to each other.
10. Try to take into account how change occurs through the 8 3.81 773
influence of environmental factors.
11. Look to take action before seeking the cause. 12 2.62 1.219
12. Try to look for changes in the company’s structure that lead 4 3.92 680
to significant enduring improvements.
Systems thinking skills 3.7500 | .44772

* The mean is an average of scale 1= almost never to 5= frequently
Source: analysis of questionnaire data
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Table 5.17 indicates that the overall mean of the statements regarding the extent of using
systems thinking skills is 3.75, which shows that systems thinking are implemented in

Jordanian publicly quoted companies.

For further analysis Spearman’s correlation was applied to evaluate the relationships
between the age of the company and the contribution to systems thinking skills, and the
size of the company (employee’s number of the company) and the contribution to systems
thinking skills. The test was conducted for each of the twelve skills.

Table 5.18 (see appendix 6) indicates that the relationships between the age of the
company and the use of systems thinking skills is statistically significant with five skills,
namely, “try to think about how different parts of the company influence the way things
are done” (correlation .138 at .01 level), “search for specific feedback on your company’s
performance” (correlation .116 at .05 level), “seek to extract patterns or rules from the
available information” (correlation .116 at .01 level), “seek to understand how the
individuals in the situation are interrelated to each other” (correlation .110 at .05 level),

“look to take action before seeking the cause” (correlation .094 at .05 level).

On the other hand, table 5.18 (see appendix 6) shows that the employee number (size of
the company) and the contribution to systems thinking skills is statistically significant
only for two activities; namely, “search for specific feedback on your company’s
performance” (correlation .156 at .01 level), and “seek to extract patterns or rules from

the available information” (correlation .147 at .01 level).

A Kruskal-Wallis test was conducted to determine any if significant differences exist
between the four sectors (industrial, banking, insurance, services) regarding the use of
systems thinking skills activities. The test was conducted for each of the twelve activities.
The results of this test, as presented in Table 5.19, (see appendix 6) indicate that no
significant statistical differences existed between the four sectors for three activities
regarding the use of systems thinking skills, namely, “find that in most cases external
environmental changes require changes internally” (P= 0.776), “concentrate on

developing the capabilities of company employees to solve a problem needing resolution
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(P= 0.063) and “try to take into account how change occurs through the influence of

environmental factors” (P=0.459).

On the other hand, the findings of this test indicate that there are significant statistical
differences between the four sectors in nine activities regarding the use of systems
thinking skills, namely, “try to think about how different parts of the company influence
the way things are done” (P= 0.000), “search to identify external environmental forces
that affect your work” (P=0.000), “try to focus on breaking the problem into parts before
defining it” (P= 0.000), “search for specific feedback on your company’s performance”
(P=0.035), “seek to extract patterns or rules from the available information” (P= 0.000),
“focus on searching for the cause before taking any action” (P= 0.000), “seek to
understand how the individuals in the situation are interrelated to each other” (P= 0.000),
“look to take action before seeking the cause” (P= 0.000) and finally “try to take into

account how change occurs through the influence of environmental factors” (P=0.029).

A Kruskal-Wallis test was applied to test two sectors each time to determine the statistical
differences which exist between the four sectors as presented in Table 5.20 (see appendix
6) because the results in Table 5.19 cannot be generalized as to which sector uses systems

thinking skills more.

The result of this test as presented in Table 5.20 (see appendix 6) indicate that there are
significant differences and differences are identified between the industrial and banking
sectors (P= 0.000), between the banking and insurance sector (P= 0.001), and between
the banking and services sectors (P=0.000). These findings reflect that the activity “try to
think about how different parts of the company influence the way things are done” is used
by the industrial more than the banking sector, banking more than insurance and banking

more than services because the results of the P-Values are less than 5%.

In terms of “search to identify external environmental forces that affect your work”, the

findings in table 5.20 (see appendix 6) indicate that statistical differences exist between
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the four sectors, between the industrial and insurance sector (P= 0.001) and between the

industrial and services sector (P= 0.000).

In terms of “try to focus on breaking the problem into parts before defining it” the
findings in table 5.20 reveal that there are significant statistical differences between the
industrial and insurance sectors (P= 0.040) and between the industrial and services
sectors (P=0.000).

In table 5.20 (see appendix 6) the results of the Kruskal-Wallis test indicate that there are
significant statistical differences between the four sectors regarding “search for specific
feedback on companies’ performance”. These differences existed between the banking
and service sectors (P=0.024) and the insurance and services sector (P=0.025).

In table 5.20 (see appendix 6) the results of the Kruskal-Wallis test indicate that there are
statistical differences between sectors in terms of “seek to extract patterns or rules from
the available information”. These differences exist between the industrial and banking
sectors (P= 0.011), between the industrial and insurance sectors (P= 0.018), between the
industrial and services sectors (P= 0.025), between the banking and services sectors (P=

0.000) and between the insurance and services sectors (P= 0.000).

In term of “focus on searching for the cause before taking any action”, table 5.20 (see
appendix 6) indicates that there are significant statistical differences between the
industrial and banking sector (P= 0.009), between the industrial and insurance sectors (P=
0.001) and between the industrial and services sectors (P=0.000).

Moreover, table 5.20 (see appendix 6) reveals that there are statistical differences
between the industrial and services sectors (P= 0.000), between the banking and services
sectors (P= 0.000), and between the insurance and services sectors (P= 0.000) which
reflect that the activity “seek to understand how the individuals in the situation are

interrelated to each other” is used by industrial more than services sector, used by the
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banking sector more than the services sector and by the insurance sector more than the

services sector because the P-Values are less than 5%.

Table 5.20 (see appendix 6) also shows that there are statistical differences between the
industrial and banking sectors (P= 0.010), between the industrial and insurance sectors
(P=0.000) and between the industrial and services sectors (P= 0.000) which reflect that
the activity “look to take action before seeking the cause” is used by the industrial more
than the banking sector, the insurance and services sectors because the P-Values are less
than 5%.

Table 5.20 (see appendix 6) also indicates that there are statistical differences between the
four sectors and these differences are identified between the industrial and banking
sectors (P= 0.024) and between the banking and services sectors (P= 0.007) which mean
that the activity “try to look for changes in the company’s structure that lead to significant
enduring improvements” in the industrial rather than the banking sector and banking

more than the services sector.

5.5.4.2 Interview findings

Interviews were undertaken with eight participant companies from different sectors to
clarify and confirm the twelve statements of practising systems thinking skills that have
been mentioned in the questionnaire findings (see table 5.21). These interviews were
carried out by asking eight managers in eight different sectors to explain the most
important statements used in practising systems thinking skills. The result of the
interviews shows that all systems thinking skills statements were discussed by all eight

participants.

Through the semi-structured interviews it is shown that the participants from different
sectors indicated that the use of systems thinking skills varied in different statements; for
instance, “search to identify external environmental forces that affect your work” as

reported in table 5.21, heading the list, was reported by eight interviewees (100%),
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followed by “focus on searching for the cause before taking any action” and “try to take
into account how change occurs through the influence of environmental factors”; each

was reported by seven interviewees (87.50%).

Table 5. 12: Use of systems thinking skills by number of mentions

Use of systems thinking skills Valid No.= 8 interviews
No. %
mentioned

1. Find that in most cases external environmental changes require 5 62.50
changes internally.

2. Try to think about how different parts of the company 4 50.00
influence the way things are done.

3. Concentrate on developing the capabilities of company 6 75.00

employees to solve the problem when they are faced with a
problem needing resolution.

4. Search to identify external environmental forces that affect 8 100.00
your work.
5. Try to focus on breaking the problem into parts before defining 4 50.00

it.
6. Search for specific feedback on your company’s performance. 6 75.00
7. Seek to extract patterns or rules from the available information. 4 50.00
7
3

8. Focus on searching for the cause before taking any action. 87.50
9. Seek to understand how the individuals in the situation are 37.50
interrelated to each other.

10. Try to take into account how change occurs through the 7 87.50
influence of environmental factors.

11. Look to take action before seeking the cause. 1 12.50
12. Try to look for changes in the company’s structure that lead 6 75.00

to significant enduring improvements.
Source: Analysis of data obtained from interviews

5.5.5 The organic structure of the company

5.5.5.1 Questionnaire findings

In this section the respondents were asked, on a scale ranked from 1= almost never use to
5= frequently use, to indicate how significant they saw the contribution of an organic
structure in their companies as a contributory factor to the practice of strategic thinking.
Table 5.22 indicates that the means for all items of organic structure factor are more than

three, which reflect the high contribution of each item to the strategic thinking process.
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Table 5. 13: The organic structure of the company (n=336 questionnaire)

The organic structure of the company Rank | Mean* | STD.
Dev.
1. Motivates interaction and communication and 1 3.96 882
encourages the generation of new ideas.
2. Develops a collaborative structure which leads to the free 4 3.83 832
exchange of ideas within the company.
3. Fosters ongoing strategic dialogue among top team 6 3.67 .889
through applying a reward and compensation system.
4. Taking into account the operational and strategic 4 3.83 852
necessities for designing a convenient structure for the
company.
5. Develop shared beliefs and visions about the goals 5 3.68 883
and values of the company with others.
6. Consider the development of a structure supportive of 2 3.94 887
change and development for the company.
7. The ability to make rapid responses to the company’s 3 3.87 913
competitors and to changes in market demand.
Organic structure 3.8236 | .5865
0

* The mean is an average of scale 1= almost never use to 5= frequently use
Source: analysis of questionnaire data

Spearman’s correlation was applied to evaluate the relationship between the age of the
company and the application of organic structure and employee numbers (size of the
company) and application of an organic structure. This test was applied for each of the
seven statements regarding the application of an organic structure of the company. Table
5.23 (see appendix 6) reveals that the relationship between age of company and the
application of an organic structure is statistically significant for four activities; namely,
“motivates interaction and communication and encourages the generation of new ideas”
(correlation .219 at .01 level), “develops a collaborative structure which leads to the free
exchange of ideas within the company” (correlation .194 at .01 level), “fosters ongoing
strategic dialogue among the top team through applying a reward and compensation
system” (correlation .125 at .05 level) and “develop shared beliefs and visions about the
goals and values of the company with others” (correlation .100 at .05 level).

Table 5.23 (see appendix 6) reveals that there is no statistically significant relationship
between employee numbers (i.e. size of the company) and the application of an organic
structure in the company.
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The Kruskal-Wallis test was applied to examine whether or not there were significant
statistical differences between the four sectors regarding the use of organic structure
activities in Jordanian publicly quoted companies. The test was performed for each of
seven activities. The results, as presented in Table 5.24, (see appendix 6) indicate that no
significant differences exist between the four sectors in term of the use of organic
structure activities except for three activities; namely “motivates interaction and
communication and encourages the generation of new ideas” (Chi-Square= 14.29, P=
0.003), “develops a collaborative structure which leads to the free exchange of ideas
within the company” (Chi-Square= 11.151, P= 0.011) and “fosters ongoing strategic
dialogue among the top team through applying a reward and compensation system” (Chi-
Square= 8.290, P= 0.040).

These findings cannot be generalized to all sectors, so the Mann-Whitney test was used to
determine if any significant differences exist between the four sectors regarding the
application of organic structure activities and to examine the sectors which apply the

activity of an organic structure.

Table 5.25 shows that significant statistical differences exist between the industrial and
banking sectors (P= .001), between the banking and insurance sectors (P= .014) and
between the banking and services sectors (P= .005). These findings reveal that these
sectors apply the activity of organic structure (i.e. motivates interaction and
communication and encourages the generation of new ideas) because the P-values for the

three activities are less than 5%.

The results of a Mann-Whitney test (Table 5.25) show that there are statistically
significant differences between the four sectors in term of developing a collaborative
structure which leads to the free exchange of ideas within the company. These differences
exist between the industrial and banking sectors (P= .024), between the industrial and
insurance sectors (P= .018) and between the industrial and services sectors (P= .005).
These findings reflect the fact that the industrial sector implements this activity more than
the other sectors (i.e. banking, insurance, services).
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Table 5.25 shows that only one statistically significant difference exists between the

banking and insurance sectors (P= .009) which means that the activity “fosters ongoing

strategic dialogue among top teams through applying a reward and compensation system”

is used more by the banking than the services sector.

Table 5. 14: Mann-Whitney test company sector vs. implementation of organic structure

Organic structure Between groups Mann- Wilcoxon VA Asymp.

Whitney W Sig. (2-

U tailed)
1. Motivates interaction and | Industrial & Banking 1070.000 7973.000 | -3.468 .001
communication and | Industrial & Insurance 3105.500 | 10008.500 | -1.323 .186
encourages the generation of | Industrial & services 6549.500 | 13452500 | -1.915 .056
new ideas. Banking & Insurance 632.500 2462.500 | -2.451 .014
Banking & services 1347.000 9732.000 | -2.826 .005
Insurance & services 3812.500 5642.500 -.178 .858
2. Develops a collaborative | Industrial & Banking 1325.000 8228.000 | -2.249 .024
structure which leads to the | Industrial & Insurance 2800.000 9703.000 | -2.356 .018
free exchange of ideas within | Industrial & services 6072.500 | 12975.500 | -2.839 .005
the company. Banking & Insurance 882.500 2712.500 -.164 .870
Banking & services 1882.500 | 10267.500 | -.252 .801
Insurance & services 3836.500 | 12221.500 -.103 918
3. Fosters ongoing strategic | Industrial & Banking 1460.500 8363.500 | -1.500 134
dialogue among top teams | Industrial & Insurance 3284.500 5114.500 -.738 460
through applying a reward | Industrial & services 6537.000 | 14922.000 | -1.927 .054
and compensation system. Banking & Insurance 709.000 2539.000 1.712 .087
Banking & services 1373.000 9758.000 | -2.623 .009
Insurance & services 3640.000 | 12025.000 -.697 486

Source: analysis of questionnaire data

5.5.5.2 Interview findings

The findings of the questionnaire reflected that the respondent companies agreed with all

items regarding the application of an organic structure in Jordanian publicly quoted

companies. However, participants from eight different companies were asked to explain

the most applied activities which reflect the use of an organic structure in their

companies. The results of the qualitative findings showed that all activities of an organic

structure were discussed by all participants from different sectors, but no participant

mentioned all seven activities regarding the application of an organic structure together as

presented in table 5.26. For instance, some of the participants mentioned six activities out

of seven and some four out of seven activities.
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Table 5. 15: Interview findings regarding the activities organic structure

Applied activities Valid No.= 8 interviews
No. %

mentioned

1. Motivates interaction and communication and encourages the 5 62.50

generation of new ideas.

2. Develops a collaborative structure which leads to the free 4 50.00

exchange of ideas within the company.

3. Fosters ongoing strategic dialogue among top team through 2 25.00

applying a reward and compensation system.

4. Taking into account the operational and strategic necessities for 3 37.50

designing a convenient structure for the company.

5. Develop shared beliefs and visions about the goals and values of 3 37.50

the company with others.

6. Consider the development of a structure supportive of change 6 75.00

and development for the company.

7. The ability to make rapid responses to the company’s 5 62.50

competitors and to changes in market demand.

Source: Analysis of data obtained from interviews

5.5.6 The use of environmental analysis

5.5.6.1 Questionnaire findings

In this section the participant companies were asked, on a five point scale ranging from
1= not important to 5= extremely important to indicate how important or significant the
statements related to the process of environmental analysis were to their companies.
Table 5.27 indicates that the means for all environmental analysis statements are above
three which indicates a high contribution of the use of environmental analysis.

187



Table 5. 16: The use of environmental analysis (n=336 questionnaire)

Environmental analysis Rank | Mean* STD.
Dev.
1. The consideration of company strengths and opportunities. 1 4.26 756
2. Recognition of internal and external analysis of industry. 3 3.95 820
3. Ability to understand the dynamics of the external and 4 3.81 858
internal environments.
4. ldentification of the strategic issues of the company. 2 3.99 857
5. Understanding of ambiguities and complexities for the 5 3.77 856
interpretation and evaluation of events.
Use of environmental analysis 3.9577 | .66933

* The mean is an average of scale 1= not important to 5= extremely important
Source: analysis of questionnaire data

Moreover, as presented in table 5.28, (see appendix 6) Spearman’s correlation was
applied to assess the relationships between the age of the company and employee
numbers (size of the company) and the use of activities of environmental analysis. The
results of this test indicate that there are significant relationships between the age of the
company and three activities regarding the use of environmental analysis; namely,
“recognition of internal and external analysis of industry” (correlation .110 at .05 level),
“ability to understand the dynamics of the external and internal environments”
(correlation .170 at .01 level) and “understanding of ambiguities and complexities for the

interpretation and evaluation of events” (correlation .114 at .05 level).

The results of the correlation test in table 5.28 (see appendix 6) indicate only one
significant relationship between the size of the company and the activities of
environmental analysis; namely, “understanding of ambiguities and complexities for the

interpretation and evaluation of events” (correlation .153 at .01 level).

The Kruskal-Wallis test was also performed to determine whether or not any statistically
significant differences exist between company sectors and the use of environmental
analysis (i.e. participants). The test was performed for each of the five activities. The

result of this test shown in table 5.29 indicates statistically significant differences exist
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between the four sectors (industrial, banking, insurance and services) regarding the use of
environmental analysis activities. Regarding the findings of the Kruskal-Wallis test, the
researcher cannot generalize these results to the four sectors so in order to examine the
exact use of environmental analysis in the four sectors; the researcher used the Mann-

Whitney test for testing two sectors at a time.

Table 5. 17: Kruskal-Wallis test: Environmental analysis by company sector

Environmental analysis Chi-Square df Asymp. Sig.
1. The consideration of company strengths and 18.243 3 0.000
opportunities.

2. Recognition of internal and external analysis of 13.726 3 0.003
industry.

3. Ability to understand the dynamics of the external and 7.828 3 0.050
internal environments.

4. ldentification of the strategic issues of the company. 11.590 3 0.009

5. Understanding of ambiguities and complexities for 8.086 3 0.044
the interpretation and evaluation of events.

Source: analysis of questionnaire data

Table 5.30 (see appendix 6) shows that there are significantly statistical differences
identified in the first activity between the industrial and banking sectors (P= .012),
between the industrial and insurance sectors (P=.010) and between the industrial and
service sectors (P=.000). This result reflects that the first activity is used by the industrial

sector more than the banking, insurance and services sector.

Table 5.30 (see appendix 6) indicates that significantly statistical differences exist
between the industrial and insurance sectors (P= .040) and between the industrial and
services sectors (P=.000). This means that this activity regarding the use of
environmental analysis is used more by the industrial sector than the banking and services

sectors.

Table 5.30 (see appendix 6) shows that statistically significant differences exist between
the industrial and banking sectors (P= .044) and between the industrial and services
sectors (P=.018). This result means that the industrial sector uses this activity more than
the banking and services sectors.
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In addition, table 5.30 (see appendix 6) indicates that there are significant statistical
differences in the fourth activity regarding the use of environmental analysis between the
industrial and insurance sectors (P= .033) and between the industrial and service sectors
(P=.001). This means that there are significant differences between the four sectors (i.e.

this activity is used by the industrial sector more than the insurance and services sector).

Finally, by using the Mann-Whitney test, significant differences was identified between
the industrial and banking sectors (P=.008) and between the banking and services sectors
(P= .020). This means that this activity is used by the banking sector more than the

industrial and services sectors.

5.5.6.2 Interview findings

The findings of the questionnaire showed that there is a major contribution in the
companies concerned with the practice of environmental analysis as a part of the practice
of strategic thinking. The findings of the interviews supported the quantitative findings
and showed that the companies concerned with the process of environmental analysis for
the benefit of their companies by asking the respondents whether or not any further
attention was given to particular activities to practise environmental analysis. The
interview findings showed that the companies used different activities to analyse their
companies’ environment with respect to the business sector. For instance, in giving more
importance to the use of SWOT analysis to study different factors internally and
externally to influence their performance now and in the future based on the information
they get out from the process of SWOT analysis to implement capable strategies which fit

with any possible threats to their companies.

For instance, in interview an executive manager from a leading national bank in Jordan
stated that:

. Environmental analysis is practised in our bank. However, it
focuses mainly on using SWOT analysis on a continuous basis to

understand the dynamics of the internal and external environment to
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achieve competitive advantage which lead to stay and grow in the
market by responding to all types and sources of foreign and domestic
competition because of the stronger competition we face domestically
and from foreign banks operating in the Jordanian market. More focus
on applying new methods regarding the use of new information
technology and upgrading the skills of our bank staff and management
as well as mastering new strategies and techniques used in risk

management and competition”.

5.5.7 Applying intelligent opportunism

5.5.7.1 Questionnaire findings

Table 5.31 presents the results of the questions regarding the application of intelligent
opportunism. In this regard the participants in Jordanian companies were asked, on a five
point scale ranging from 1= not important to 5= extremely important, to rate the use of
applications which relate to the process of intelligent opportunism in their companies as a

part of the practice of the process of strategic thinking.

Table 5. 18: The application of intelligent opportunism (n=336 questionnaire)

Intelligent opportunism Rank | Mean* STD.
Dev.
1. Find out new competitive areas. 2 4.16 .849
2. Awareness of participation of middle managers. 5 3.87 .983
3. Awareness about company strengths and weaknesses. 1 4.24 .845
4. Consciousness about the main strategic problems of the 3 4.14 .786
company.
5. Considering the input of strategies from lower level 6 3.54 1.045
management suitable for a changing environment.
6. ldentifying alternative strategies from people who are more 4 4.01 .970
innovative and more creative.
Overall mean of Intelligent opportunism 3.9936 .70889

* The mean is an average of scale 1= almost never use to 5= frequently use
Source: analysis of questionnaire data
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To sum up this part of the questionnaire the findings regarding the applications of
intelligent opportunism by the participants companies showed positive implementation of

the intelligent opportunism in publicly quoted companies within the Jordanian context.

To examine whether or not there is an association between the uses of intelligent
opportunism in term of the activity to find out new competitive areas and the age of the
company, a chi-square was performed. However, since there are 13 cells (43.3%) which
have an expected count less than 5, Fisher’s Exact test was conducted (see table 5.32).
The test reveals that there is no statistically significant association between the activity of
intelligent opportunism and the age of the company, because Fisher’s Exact test value
within 20 degrees of freedom = 27.567, P= .053 which means that no significant
difference exists between the six categories of age in terms of the use of intelligent
opportunism regarding the activity to find out new competitive areas and the age of the

company.

Table 5. 19: Chi-square test: use of intelligent opportunism by age (n=336)

Value df Asymp. Sig. Exact Sig. | Exact Sig. (1-

(2-sided) (2-sided) sided)
Pearson Chi-Square 33.098(a) 20 .033 .034
Likelihood Ratio 34.764 20 .021 .024
Fisher's Exact Test 27.567 .053
Linear-by-Linear 10.290 1 .001 .002 .001
Association
N of Valid Cases 336

a. 13 cells (43.3%) have expected count less than 5. The minimum expected count is .21.
c. The standardized statistic is 3.208.
Source: analysis of questionnaire data

In order to test whether or not there are statistically significant differences between the
use of intelligent opportunism in term of awareness of the participation of middle
managers and the age of the company, a chi-square test was performed. However, since
there are 10 cells which have an expected count of less than 5, Fisher’s Exact test was
conducted. The results (table 5.33) show that no statistically significant differences exist
between the use of intelligent opportunism regarding the activity of awareness of
participation of middle managers and the age of the company, because the Fisher’s exact
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test value is within 20 degree of freedom = 27.133, P= .078 which reflects that no
statistically significant differences exist between the six categories of age and the use of

intelligent opportunism activity.

Table 5. 20: Chi-square test: use of intelligent opportunism by age (n=336)

Value df Asymp. Sig. Exact Sig. Exact Sig.

(2-sided) (2-sided) (1-sided)
Pearson Chi-Square 30.856° 20 .057 .055
Likelihood Ratio 29.738 20 074 .089
Fisher's Exact Test 27.133 .078
Linear-by-Linear 13.048 1 .000 .000 .000
Association
N of Valid Cases 336

a. 10 cells (33.3%) have expected count less than 5. The minimum expected countis  .29.
b. The standardized statistic is 3.612.
Source: analysis of questionnaire data

In the same context, and in order to test whether or not there is a statistically significant
association between the use of intelligent opportunism activity regarding the awareness of
company strengths and weaknesses and the age of the company, a chi-square test was
conducted. However, since there were 14 cells which have an expected count of less than
5; Fisher’s exact test was performed instead. The results (table 5.34) indicate that there is
no statistically significant association between the activity of the use of intelligent
opportunism (i.e. awareness about company strengths and weaknesses) and age (Fisher’s
Exact value with 20 degree of freedom= 24.750, P=.112, 2- sided), which reflect that no
statistically significant differences exist between the six categories of age in term of the

use of intelligent opportunism activity.
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Table 5. 21: Chi-square test: use of intelligent opportunism by age (n=336)

Value df Asymp. Sig. | Exact Sig. Exact Sig.
(2-sided) (2-sided) (1-sided)

Pearson Chi-Square 31.397° 20 .050 .050
Likelihood Ratio 32.473 20 .039 .051
Fisher's Exact Test 24.750 112
Linear-by-Linear 3.010 1 .083 .087 .043
Association
N of Valid Cases 336

a. 14 cells (46.7%) have expected count less than 5. The minimum expected count is .29.

b. The standardized statistic is 1.735.
Source: analysis of questionnaire data

Moreover, to identify whether or not there are statistically significant differences between

the use of intelligent opportunism regarding the activity of consciousness about the main

strategic problems of the company and the age of the company, a chi-square test was

performed. However, since there were seven cells (29.2%) having an expected count

value less than 5, Fisher’s exact test was applied. The result of Fisher’s exact test (table

5.35) shows statistically significant differences between the activity of intelligent

opportunism and age (Fisher’s Exact test value= 31.126, P= .004, 2-sided) (i.e.

statistically significant differences exist between the six categories of age and the use of

intelligent opportunism activity.

Table 5. 22: Chi-square test: use of intelligent opportunism by age (n=336)

Value df Asymp. Sig. | Exact Sig. Exact Sig.
(2-sided) (2-sided) (1-sided)

Pearson Chi-Square 35.965% 15 | .002 .002
Likelihood Ratio 39.552 15 .001 .000
Fisher's Exact Test 31.126 .004
Linear-by-Linear 6.441 1 011 012 .005
Association
N of Valid Cases 336

a. 7 cells (29.2%) have expected count less than 5. The minimum expected count is .86.

b. The standardized statistic is 2.538.
Source: analysis of questionnaire data

In order to examine why there were statistically significant differences between the use of

intelligent activity and the age of the company, table 5.36 reveals that there are large
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differences between the actual count and the expected count in some of the cells. These
large differences between the actual and expected count may explain why there was an

association between the activity of intelligent opportunism and age.

Table 5. 23: Chi-square test: use of intelligent opportunism by age (n=336)

Company Age Total

<10 10-19 | 20-29 | 30-39 | 40-49 | >=50

Slightly Count 0 6 6 0 0 0 12
important Expected Count 1.3 3.6 2.0 2.6 9 1.6 12.0
Moderately  Count 7 22 7 6 1 4 47

important Expected Count 5.0 143 | 8.0 10.1 34 6.3 47.0

Very Count 16 40 31 31 16 24 158
important Expected Count 16.9 48.0 | 26.8 | 33.9 113 | 21.2 158.0

Extremely Count 13 34 13 35 7 17 119
important Expected Count 12.8 36.1 | 20.2 | 255 8.5 15.9 119.0

Total Count 36 102 57 72 24 45 336
Expected Count 36.0 102.0 | 57.0 72.0 240 | 450 336.0

Source: analysis of questionnaire data

In order to identify whether or not there is an association between the use of intelligent
opportunism in terms of considering the input of strategies from lower level management
suitable for a changing environment and the age of the company, a chi-square test was
applied. However, since there were eight cells which have an expected count less than 5,
Fisher’s exact test was performed. The results in table 5.37 indicate that there are
statistically significant differences between the activity considering the input of strategies
from lower level management suitable for a changing environment regarding the use of
intelligent opportunism and age (Fisher’s Exact value= 45.642, P= .000, 2-sided). This

means that there is relationship between the use intelligent opportunism activity and the
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age of the company (i.e. significant differences exist between the six categories of

company age in terms of the use of intelligent opportunism activity).

Table 5. 24: Chi-square test: use of intelligent opportunism by age (n=336)

Value df Asymp. Sig. | Exact Sig. Exact Sig.
(2-sided) (2-sided) (1-sided)

Pearson Chi-Square 49.480° 20 .000 .000
Likelihood Ratio 49.476 20 | .000 .000
Fisher's Exact Test 45.642 .000
Linear-by-Linear 6.380 1 .012 012 .006
Association
N of Valid Cases 336

a. 8cells (26.7%) have expected count less than 5. The minimum expected count is .86.
b. The standardized statistic is 2.526.
Source: analysis of questionnaire data

Table 5.38 shows that there are large differences between the actual count and expected

count which may explain why there was an association between the use of intelligent

opportunism activity and age (i.e. in the first category of age <10 years, there were large

differences between the actual count and the expected count).
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Table 5. 25: Chi-square test: use of intelligent opportunism by age (n=336)

Company age Total
<10 10-19 20-29 30-39 40-49 | >=50

Not important

Count 2 2 5 1 0 2 12
Expected Count | 1.3 3.6 2.0 2.6 9 1.6 12.0
Slightly important
Count 12 22 4 6 2 2 48
Expected Count | 5.1 14.6 8.1 10.3 34 6.4 48.0
Moderately important 6 24 19 10 9 13 81
Count 8.7 24.6 13.7 17.4 5.8 10.8 81.0
Expected Count
Very important 12 36 16 41 12 21 138
Count 14.8 | 419 23.4 29.6 9.9 18.5 138.0

Expected Count

Extremely important

Count 4 18 13 14 1 7 57

Expected Count | 6.1 17.3 9.7 12.2 41 7.6 57.0
Total 36 102 57 72 24 45 336

Count 36.0 | 102.0 57.0 72.0 24.0 45.0 336.0

Expected Count
Source: analysis of questionnaire data

The Chi-square test was used to identify whether or not there is an association between
the use of intelligent opportunism in terms of the activity of identifying alternative
strategies from people who are more innovative and more creative and the age of the
company. However, since the result in table 6.39 includes 6 cells which have an expected
count of less than 5, Fisher’s Exact test indicates that there is no statistically significant
association (Fisher’s Exact value= 26.18, P=.101, 2-sided). This means that there is no
statistically significant association between the use of intelligent opportunism activity and

the six categories of age of the companies.
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Table 5. 26: Chi-square test: use of intelligent opportunism by age (n=336)

Value df Asymp. Sig. Exact Sig. Exact Sig.
(2-sided) (2-sided) (1-sided)

Pearson Chi-Square 29.279% 20 .082 .084
Likelihood Ratio 34.256 20 .024 .041
Fisher's Exact Test 26.180 101
Linear-by-Linear 2.492 1 114 120 .061
Association
N of Valid Cases 336

a. 12 cells (40.0%) have expected count less than 5. The minimum expected a. count is .57.
b. The standardized statistic is 1.578.
Source: analysis of questionnaire data

A Chi-square was conducted to examine whether or not there is an association between

the use of intelligent opportunism activities and employee numbers (size of the

company). The test was used for each of the six activities of intelligent opportunism. The

result shows that the chi-square tests indicate no statistically significant association

between intelligent opportunism and employee numbers (size of the company) (see table

5.40). However, since all cells of the chi-square test have an expected count of less than

5, Fisher’s exact test was performed. Fisher’s exact test shows that no statistically

significant association exists between the use of intelligent opportunism activities and

the seven categories of employee numbers.
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Table 5. 27: Chi-square test: use of intelligent opportunism by employee number (size
of company) (n=336)

Intelligent  opportunism Chi- Asymp. Number Fisher's Exact Sig.

activities Square Sig. (2- of cells Exact Test (2-sided)
Values sided)

1. Find out new competitive 27.558 279 23 26.703 .259

areas.

2. Awareness of 21.700 597 21 22.801 476

participation of middle

managers.

3. Awareness about 34.543 .075 23 32.735 .056

company strengths and

weaknesses.

4. Consciousness about the 14.956 .665 16 12.315 793

main strategic problems of
the company.

5. Considering the input of | 28.362 .245 20 27.308 .180
strategies from lower level
management suitable for a
changing environment.

6. ldentifying alternative 23.587 485 21 23.019 406
strategies from people who
are more innovative and
more creative.

Source: analysis of questionnaire data

A Kruskal-Wallis test was conducted to identify whether or not any statistically
significant differences exist between the four company sectors regarding the use of
intelligent opportunism activities. The test was performed for each of the six activities.
The results of this test is shown in table 6.41(see appendix 6) which indicates that
statistically significant differences exist between the four sectors (industrial, banking,
insurance, services) in three activities; namely, “awareness of participation of middle
managers” (Chi-Square value= 9.018, P=.029), “awareness about company strengths and
weaknesses” (Chi-Square value= 9.124, P= .028) and “identifying alternative strategies
from people who are more innovative and more creative” (Chi-Square value= 11.537, P=
.009).

The findings of the Kruskal-Wallis test cannot be generalized to the four sectors and in
order to examine the exact use of intelligent opportunism the Mann-Whitney test was

used, testing two sectors each time for the three significant activities to identify if any
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significant differences exist between the four sectors regarding the use of intelligent

opportunism activities.

The results of the Mann-Whitney test (table 5.42) (see appendix 6) indicate that there are
statistically significant differences between the four sectors in three activities. These
differences are identified between the industrial and banking sectors (P=.002), between
the banking and insurance sectors (P=.019) and between the banking and services sectors
(P=.017). These results reflect that the fact the second item is used by the banking sector
more than the industrial, insurance and services sectors. Furthermore, the test result
shows that significantly statistical differences exist between sectors in activity three,
between the industrial and services sectors (P= .036) and between the insurance and
service sectors (P= .014). The result of this activity reveals that it is used by the
industrial, insurance and services sectors. Finally, table 5.42 (see appendix 6) shows that
one significant difference exists between two sectors for activity number 6. For activity
number 6 the significant difference exists between the industrial and services sector (P=
.001) and this means that this activity is used by the industrial sector more than the

services sector.

5.5.7.2 Interview findings

The participants were asked whether or not any further attention was given to particular
activities to practise intelligent opportunism in order to benefit from ideas and

opportunities that may be related to the nature of their business.

The interview findings showed that the participants from different sectors concentrate on
particular activities regarding the use of intelligent opportunism related to the nature of
the sector. An interview with a leading insurance company revealed that their company
concentrates on inputting their strategies from creative employees from different

management level within the company.

The participant stated that;
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“.... There is a free of exchange of information between the three levels
of management  because of the exchanging environment to create
innovative strategies that may be more suitable to their company which

aims to reduce the uncertainty regarding the changing environment™.

An interview with a financial manager from a national bank in reflected that there was a
big focus on increasing market share in the market related to the high competition and due

to the services which were offered by new branches investing in Jordan.
The participant stated that:

“.... To compete in the market the bank developed and added new
services which were introduced to new and current customers and
looking to a new competitive area for investments....also, we always
give more importance to study the strengths and weakness to track
suitable strategies consistent with the bank environment.... Motivating
and giving a chance to all employees from different levels to share and

come up with new strategies related to their business sector”.

In summary, the previous presentation of data analysis has examined the first objective of
this research. The first objective concerns the extent of familiarity with the concept and
purpose of strategic thinking in Jordanian publicly quoted companies. This objective was

achieved by examining the following assumptions:

e The knowledge of Jordanian publicly quoted companies about the concept and purpose

of strategic thinking is low.
e The extent of knowledge of Jordanian publicly quoted companies about the concept

and purpose of strategic thinking has a positive relationship with organizational

characteristics.
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The second objective concerns the extent of the practice of strategic thinking in Jordanian
publicly quoted companies. This objective was achieved by examining a number of
aspects: reflecting thinking skills, reframing thinking skills, systems thinking skills,
application of organic structure, use of environmental analysis and the application of
intelligent opportunism. The second objective was expressed by the following
assumption: The extent of the practice of the strategic thinking process in Jordanian

publicly quoted companies is low.

The third objective which was examined concerns investigating the organizational
characteristics (company age, company size and nature of business) which influence the
extent of the practice of strategic thinking in Jordanian publicly quoted companies with

the aspects which are mentioned in objective 2.

The third objective was expressed by the following assumption:

The extent of the practice of strategic thinking in Jordanian publicly quoted companies
depends upon organizational characteristics (age, size of company and nature of

business). This includes the following sub-assumptions:

e The age of the company has a positive relationship with the extent of the practice

of strategic thinking in Jordanian publicly quoted companies.

e The number of company employees (i.e. size of company) has a positive
relationship with the extent of the practice of strategic thinking in Jordanian

publicly quoted companies.

e There is a positive relationship between the extent of the practice of strategic
thinking in Jordanian publicly quoted companies and the nature of business

(industrial, services, banking and insurance).

However, the previous analysis indicates that:
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1. The knowledge of Jordanian publicly quoted companies about the concept and the

purpose of strategic thinking is high.

2. The knowledge of Jordanian publicly quoted companies about the concept and the

purpose of strategic thinking has a positive relationship with organizational

characteristics (age, size of the company and nature of business). This includes:

e A strong relationship between age of the company and familiarity with the

concept and purpose of strategic thinking in publicly quoted companies.

No relationship between the size of the company and familiarity with the

concept and purpose of strategic thinking in publicly quoted companies.

Medium differences across the four sectors (age, size of company, nature of
business) regarding familiarity with the concept and the purpose of strategic

thinking in publicly quoted companies.

3. The extent of the practice of the strategic thinking process has a positive relationship

with organizational characteristics (age, size of the company and nature of business).

This includes:

Strong positive relationship between the age of the company and the extent of
the practice of strategic thinking process in Jordanian publicly quoted

companies.

Small positive relationship between the size of the company and the extent of
the practice of strategic thinking process in Jordanian publicly quoted

companies.

Strong positive relationship between the organizational characteristics and the
extent of the practice of strategic thinking process in Jordanian publicly quoted

companies.
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5.6 Barriers influencing the implementation of the strategic thinking process

5.6.1 Questionnaire findings

In this section the respondent companies (n=336) were asked, on a scale rating from 1=
“strongly disagree” to 5= “strongly agree”, to indicate the rank of how problematic the
strategic thinking implementation process had been in their companies for a number of
items. Table 5.43 shows that the mean values for all items associated with the
implementation barriers were relatively high. This reflects a high level of experience of
these problems which affect and prevent the practice of strategic thinking in the
companies investigated. Table 5.43 shows differences in the mean values between these
items (implementation barriers). An overall mean of 3.8129 was recorded reflecting that
the respondents agreed with the factors (i.e. barriers) influencing the practice of the

strategic thinking process.

Table 5. 28: Barriers influencing the practice of the strategic thinking process (n=336

questionnaire)

Barriers influencing the practice of strategic thinking Rank | Mean* | STD.

Dev.

1. Insufficient integration at all levels of company management. 5 3.80 939

2. Insufficient programmes introduced to employees to train 1 4.04 819
them in thinking strategically.

3. Unclear benefits of strategic thinking processes to your 4 3.82 .904

company
4. Applying strategic thinking requires more time which affects 7 3.63 962

the current work of company staff.

5. Inadequate review of company structure, may act as barrier to 6 3.72 .828
practise strategic thinking.
6. Inadequate incentive programmes to explore forward 3 3.98 816
thinking and creativity.
7. Inadequate training programmes in order to become strategic 2 4.00 857
thinkers.
8. Insufficient capabilities involved in environmental scanning 8 351 977

for opportunities and threats.

Barriers to strategic thinking 3.8129 | .57506

* The mean is an average of scale 1= strongly disagree to 5= strongly agree
Source: analysis of questionnaire data
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Spearman’s correlation test was conducted to assess the relationships between the age and
the size of the company (employee numbers) and the factors which influence and prevent
the implementation of the strategic thinking process. Table 5.44 (see appendix 6) reveals
that the findings of the correlation test between the age and factors which influence the
implementation of strategic thinking is negative for three activities; namely, unclear
benefits of strategic thinking processes to your company (correlation -.124 at .05 level),
inadequate incentive programme s to explore forward thinking and creativity (correlation
-.169 at .01 level) and inadequate training programmes in order to become strategic

thinkers (correlation -.167 at .01 level).

Table 5.44 (see appendix 6) shows that there are small negative relationships between the
size of the company (employee numbers) and the barriers which influence and prevent the
implementation of the strategic thinking process; namely, unclear benefits of strategic
thinking processes to the company (correlation -.101 at .05 level) and inadequate
incentive programme s to explore forward thinking and creativity (correlation -.160 at .01

level).

The Kruskal-Wallis test was used to identify whether or not any significant differences
exist between the four sectors (industrial, banking, insurance, services) regarding the
barriers associated with practising the process of strategic thinking. The test was
conducted for each of the eight barriers. The results in table 6.45 (see appendix 6) shows
that there are no statistically significant differences between the four sectors except for
three barriers; namely, “insufficient programme introduced to employees to train them in
thinking strategically” (Chi-Square value= 8.776, P= .032), “inadequate incentive
programme s to explore forward thinking and creativity” (Chi-Square value= 12.985, P=
.005) and “insufficient capabilities involved environmental scanning for opportunities and
threats” (Chi-Square value= 21.262, P=.000).
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The findings of the Kruskal-Wallis test cannot be generalized to all sectors. The Mann-
Whitney test was used to determine if any significant differences exist between the four
sectors regarding the three mentioned above barriers which prevent practising the process
of strategic thinking and to identify the sectors which face these barriers.

The results of the Mann-Whitney test (table 5.46) (see appendix 6) indicate statistically
significant differences exist between the four sectors for three items regarding the barriers
which prevent the practice of strategic thinking. These differences identified differences
between the industrial and insurance sectors (P= .005) and between insurance and
services (P=.022). This result reflect that the item “insufficient programmes introduced
to employees to train them in thinking strategically” is faced by the industrial more than
the insurance sector and by the insurance more than the service sector because the P-
values are less than 5%. Moreover, the test shows that statistically significant differences
exist between the industrial and services sectors (P= .007), between banking and
insurance (P=.021) and between banking and services (P=.004). This result reveals that
the item “inadequate incentive programmes to explore forward thinking and creativity” is
faced by the industrial more than the services sector and by banking more than the
insurance and services sector. Finally, the result of the Mann-Whitney test shows that
there are statistically significant differences between three sectors: the industrial and
services sectors (P= .000) and between the insurance and services sector (P= .001)
regarding the item “insufficient capabilities involved environmental scanning for
opportunities and threats”. This item affects the industrial sector more than the services
sector and affects the insurance sector more than the services sector.

5.6.2 Interview findings

The findings of the questionnaire showed that the respondents agreed with all the
statements that may prevent the practice of strategic thinking. However, respondents from
eight publicly quoted companies in Jordan from different sectors were asked about the
main factors which may prevent the practice of strategic thinking. The result of the semi-

structured interviews is to measure the number of times any given barrier of strategic
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thinking was mentioned. For instance, some of the participants mentioned seven out of

eight obstacles to strategic thinking and some mentioned three out of eight barriers.

Table 5. 29: Barriers preventing the practice of strategic thinking by number mentioned

Factors prevent the practice of strategic thinking Valid No.= 8 interviews
No. %

mentioned

1. Insufficient integration at all levels of company management. 6 75.00

2. Insufficient programmes introduced to employees to train them in 5 62.50

thinking strategically.

3. Unclear benefits of strategic thinking processes to your company. 5 62.50

4. Applying strategic thinking requires more time which affects the current 3 37.50

work of company staff.

5. Inadequate review of company structure, may act as barrier to practise 4 50.00

strategic thinking.

6. Inadequate incentive programmes to explore forward thinking and 3 37.50

creativity.

7. Inadequate training programs in order to become strategic thinkers. 6 75.00

8. Insufficient capabilities involved in environmental scanning for 3 37.50

opportunities and threats

Source: Analysis of data obtained from interviews

The data analysis in this section examines the fourth objective of this research. This

objective was achieved by examining the following assumptions:

The organizational characteristics have significant differences in relation to the extent of
the practice of strategic thinking implementation barriers in Jordanian publicly quoted

companies.

This includes the following sub-assumptions:

e There are significant differences in the extent of experienced strategic thinking

implementation barriers across the four sectors of business.

e There are significant differences in the extent of experienced strategic thinking

implementation barriers across company age level.

e There are significant differences in the extent of experienced strategic thinking

implementation barriers across company size level.
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The previous analysis reflected that:

Small significant differences exist in the extent of experienced strategic thinking
implementation barriers across the four sectors of business. Moreover, the analysis
reflected that small negative significant differences exist in the extent of the strategic
thinking implementation barriers experienced across the age and size levels in Jordanian

publicly quoted companies.

5.7 Summary

This chapter has investigated the research objectives through the data collected by face to
face questionnaire (quantitative method) and semi-structured interviews (qualitative
method). The research objectives include: examine the familiarity of the concept and
purpose of strategic thinking in Jordanian publicly quoted companies; examine the extent
of practising strategic thinking in Jordanian publicly quoted companies; investigate the
organizational characteristics (company age, company size and nature of business) in
Jordanian publicly quoted companies which influence the extent of the practice of
strategic thinking process; and examine the barriers that are likely preventing the practice
of the strategic thinking process in Jordanian publicly quoted companies. Different
statistical techniques were used (i.e. means, frequencies, percentages, standard deviation,
chi-square test, Spearman’s correlation test, Kruskal-Wallis test, Mann-Whitney test) to
describe the characteristics of respondents and their companies. Checking for non-
response bias was also presented. Finally, the research questions were examined and the
assumptions tested.

A discussion of the findings of the previous used statistical analysis will be presented in
the next chapter.
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209



Contents

6.1 INEOTUCTION ...ttt bbbt e sbe et e nre e nbeenee e 211
6.2 Characteristics of the population: respondents and companies .............ccoccvveereennene 212

6.2.1 The respondents’ gender, age, education levels, management levels, and level of
(V0] Q=D o L=T 1 1= o TS 212
6.2.2 The respondent’ companies’ age, business type, employee numbers (size of the
company) and company OWNEISNIP. ...cviiiriiiieiie e 213
6.3 The knowledge of and familiarity with the concept and purpose of strategic thinking

6.3.1 The extent of knowledge of and familiarity with the concept and purpose of
strategic thinking in Jordanian CoOMPAaNIES...........ccecvveieereiieeseee e 215

6.3.2 The effect of organizational characteristics on the knowledge of and familiarity

with the concept and purpose of strategic thinKiNg .........cccocceviiiininiieiese e 217
6.4 The practice of strategic thinking in Jordanian COmpanies...........ccccocevvvererieeseenenn. 218
6.4.1The extent of practice of strategic thinking in Jordanian companies................... 218
6.4.2 The effect of organizational characteristics on strategic thinking practice......... 232
6.5 Barriers associated with the practice of strategic thinking ...........cccooevviiiiiniennnnn 242
5.6 SUMIMAIY ...tttk ettt s bt et e et e e ab e e s beeabe e e be e saeeenbeeanneebeeenneenes 246

210



Chapter Six
Discussion of Research Findings

6.1 Introduction

The aim of this chapter is to discuss the findings that have emerged from the statistical
analysis presented in Chapter Five in relation to the existing literature about strategic
thinking. It provides an interpretation of and reflection on the quantitative and qualitative
findings presented in the previous chapter. This chapter is divided into four main
sections: section 6.2 discusses the characteristics of the research population respondents
and their companies. Section 6.3 discusses the extent of knowledge of and familiarity
with the concept and purpose of strategic thinking in Jordanian companies which is
related to achieving the first objective and part of the third objective (i.e. it discusses the
effects of organizational characteristics, age, size and nature of business, on the
knowledge of and familiarity with the concept and purpose of strategic thinking). Section
6.4 discusses the extent of the practice of strategic thinking in Jordanian companies which
is relevant to achieving the second and third objectives (i.e. it discusses the effects of
organizational characteristics, age, size and nature of business, on the extent of the
practice of the strategic thinking in Jordanian companies). The last section discusses the
barriers that influence or prevent the practice of strategic thinking in Jordanian

companies.
The research objectives are:

1. Examine the familiarity of the concept and purpose of strategic thinking in Jordanian

publicly quoted companies.

2. Examine the extent of the practice of strategic thinking in Jordanian publicly quoted

companies by investigating the following subjects:

e The use of reflective thinking skills
e The use of reframing thinking skills
e The use of systems thinking skills
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e The application of organic structure
e The use of environmental analysis

e The use of intelligent opportunism

3. Investigate the organizational characteristics (company age, company size and nature
of business) in Jordanian publicly quoted companies which influence the extent of the

practice of strategic thinking.

4. Examine the barriers that are likely preventing the practice of the strategic thinking

process in Jordanian publicly quoted companies.

6.2 Characteristics of the population: respondents and companies

This section aims to discuss the characteristics of respondents and participants.

6.2.1 The respondents’ gender, age, education levels, management levels, and level of
work experience

86.9% of the respondents were male, while 13.1% were female. The result indicates that
the majority of employees in publicly quoted companies in Jordan are male. Based on this
result the observer of the studies which have been undertaken in Jordan in the field of
business and management finds that the percentage of men in Jordanian companies is
more than double that of females (Sawalha 2011, Twaissi 2008, Al Khattab 2006,
Aldehayyat, 2006, Abu Khadra and A.Rawabdeh 2006), which is consistent with the
findings of this study.

Arab societies seem to be reluctant to abandon their cultural characteristic of women
being primarily committed to the house and children because men consider households
and house activities are suitable and related for women; also, Arab families tend to
educate their sons rather than daughters on the assumption that men are a greater
economic asset than women (Mostafa, 2005).
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51.8% of respondents were above 40 years and 29.5% were between 36 and 40 years,
11.3% were between 31 and 35 years, 6% were between 26 and 30 years and 1.5% less

than 25 years old.

Observing the respondents’ education level, the study shows that most employees in
Jordanian publicly quoted companies possess Bachelor’s degrees (67.6%), whereas
22.6% of the respondents hold postgraduate degrees (Master and PhD).

39% (131 out of 336) respondents are working at top management level, 48.5% in the

middle management level and 12.5% in lower level management.

50.9% of employees have work experience of more than 13 years in total, while the
lowest percentage (4.5%) have work experience less than 4 years. 29.5% of employees
had work experience from 9 to 12 years, while 15.2% had between 5 and 8 years work
experience. This gives the impression that the respondents in Jordanian publicly quoted
companies have a high level of work experience which reflects their knowledge and
familiarity with the concept and purpose of strategic thinking as well as the use of
strategic thinking activities. Pisapia (2009, p. 21) stated that the use of strategic thinking
skill will be improved with the age, education and the experience of the individual; “the

younger you are the less you use these skills”.

6.2.2 The respondent’ companies’ age, business type, employee numbers (size of the
company) and company ownership.

The data collected shows the companies aged between 10 and 19 years comprised 30.4%
of the total, followed by 21.4% of respondents from companies aged between 30 and 39
years, 17% 20-29 years, 7.1% age 40 and 49 years, 13.4% of respondents’ companies
greater than or equal to 50 years old, while respondents’ companies which are less than
10 years comprised 10.7%. The findings show that the majority of respondents’
companies (79.5%) were between 1 and 39 years of age. This result is consistent with the
findings of previous studies conducted in Jordan, such as Sawalha (2011) who found that

74.5% of respondents’ companies were between 1 and 30 years of age, and Aldehayyat
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and Anchor (2008) who found that 73.5% of Jordanian companies were established after
1975.

34.8% (29 out of 75) of the investigated companies were from the industrial sector, 8.9%
(10 out of 15) were from the banking sector, 17.9% (20 out of 27) were from the
insurance sector, and 38.4% (43-129) were companies from the services sector.

Companies that employed less than 100 employees comprised 38.4%, 100 to 499
employees comprised 31.3%, 500 to 999 employees comprised 13.4%, 1000 to 1999
employees comprised 9.8%, 2000 to 2999 employees comprised 1.8%, 3000 to 3999
employees comprised 1.8%, and finally those companies which employed 4000 or more
employees comprised 3.6%. The researcher observed that younger companies do not
participate in some of the activities of strategic thinking. This result indicates that there
IS more concentration in the services sector followed by the industrial sector in Jordan
than the other sectors. Moreover, this result is consistent with the findings of previous
studies conducted in Jordan such as Sawalha (2011) and Aldehayyat and Anchor (2008).

Regarding company ownership, this study also shows that 15.2% (51 companies) of the
investigated companies were government owned or in partnership with the private sector
and 84.8% (285 companies) were in private ownership. This result indicates that the
majority of Jordanian publicly quoted companies are private companies and this relates to
the privatization programme which was applied by past Jordanian governments
(Awamleh, 2002).

6.3 The knowledge of and familiarity with the concept and purpose of strategic
thinking

This section aims to explain and evaluate the analysis of findings that emerged from the
empirical study which reflect the extent of knowledge of and familiarity with the concept
and purpose of strategic thinking and discuss the effect of organizational characteristics

(age, size of company and nature of business) on the knowledge of and familiarity with
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the concept and purpose of strategic thinking in publicly quoted companies. This factor
will be determined by studying the statements which relate to the first objective and part
of the third objective of this research (investigating the extent of knowledge of and
familiarity with the concept and purpose of strategic thinking as well as the effect of
organizational characteristics on the knowledge of and familiarity with the concept and

purpose of strategic thinking in Jordanian publicly quoted companies).

6.3.1 The extent of knowledge of and familiarity with the concept and purpose of
strategic thinking in Jordanian companies

Based on analysis of the knowledge of and familiarity with the concept and purpose of
strategic thinking, the research findings indicate that Jordanian companies have good
knowledge of and are familiar with the concept and purpose of strategic thinking, and that
they believe in its value to achieve its purpose which is to lead to strengthening or gaining
competitive advantages. Also, the analysis reveals that these companies believe in their
ability to think strategically to compete for the future and determine the efficiency of their
companies as well as to succeed and control future markets. Moreover, the majority of
these companies believe in strategic thinking returns in relation to the practice of strategic
thinking; this may relate also to encouragement of all employees at all levels of the
company through participating in the creation and development of innovative ideas and

strategies which determine the direction of their companies.

These findings are based on the questionnaire results that companies in Jordan are
concerned with strengthening or gaining competitive advantage, with a score of 4.38,
while they indicated that strategic thinking draws a picture of the company by connecting
the past, present, and future (score 4.21). The lowest score recorded related to “the
process of strategic thinking must take place at all levels of the company”. Also, the
questionnaire findings showed that the overall means of the concept and the purpose of
strategic thinking section recorded is more than 3, which indicates that the concept and
purpose of strategic thinking is obviously considered important and appropriate for the
respondents’ companies.
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The interviews support these findings: six out of eight interviewees (75%) consider
“strategic thinking helps to strengthen or gain competitive advantage” to be the most
important item in the knowledge of and familiarity with the concept and purpose of
strategic thinking, followed by five out of eight (62.5%) who consider “strategic thinking
is included in strategy formulation and implementation, and in determining the strategic
performance of the company” as well as “strategic thinking is connected with solving
strategic issues and conceptualizing the future of the company” to be one of the most
important items of the knowledge of and familiarity with the concept and purpose of
strategic thinking. Finally, only three out of eight participants (37.5%) mentioned that
strategic thinking is a synthesizing process resulting in good employment intuition and
creativity in the formulation of the strategic direction of the company. This supports the
findings of the quantitative results in which it was found that the concept and purpose of
strategic thinking in Jordanian companies from different sectors have relatively high
knowledge of and are familiar with the concept and purpose of strategic thinking, as was

shown in sub-section 5.5.1.1.

Moreover, the findings of this research regarding the concept and purpose of strategic
thinking in Jordanian companies mirror the strategic thinking literature and show
consistency with the studies of Kargin and Aktas (2012); Goldman and Casey (2010); El-
Farra et al., (2008); Pisapia et al., (2005); Bonn (2001) and Heracleous (1998), which
reflected that the knowledge of the concept and purpose of strategic thinking is
considered an important step for organizations to develop and achieve successful
strategies; determine organizations’ efficiency and strategically within that complex
situation; motivates, evaluation, comparing, critiquing and lead to synthesizing
information; achieving competitive advantage and creating and implementing new ideas
through the participation of employees in the process of strategic thinking at all
management levels of organizations. Moreover, the literature review reflects (in Chapter
Two) that strategic thinking is about the development of ideas and novel solutions to
create competitive advantage (Bonn, 2005; Bonn, 2001) and to provide alternative

choices for competing and providing customer value (Abraham, 2005).
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6.3.2 The effect of organizational characteristics on the knowledge of and familiarity
with the concept and purpose of strategic thinking

It is obviously apparent that the age of the company has a statistically medium
relationship with the contribution of strategic thinking to the knowledge of and familiarity
with the concept and its purpose. Five concepts and purposes out of seven were related to
company age; namely, “strategic thinking helps to strengthen or gain competitive
advantage”, “strategic thinking draws a picture of the company by connecting the past,
present, and future”, “strategic thinking is a synthesizing process resulting in good
employment intuition and creativity in the formulation of the strategic direction of the
company”, “strategic thinking is connected with solving strategic issues and
conceptualizing the future of the company” and “the process of strategic thinking must
take place at all levels of the company”. Also, the findings show that the size of the
company has no statistically significant relationship with the contribution of strategic
thinking to the knowledge of and familiarity with its concept and purposes (i.e. no
statistically significant relationship between the size of the company and the concept and
purposes of strategic thinking). This indicates that the age of the company did affect or
influence the knowledge of and familiarity with the concept and purpose of strategic
thinking, while the size of the company had no effect on the determination of the
knowledge of and familiarity with the concept and purpose of the concept of strategic
thinking in Jordanian publicly quoted companies. That is to say, the company that has a
longer age has knowledge of and is familiar with the concept and purpose of strategic
thinking (i.e. 89.3% of respondents Jordanian companies have an age above 10 years).
This result is consistent with El-Farra et al. (2008) who found no significant difference
between the size of Healthcare Divisions in Gaza Strip and strategic thinking attributes
(i.e. represents the concept of strategic thinking) introduced by Liedtka 1998.

The results of Kruskal-Wallis tests indicated that relatively few differences existed
between the four sectors (i.e. industrial, banking, insurance and services) for three
concepts and purposes of strategic thinking out of seven; namely, “strategic thinking is
included in strategy formulation and implementation, and in determining the strategic
performance of the company” is known by the industrial more than the other sectors

217



(banking, insurance and services). “Strategic thinking is connected with solving strategic
issues and conceptualizing the future of the company” is known by the industrial sector
more than the other sectors. Finally, “strategic thinking must take place at all levels of the
company” is known by the industrial sector more than banking, and by the banking sector
more than insurance and services. These findings reflect that the business areas (i.e.
Jordanian publicly quoted companies) know and are familiar with the concept and
purpose of strategic thinking, do not differ significantly between the four sectors in four
concepts and purposes, and do differ in three concepts and purposes. As a result, the
nature of business has a small effect or influence on the knowledge of and familiarity
with the concept and purpose of strategic thinking in Jordanian companies. This result is
consistent with El-Farra et al. (2008) who found no significant difference between the
Divisions of Ministry of Health in Gaza Strip and strategic thinking attributes (i.e.

represents the concept of strategic thinking) introduced by Liedtka (1998).

6.4 The practice of strategic thinking in Jordanian companies

This section aims to explain and evaluate the analysis of the findings that emerged from
the empirical study regarding the extent of the practice of strategic thinking in Jordanian
publicly quoted companies which relate to achieving the second objective. This will be
identified by discussing its factors (i.e. reframing thinking, reflecting thinking, systems

thinking, organic structure, environmental analysis, intelligent opportunism).

6.4.1The extent of practice of strategic thinking in Jordanian companies

e The use of reflecting thinking skills

From the analysis of the use of reflecting thinking skills, the research findings indicate
that the majority of Jordanian companies believe in the ability of reflecting thinking skills
through using their experience and knowledge of any problem and use of information
gathered by experience which will lead to a solution of the problem; also the finding

indicates that Jordanian companies create balance between actual reflections and the

218



decisions that have been made. In this context, the questionnaire findings showed that the
use of reflecting thinking skills scored 3.7193 overall. It has been found that trying to take
into account the use of information gathered by experience in the solution of a problem
scored 4.00. The lowest score recorded is in “acknowledging the limitations of your own
perspective” with a score of 3.41. From the questionnaire findings it seems that Jordanian
companies believe and use these skills to get benefits and returns regarding the use of
reflecting thinking skills in which the findings reflect a relatively high use of reflective
thinking activities. Moreover, it was found that mean values of all skills were relatively
close to one other. This suggests that all of these activities (skills) are similarly significant
to Jordanian companies and are covered by the strategic thinking perspective. That is to
say, reflecting thinking skills are relatively highly used by Jordanian companies within
different sectors. This result may relate to the age of participants, education level,
management level and work experience (i.e. 67.6% have Bachelor degree, 20.8% Master
degree, 39% top level management participants, 48.0 % middle management level, 9-12
years” work experience 29.5%, 13+ years’ work experience 50.9%). In the same context,
Pisapia et al. (2009) found that there is a relationship among the five categories of the age
of respondents and the use of strategic thinking skills (i.e. reflective thinking skills) and
that the group aged 20-25 years use reflective thinking skills but less than the other
categories in their sample study (i.e. the use of reflective thinking skills increases with
age). Moreover this result is consistent with Kargin and Aktas (2012) study which found

that the use of reflective thinking skills relates to education level (i.e. Bachelor’s degree).

On the other hand, the semi-structured findings showed that Jordanian companies from
different sectors focus on particular activities that may relate to the nature of the business;
for example, all participants mentioned that their companies try to apply experience and
knowledge and focus in using information gathered by experience in solution of
problems, six out of eight participants take into account the real life implications when
thinking about decisions that they have made and discovering how they could have
handled a situation better. When thinking about past decisions that they have made, five
out of eight participants mentioned that their companies always try to seek help from
professionals and colleagues regarding the past decisions and actions that have been made
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and also they seek to frame problems from different perspectives; moreover, three
participants accept the limitation of their perspective to solve a problem, and finally three
participants out of eight mentioned that their companies seek to develop an understanding
of problems as well as asking about the reasons that led to the existence of these

problems.

An interview with a participant from a leading industrial company reflected that
reflecting thinking skills are always practised in that company. However, in practising

reflecting thinking skills the participant stated that:

“....our focus is in reviewing past decisions to deal with new situations
which will improve our future actions as well as trying to know why some
decisions succeed and some failed by applying our knowledge, information
and experience together... Also, we are less focused on solving problems

depending on one point of view”,

For instance, in another interview a participant from a Jordanian industrial company
stated that:

Reflecting thinking is practised in our company and mainly:

“....0ur focus is seeking help from colleagues regarding past decisions
which handled by one person then we applying our knowledge, experience,
perceptions and analysis in any taken action to improve our decisions and
to secure our competitive advantages in the market.... Also, we are less

focused on one perspective in solving problems”.

Overall, the interview findings showed that Jordanian companies from different sectors
which practised reflecting thinking skills focused on particular activities in relation to the
type of business. The findings from the interviews supported the questionnaire findings
which showed a relatively high usage of strategic thinking skills, i.e. reflecting thinking
skills, as was shown in sub-section 5.5.2.1, and its potential to achieve various activities

of reflecting thinking skills including those related to strategic thinking.
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These findings are consistent with previous literature which indicates that reflective
thinking gives managers the ability to see why some choices work and some do not
(Pisapia et al., 2005).These results are also consistent with the Kargin and Aktas (2012)
study which found that the majority of Certified Public Accounts trainees in Turkey were
involved in strategic thinking skills as well as the study overall mean of the usage of
reflecting thinking skills scored 3.88. Moreover, these findings are consistent with those
of Sun-Keung and Pisapia (2012) who found that the use of reflecting skills is a function
of education training with those who hold higher degrees practising it more than those
with lower degrees with a mean of 3.707 in Hong Kong School leaders. Moreover, the
findings are consistent with Kargin and Aktas (2012) who found higher usage of
reflecting thinking skills by CPA Certified Public Accounts trainees in Turkey compared
to CPAs. In more detail, the use of reflecting skills for CPA trainees (3.88) was higher
than for CPAs (3.76).

In the strategic thinking literature many scholars mentioned the benefits of applying
reflective thinking skills in organizations. For instance, Sun-Keung and Pisapia (2012)
and Pisapia et al., (2009) asserted that reflective thinking skills enable individuals to use
experiences, perceptions, and knowledge to understand problems, how to think about the
problems and inform actions, and reflective thinking enables them to use experiences and
perceptions to make judgments regarding what has happened in the past and is happening
in the present to help them to guide their future actions. Moreover, Pisapia et al. (2005)
stated that using reflective thinking skills gives managers the ability to see why some

choices work and other do not.

e The usage of reframing thinking skills

Regarding the use of reframing thinking skills, the findings indicate that the majority of
Jordanian companies have a relatively high commitment to the practice of these skills and
try to use different ways to map out different strategies needed to solve problems. These
ways include creating different possible solutions and perceptions, examining different

viewpoints, asking everyone in the company about the changes that happen and could
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happen in the company environment, and using discussions with employees from

different management levels that hold different beliefs to solve a problem.

The questionnaire findings revealed that the use of reframing thinking skills recorded an
overall mean 3.2923. These findings showed that Jordanian companies have relatively
high involvement in the use of reframing thinking skills which leads to finding different
alternatives to solve a situation. Moreover, the questionnaire measured nine activities
related to the usage of reframing thinking skills in publicly quoted companies in Jordan.
The use of the activity “trying to create and evaluate a larger number of possible solutions
and perceptions when the problem is more complex” recorded the highest score, 4.08,
while the lowest rank recorded was in the use of examining a problem by using one

viewpoint, with a score of 2.18.

On the other hand, semi-structured interviews showed that the companies from different
sectors focus on particular activities in the practice of strategic thinking i.e. reframing
thinking skills relevant to their type of business. First, seven participants out of eight
asserted that their companies try to create and evaluate a larger number of alternative
solutions and perceptions when the problem is more complex as well as using different
views to create different alternative strategies needed for the resolution of a problem.
Secondly, six out of eight participants mentioned that their companies’ structures permit
engaging in discussions freely with staff that have different beliefs to solve problems and
examine a problem by using different viewpoints. Five out of eight participants
mentioned that their companies sometimes tend to examine the problem first then create
plans to solve it before seeking people’s opinions and their companies do not avoid
engagement in discussions with critics especially with those who make different
assumptions about a situation, and company strategy sometimes seeks to ask everyone in
the company what is changing or what is new. Finally, five out of eight participants
asserted that their companies do not seek to solve a situation before it has been clearly
defined or understood and they do not examine a problem by using one viewpoint if it is

more complex.
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For instance, in interview a financial manager from a leading industrial company in

Jordan mentioned that:

“.... A number of activities have been used in our company to solve a
problem or a situation. These include: continuous listening to
everyone about what happen in the situation before carrying any
decision; understanding complicated and unfamiliar problems from
different insights and developing alternatives and ideas concerning

the needs of our company”.

Also, another interviewee, a participant from a services company in Jordan, stated that:

“....The Company focuses on obtaining information and ideas from
different sources externally and internally to solve problem or a
situation. These include: obtaining information from different
management levels within our company; seeking information from
everyone around us about what changes have happened in the
company context; use of different perspectives to map out strategies

by engaging in discussion with those who have different beliefs™.

Overall, the interview findings showed that Jordanian companies from different sectors
which practised reframing thinking skills focused on particular activities in relation to the
type of business. The findings of interviews supported the questionnaire findings which
showed a relatively high usage of strategic thinking skills i.e. reframing thinking skills, as
was shown in sub-section 5.5.3.1, its potential to achieve various activities of reframing
thinking skills including those related to strategic thinking.

In strategic thinking literature many scholars mentioned the benefits of applying
reframing thinking skills in organizations. For instance, Pisapia et al. (2005), Bonn
(2005), and Bonn (2001) asserted that managers are able to develop unique choices and
novel ideas through the application of reframing thinking skills. In addition, it is

considered as central to discovering strategies and goals regarding the needs of their
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organizations. Pisapia et al. (2008) considered reframing thinking skills as a conscious
effort by managers to switch attention across multiple perspectives in order to create new
insights and choices for actions; also, these skills allow one to sort through problems and
opportunities, to see the problems in ways which enable them to map out different
alternative strategies and determine trends before other see them. According to Kargin
and Aktas (2012) the high usage of strategic thinking skills may relate to educational
programmes that have been changed in Turkish universities which aimed to teach student
basic skills, such as analysing, systems thinking, problem solving, communication skills,
creative and critical thinking, interpersonal skills, and technological skills which are

considered important skills for individual and organizational success.

The research findings are consistent with Kargin and Aktas (2012) who found higher
usage of reframing thinking skills by Certified Public Accounts (CPA) trainees in Turkey
compared to CPAs. In more detail, the usage of reframing skills for CPA trainees (3.79)
was higher than for CPAs (3.66).

e The use of systems thinking skills

The research findings showed that the mean for all activities of involvement in the use of
systems thinking as a cognitive skill of strategic thinking was more than three, except for
“look to take action before seeking the cause”. The findings indicate a relatively high
level of participation in using systems thinking skills by Jordanian companies. However,
the skill of “look to take action before seeking the cause” comes last in ranking, which
indicates that this skill is used in a usual repeated daily problems (i.e. everyday
operational aspects) and it seems it relates to front-line employees in the company (i.e.
lower level management) with less participation in using this skill, especially in complex
problems by top and middle level management. That is to say, the research findings
indicate that the majority of Jordanian used the skills of systems thinking relatively highly

and they believe in its benefits through involvement in all of its activities.
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On the other hand, the interview findings revealed that Jordanian companies give
importance to external forces that affect the company’s performance. The highest
reported activity (100%) was “to build strategies that fit with the changing environment”.
Also, these companies concentrate on foreseeable changes that could happen in the
environment and try to find the causes for a situation before they attempt to take any
action to solve a situation, recorded by 87.5% (i.e. seven out of eight participants).
Moreover, some of the participants in the interviews asserted that they always review the
structure of their companies which leads to significant improvements, look for feedback
regarding their performance, and look to develop the employees’ capabilities to be part of
the process of solving problems that may happen. Those three activities were recorded by
75% (six participants out of eight). Finally, the interviewed companies try to understand
existing problems by breaking them into parts, examining different parts in the company
which will influence the way things are done and try to extract patterns of solution from
the available information which was recorded by 50% (four out of eight participants) for
the three mentioned above activities. The results of the interviews supported the findings
of the quantitative results which show that the majority of Jordanian companies are
relatively highly involved in the practice of systems thinking skills, as was shown in sub-
section 5.5.4.1.

This finding is consistent with the findings of a number of studies of strategic thinking,
such as El-Farra et al. (2008), who found relatively high participation in the use of
systems thinking skills amongst Ministry of Health managers in different divisions in
Gaza Strip; Psiapia et al.’s (2009) study, which found systems thinking was highly used
at four universities in the United States, Hong Kong, Shanghai and Malaysia (this study
also found the use of this skill in all locations with small variance in the level of use from
country to country); Kargin and Aktas (2012), who found that system thinking is more
used by CPA trainees than by CPAs in Turkey; and Monnavarian et al. (2010), who found
that systems thinking (in the Benetton company in Tehran, the capital of Iran) had been
adopted in this company and concluded that if the company was willing to get acceptable
market share and lead the company strategically it should take into account all the factors

of strategic thinking with more concentration on systems thinking skills, accountability
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and conflict management. Finally, the benefits of applying systems thinking skills gives
managers the ability to see the systems holistically (i.e. holistic views concerning all parts
of the organization) such as patterns and interrelationships through understanding of the
properties and forces and see patterns and interrelationships which provide choices for
actions (Pisapia et al., 2009; Pisapia et al., 2005). In this context, Bonn (2005) proposed
in Kaufman (1991, p.69), stated that strategic thinking is characterized as "a switch from
seeing the organization as a splintered conglomerate of disassociated parts (and
employees) competing for resources, to seeing and dealing with corporation as a holistic

system that integrates each part in relationship to the whole".

e Applying organic structure

The research findings indicate that the majority of Jordanian companies believe in the
benefits of applying an organic structure in their companies through the involvement in
all activities of applying organic strategy to implement strategic thinking, such as free
motivating interaction and communication and encouraging the generation of new ideas,
and free exchange of ideas within the company. Also Jordanian companies believe in
taking into account the development of a structure supportive of change and development
for the company. These findings are based on the questionnaire results which showed that
Jordanian companies are concerned in applying organic structure by motivating
interaction and communication and encouraging the generation of new ideas with a score
of 3.96, while the activity of considering the development of a structure supportive of
change and development for the company scored 3.94. The lowest score recorded is in
“fosters ongoing strategic dialogue among top team through applying a reward and
compensation system” with a score of 3.67. In this context, the questionnaire findings
showed that the use of organic structure scored 3.824 overall. These findings could be
related to the earlier results of the practice of reflecting, reframing and systems thinking
skills which indicate that Jordanian companies have relatively high involvement in or

implementation of an organic structure in their companies.
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On the other hand, semi-structured interviews revealed that six out of eight participants
(75%) mentioned that they take into account the development of a structure which is
supportive of change and the development of their company. Five out of eight
participants (62.5%) mentioned that they motivate interaction and communication and
encourage the generation of new ideas and their ability to make rapid response to the
company’s competitors and change in the market demand. Four out of eight participants
(50%) develop a collaborative structure to exchange ideas freely within the company.
Three participants (37.5%) mentioned that they take into account the operational and
strategic necessities for designing a convenient structure for the company as well as
developing shared beliefs and visions about the goals and values of the company with
others. Finally, two participants (25%) mentioned that they foster ongoing strategic
dialogue among top teams through applying a reward and compensation system. In this

context one administration manger in an industrial metal company stated that:

We encourage interaction and communication and extracting ideas
within the company and develop shared decisions within all levels
of the company to develop innovative strategies which lead to

competitive advantages against our competitors in the market.

As a result, the qualitative findings support the result of the questionnaire findings, as was

shown in sub-section 5.5.5.1.

The literature indicated that the nature of organizational structure may encourage or
impede the use of strategic thinking within the company, since strategic thinking is
concerned with the organic structures in organizations because it is conducive to
increasing the connections between departments to foster the practice of strategic
thinking, rather than the use of formal structures which will restrain market orientation
and the use of strategic thinking processes in organizations in a converse way (Moon,
2012; Bonn, 2005). In the same context, Bonn (2005) observed that the implementation
of organic structures in organizations is more conducive to the use of strategic thinking

because they allow the process of interaction and communication and encourage the
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generation of new ideas, and considered organic organization structures as the way to
foster strategic thinking skills within an organization. Moreover, the finding is consistent
with the those of Moon (2012) who examined the factors that influence the practice of
strategic thinking at an organizational level in Korean companies, and the empirical
analysis provide that organizational structure such as centralization and formalization in
decision-making and interdepartmental teams influence companies to practise the
strategic thinking process which gives more importance to the application of organic
structures rather than mechanic structures to encourage connection between departments
and to foster strategic thinking. These findings are also consistent with Monnavarian et al.
(2010), who found that the organic structure used by the Benetton Company in Tehran the
capital of Iran and it is considered one of the important factors related to the practice of
strategic thinking and leads the company strategically as well as the acquisition of more

market share.

e The use of environmental analysis

The research findings showed that the majority of Jordanian companies give more
importance to the activities of environmental analysis process as a factor and contributor
to the practice of strategic thinking. However, from these results it seems that Jordanian
companies believe in the consideration of company strengths and opportunities, with a
score of 4.26, followed by the identification of the strategic issues of the company (score
3.99); the lowest score recorded is in “understanding of ambiguities and complexities for
the interpretation and evaluation of events” with a score of 3.77. Moreover, the
questionnaire findings revealed that the use of environmental analysis scored 3.958
overall. That is to say, the participants of Jordanian publicly quoted companies have a

relatively high involvement in or usage of environmental analysis in their companies.

On the other hand, the interview findings showed that companies from different sectors
focus on particular activities in their practices of strategic thinking relevant to their nature
of business. Seven participants out of eight in the interviews asserted that they take into

consideration strengths and opportunities in their companies and study external and
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internal variables to increase their performance. Five out of eight respondents try to
identify the company strategic issues and understand the ambiguities and complexities in
the process of interpretation and evaluation of events in these companies, while four
participants out of eight had the ability to understand the dynamics of the external and
internal environments. Moreover, the interviews findings showed that the participants
from Jordanian publicly quoted companies use different activities to analyse companies’
environments with respect to the business sector. For instance, from these activities is
giving more importance in using SWOT analysis to study different factors internally and
externally which may influence their performance now and in the future based on the
information they get from the process or outcomes of SWOT analysis to implement

capable strategies which fit with any possible threats to their companies.

For instance, in interview the executive manager from a leading national bank in Jordan
stated that:

“... Environmental analysis is practised in our bank. However, it
focuses mainly on applying strengths, opportunities, weaknesses and
threats analysis on a continuous basis to understand the dynamics of
internal and external environment to achieve competitive advantage
which lead to stay and grow in the market by responding to all types
and source of foreign and domestic competition because of the
stronger competition we face domestically from foreign banks
operating in Jordanian market. More focus was given on applying
new methods regarding the use of new information technology and
upgrading the skills of our bank staff and management as well as
mastering new strategies and techniques used in risk management and

competition™.

That is to say, the results of interviews supported the findings of quantitative findings in
which Jordanian companies with respect to the business sectors use the process of

environmental analysis relatively highly, as was shown in sub-section 5.5.6.1.
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This results is consistent with Aldehayyat et al. (2011) who found that external analysis is
one of the most commonly used techniques (i.e. strengths, opportunities, weaknesses and
threats analysis (SWOT) analysis) and was given more attention by Jordanian hotels
companies. This result also is consistent with Monnavarian et al. (2010), who found that
environmental analysis is considered to be one of the most important factors relevant to
the use of strategic thinking which was highly used by the Benetton company in Tehran
through applying different activities, such as the use of company’s external and internal
analysis, recognition of strategic issues of the company and considering opportunities.
Stonehouse and Pemberton (2002) found that two-thirds of investigated companies have
vision and mission statements, applying long-term plans and tools of strategic analysis in
larger UK SMEs, considered to be an indication of the degree of existence and the
practice of strategic thinking by these companies. Moreover, this finding is consistent
with those of Monnavarian et al. (2010) and El-Farra et al. (2008), who focused on the
importance of analysing the external and internal environment regarding the use of
strategic thinking. Moreover, the literature indicated that the greater use of strategic
planning tools to analyse the organization’s environment would facilitate improved
organization learning, enhance the strategic thinking process and would help to reduce the

failure rate (Stonehouse and Pemberton, 2002).

e The use of intelligent opportunism

The questionnaire made six main statements related to intelligent opportunism in publicly
quoted companies in Jordan. The awareness about company strengths and weakness
recorded the highest score, 4.24, while the lowest rank was recorded on *“considering the
input of strategies from lower level management suitable for a changing environment”,
with a score of 3.54. The questionnaire findings showed that the activities of intelligent
opportunism scored 3.994 overall. As a result, these findings revealed that the majority of
Jordanian companies are relatively highly involved in and concerned with the use of all
activities of intelligent opportunism as a factor of practising strategic thinking in

Jordanian companies.
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The findings of semi-structured interviews reflect that the participants from different
sectors concentrate on particular activities regarding the use of intelligent opportunism.
First, the interviews revealed that all participants (i.e. eight participants) are conscious of
their companies’ strengths and weaknesses and try to find new competitive areas due to
the uncertainty of market demands. Secondly, six out of eight participants in the
interviews mentioned that they are aware of the main strategic problems which face their
companies. Third, four participants out of eight mentioned that they depend on innovative
and creative people to identify alternative strategies. Finally, three participants are aware
of the participation of middle and lower level management to develop strategies which

are suitable for a dynamic changing environment.

An interview with a leading insurance company revealed that their company concentrates
on the input of their strategies from creative employees from different management levels

within the company.

The participant stated that;

“.... Our company strategy permits the exchange of information
between the three levels of management regarding the exchanging
environment to create innovative strategies that may be more
suitable to their company which aims to reduce the uncertainty in

relation to the changing environment™.

An interview with a participant (financial manager) from a national bank in Jordan
reflects that our strategy is to focus on providing a variety of new services to existing and
prospective customers due to the high competition and services offered by domestic banks
and new branches investing in Jordan such as Alrajehi Bank branch, HSBC Bank branch,
Society General Bank branch and Lebanon Bank branch.

The participant stated that:
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“.... To compete in the market the bank developed and added new
services which introduced to new and current customers and looking
to new competitive area for investments....also, we always give more
importance to study the strengths and weakness to track suitable
strategies consistent with the bank environment.... Motivating and
giving chance to all employees from different levels to share and

come up with new strategies related to our business”.

These findings are consistent with El-Farra et al. (2008) who found that the Ministry of
Health in the Gaza Strip always involves employees in their department in the planning
process, trying to find new ideas from different sources and with the ability to formulate
applicable plans within the available resources within their departments and the ability to
change their strategy if unexpected changes in circumstances which take place. The other
finding is that managers from different divisions deal with available opportunities
efficiently and intelligently. These findings are also consistent with Monnavarian et al.
(2010) who found that applying intelligent opportunism as a factor of strategic thinking
leads to an increase in the future orientation of the company and faster commitment from
other members of the company from different departments as well as leading the
organization to think strategically. Moreover, applying intelligent opportunism is
considered a very important aspect for organizations because it allows the organization
and individual to benefit not only from the intended strategy but also from alternative
strategies emerging more related to changing market environment (Yaghoubi et al., 2011,
Bonn, 2005; Mintzberg, 1999; Lawrence, 1999; Liedtka, 1998a; Liedtka, 1998b).

6.4.2 The effect of organizational characteristics on strategic thinking practice

e The use of reflecting thinking skills

From the analysis of the use of reflecting thinking skills, the research findings showed a
statistically significant correlation between the uses of reflecting thinking skills and the

age of the company except for two skills out of ten; namely, “ask “WHY” questions in
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order to develop an understanding of problems” and “accept that your preferable beliefs
could be mistaken when thinking about what you have done and decisions you have made
in solving a problem”. The results also showed that there was a correlation between the
use of reflecting skills and the size of the company except for three skills out of ten;
namely, “ask “WHY” questions in order to develop an understanding of problems”
followed by “try to apply your experience and knowledge to any problem” and “seek to
frame problems from different perspectives”. These findings indicate that the age and the
size of the company determine the use of reflecting thinking skills.

Moreover, the research findings showed that there were statistically significant
differences between the four sectors in terms of the use of reflecting thinking skills except
for three skills out of ten; namely, “accept that your preferable beliefs could be mistaken
when thinking about what you have done and decisions you have made in solving a
problem”, “discover how you could have handled a situation better when thinking about a
past decision you have made” and “try to take into account the use of information
gathered by experience, in the solution of the problem”. These findings indicate that
Jordanian publicly quoted companies from different sectors have different levels of using
reflecting thinking skills and relatively did differ significantly in term of using these
skills. For instance, the skill, “ask “WHY™ questions in order to develop an understanding
of problems” is used more by the insurance sector than the industrial and services sectors
(see sub-section 5.5.2 regarding other differences in reflective thinking skills). These
findings are consistent with Sun-Keung and Pisapia (2012) who found significant
differences in the use of these skills between masters in secondary schools, vice-
principals of primary schools and senior masters in primary schools. The study did not
find any relationships between gender, work experience, age and position in relation to
the use of these skills. This finding is also consistent with Kargin and Aktas (2012) who
found that the use of reflecting thinking skills did differ by work position for both
certified accountants trainees and certified public accountants; also the finding of the
study found no relationship between the use of reflecting thinking skills and age, work

experience, education level or gender for both samples.
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e The use of reframing thinking skills

The research findings showed that there was a correlation between the participants
involved in the use of reframing thinking skills and organizational characteristics, such as
age and company sector. This indicates that the age of the company did affect or
influence the participants’ involvement in the use of reframing skills in Jordan companies
for five out of nine activities; namely, “engage in discussions with those who hold a
different world view and different beliefs”, “examine a situation by using various
viewpoints”, “try to use different points of views to map out different strategies needed
for the resolution of a problem”, “try to avoid engagement in discussions with critics
especially with those who make different assumptions about a situation” and finally, “try
first to examine the problem at its face value and create plans to solve it before seeking
other people’s opinions”. That is to say, the age of company has a medium effect or
determines the participants’ involvement in reframing thinking skills. On the other hand,
the research findings showed that there was no correlation between the participants’
involvement in reframing thinking skills and the size of the company; that is to say, the
size of the company did not affect or determine the participants’ involvement in the use of
reframing thinking skills. This finding is consistent with Stonehouse and Pemberton
(2002) who did not find a relationship between the practice of strategic thinking and the
size of the company in medium and small size SMEs companies in the UK but did in
larger size companies. Kargin and Aktas (2012) did not find a statistically significant
relationship between the involvement of using reframing thinking skills and age, gender,
work experience and education level but did find statistically significant differences
between the work position and the use of reframing thinking skills, which means that age,
gender, work experience and education level has no effect on the use of reframing skills
while the work position affects and determines the practice of reframing thinking skills.

Moreover, the research findings showed that there were weak statistically significant
differences between the four sectors (industrial, banking, insurance and services)
regarding the participants’ involvement in the use of reframing thinking skills. This

indicates that the business areas’ involvement in the use of reframing thinking skills
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differs significantly between the four sectors in Jordanian companies for three activities
out of nine; namely, “try to create a pre-conceived solution to a situation before it has
been clearly defined or understood” this difference is more noticeable in the services
sector than other sectors; examine a problem by using one viewpoint and try first to
examine the problem at its face value” which is more noticeable in the industrial sector
than the banking and insurance sectors, followed by the services sector, and finally,
“create plans to solve it before seeking other people’s opinions” which is used more by
the services sector than the other sectors. That is to say, the nature of the business sectors

did not affect the use of reframing thinking skills in Jordanian companies.

e The use of systems thinking skills

The research findings showed that there was a small correlation between the participants
involved in the use of systems thinking skills and organizational characteristics, such as
age and size of the company. This indicates that the age of the company has a small effect
on participants’ involvement in the use of systems thinking skills in Jordanian companies
except for five out of twelve skills; namely, “try to think about how different parts of the
company influence the way things are done”, “search for specific feedback on your
company’s performance”, “seek to extract patterns or rules from the available
information”, “seek to understand how the individuals in the situation are interrelated to
each other”, and “try to look for changes in the company’s structure that lead to
significant enduring improvements”. That is to say the age of the company has a small
effect on the use or involvement in the practice of systems thinking skills in Jordanian
companies. On the other hand, the research findings showed that there was weak
correlation between the participants’ involvement in systems thinking skills and the size
of the company. That is to say, the size of the company did not affect or determine the
participants’ involvement in the use of systems thinking skills in Jordanian companies
except for two out of twelve skills; namely, “search for specific feedback on your
company’s performance” and “seek to extract patterns or rules from the available
information”. As a result neither age nor size of the company affected or determined the

involvement in the use of systems thinking skills in Jordanian companies.
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The research findings showed that there were relatively high statistically significant
differences between the four sectors (industrial, banking, insurance and services)
regarding the participants’ involvement in the use of systems thinking skills. This
indicates that the business areas involvement in the use of systems skills differs
significantly between the four sectors in Jordanian companies for nine out of twelve
activities; namely, “try to think about how different parts of the company influence the
way things are done”, more noticeable in the banking than the other sectors; “search to
identify external environmental forces that affect your work”, more noticeable in the
industrial than the insurance and the services sector; “try to focus on breaking the
problem into parts before defining it”, used more by the industrial sector than the
insurance and the services sector; “search for specific feedback on your company’s
performance”, used more by the services than the banking and the insurance sectors;
“seek to extract patterns or rules from the available information”, used more by the
industrial than the services sector, and by the services more than the banking and the
insurance sectors; “focus on searching for the cause before taking any action”, noticeable
more in the industrial than the insurance and services sectors; “seek to understand how
the individuals in the situation are interrelated to each other”, used more by the services
than the banking and industrial sectors; “look to take action before seeking the cause”,
noticeable more in the industrial than the other sectors; and, finally, “try to look for
changes in the company’s structure that lead to significant enduring improvements”,
which is used more by the banking than the services sector. That is to say, company
sector (industrial, banking, insurance, services) did affect or determine the participants
involvement in the use of systems thinking in relation to the different degree of using
these skills within the sectors of business.

This finding is consistent with Kargin and Aktas (2012) who found that the use of
systems thinking skills did differ by work position for both certified accountants trainees
and certified public accountants. Also the finding of the study found no relationship
between the usage of systems thinking skills and the age, work experience, education

level or gender for both samples.
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e The use of organic structures

The research findings showed that there is a positive significant relationship between the
age of the company and the use of an organic structure except for three activities out of
seven(i.e. an organic structure activities); namely, taking into account the operational and
strategic necessities for designing a convenient structure for the company, considering the
development of a structure supportive of change and development for the company, and
the ability to make rapid responses to the company’s competitors and to changes in
market demand. That is to say, there is relatively positive medium correlation or
association between the age of the company and the use of organic structure. As a result,
the research findings showed that the age of the company has a medium positive effect on
the use of organic structure in the company in five organic structure activities. On the
other hand, the findings showed no statistically significant relationship or correlation
between the size of the company and the use of organic structure activities in Jordanian
companies, which indicates that the size of the company did not affect or influence the

use of organic structure nor affected their level of participation in strategic thinking.

The research findings also showed that there were no statistically significant differences
between the four sectors (industrial, banking, insurance, services) in terms of the use of
an organic structure except for three activities out of seven; namely, “motivates
interaction and communication and encourages the generation of new ideas” which is
used more noticeably by the banking than the other sectors, “develops a collaborative
structure which leads to the free exchange of ideas within the company”, which is used
more by the industrial than the other sectors, and “fosters ongoing strategic dialogue
among top team through applying a reward and compensation system”; this activity is
used by the baking and service sectors. That is to say, the four business sectors have a
weak effect on the application of organic structures in Jordanian publicly quoted
companies. In this context, Moon (2012) suggested that organization structure, such as
applying formalization and centralization in Korean companies in decision-making

structure, and interdepartmental teams, determines a company’s strategic thinking.
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e The use of environmental analysis

The research findings showed that there was a positive relationship between the age of a
company and the use of environmental analysis as a factor in the practice of strategic
thinking. Three activities of environmental analysis out of five had a positive relationship
with company age; namely, “recognition of internal and external analysis of industry”,
“ability to understand the dynamics of the external and internal environments” and
“understanding of ambiguities and complexities for the interpretation and evaluation of
events”. However, it seems that the size of the company has no relationship with the use
of environment analysis except for one positive activity, namely, “understanding of
ambiguities and complexities for the interpretation and evaluation of events”. On the
other hand, the research finding showed that the nature of business (industrial, banking,
insurance and services sector) affects the environmental analysis as a factor of strategic
thinking for all activities; namely, “consideration of company strengths and
opportunities”, which is used more by the industrial sector than the other sectors,
followed by “recognition of internal and external analysis of industry”, which is used
more by the industrial than the insurance and banking sectors, then “ability to understand
the dynamics of the external and internal environments”, which is used more by the
industrial than the insurance and services sector. Moreover, “identification of the strategic
issues of the company” is used more by the industrial than the insurance and services
sectors and, finally, “understanding of ambiguities and complexities for the interpretation
and evaluation of events” is used more by the banking than the industrial and insurance

sectors.

As a result, there is a medium positive correlation between the age of a company and
environmental analysis activities as well as no correlation between the size of a company
and the usage of environmental analysis. That is to say, the age of the company has a
relatively medium positive effect on the use of environmental analysis in three activities
out of five which affect the level of participants’ involvement in the use of environmental
analysis. Moreover, the findings showed that the size of the company did not affect the
use of environmental analysis. The findings show the company sectors (nature of
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business) affect the use of environmental analysis for all activities with different degrees
of usage of environmental analysis by the four sectors, as mentioned above. This
indicates that the participants involved in strategic thinking differ significantly in term of
the use of environmental analysis activities across the four business sectors in Jordanian

publicly quoted companies.

This finding is consistent with Moon (2012) who found that the internal (i.e.
organizational culture, structure and resources and competences) and external variables
(i.e. market and technological turbulence) has a positive influence on the organizations to
practice strategic thinking such as organizational culture and organizational structure. The
finding also is consistent with El-Farra et al. (2008) who found significant differences
between the divisions (i.e. central directorates, hospitals, primary health) in the Ministry
of Health in Gaza Strip and the use of internal and external environmental analysis.
Moreover, Stonehouse and Pemberton (2002) found that large UK services SMEs
companies are more likely to plan over five years (i.e. planning over a longer time

horizon).

e The use of intelligent opportunism

The research findings show no association between the age of the company and the use of
intelligent opportunism except for two activities out of six; namely, consciousness about
the main strategic problems of the company. Regarding this activity there were large
differences between the actual and expected count for some cells of those companies that
use intelligent opportunism activity (i.e. statistically significant differences do exist
between the six categories of age in term of the use of this activity as a factor of strategic
thinking process) that aged 10-19 years, 20-29 years, 30-39 years and 50 years and over.
This result means that there was a focus on using this activity in old companies more than
the younger ones. In terms of the activity of considering the input of strategies from lower
level management suitable for a changing environment, there were large differences
between the actual and expected count for some of cells of those companies that use

intelligent opportunism activity (i.e. statistically significant differences do exist between
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the six categories of age in term of the use of this activity as a factor in the practice of
strategic thinking) that aged 10-19 years, 20-29 years, 30-39 years and 50 years and over.
This result means that there was more focus on using this activity in older companies than
younger ones. Moreover, the research findings showed that there was no statistical
relationship between the size of a company and the activities of intelligent opportunism.
On the other hand, the research findings showed that there were statistically significant
differences between the four sectors regarding the use of intelligent opportunism. This
indicates that the business areas involvement in the use of intelligent opportunism
activities differs significantly between the four sectors in Jordanian publicly quoted
companies for three activities out of five; namely, “awareness of participation of middle
managers” is more noticeable by the banking than the other sectors, “awareness about
company strengths and weaknesses” is used more by the services than the industrial and
insurance sectors, “identifying alternative strategies from people who are more innovative
and more creative” is used more by the industrial and services sectors. As a result, the age
and size of a company did not affect or determine the use of intelligent opportunism,
while the company sector has a medium effect in determining the use of intelligent

opportunism.

Finally, this study introduced model derived from the research finding representing the
current strategic thinking implementations in Jordanian publicly quoted companies in the
four sectors. The model may be generalised to other organisations in Jordan and to other

developing countries. Figure 7.1 shows and summarises this proposed model.
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Figure 7: Summary of the study’s proposed model
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6.5 Barriers associated with the practice of strategic thinking

This section introduces the barriers to strategic thinking which influence the extent of the
practice of strategic thinking in Jordanian companies as well as the relationship with the

barriers which influence the extent of practice of strategic thinking.

It has been found from the questionnaire findings that the most effective barriers and
impediments to practising strategic thinking in Jordanian companies were “insufficient
programmes introduced to employees to train them in thinking strategically”, “inadequate
training programmes in order to become strategic thinkers”, “inadequate incentive
programmes to explore forward thinking and creativity” and “unclear benefits of strategic
thinking processes to your company”. These barriers scored the highest means within this
study, while the lowest score of barriers experienced by Jordanian companies was for
“insufficient capabilities involved in environmental scanning for opportunities and
threats”. Moreover, the questionnaire findings revealed that the barriers experienced in
Jordanian companies recorded an overall mean 3.813. That is to say, Jordanian publicly
quoted companies experience a relatively high level of barriers that affect, prevent or
impede the practice of strategic thinking, which may relate to the low level of real
commitment of top management in these companies and may relate also to the lack of
management to create an atmosphere that leads to increased creativity in their companies,
to introduce suitable and sufficient training programmes for their staff (i.e. internal and
external analysis of companies environment and carrying out SWOT analysis regularly)
and to increase incentive programmes to explore forward thinking. The findings of this
study are consistent with the findings of studies conducted in developed countries and
some less developed countries in the Arab world, especially Jordan, regarding the barriers
which impede or prevent the practices of strategic thinking in organizations. This result is
relatively consistent with the finding of number of studies in strategic thinking such as
those of Moon (2012), Al-Rousan and Qawasmeh (2009), Acur and Englyst (2006), Abu
Khadra and A.Rawabdeh (2006), Mostafa (2005), Greatz (2002), and Bonn (2001), who

in their studies found several barriers experienced in the practice of strategic thinking.
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Greatz (2002) and Bonn (2001) suggested various solutions to overcome the barriers that
impede or prevent the process of experiencing strategic thinking and to enhance
organizations’ strategic abilities to practise strategic thinking processes, such as:
recognition or encouragement of those who hold new ideas; establishing a reward system
that supports and encourages creative thinking across organizations; creating a supportive
environment that allocates space, time and funds to good ideas; providing suitable training
programmes to develop creative thinking and team work skills; and the modelling of
desired behaviours by top level management at every level of the company to encourage
employees’ creativity and ensure that strategic thinking occurs widely across the
company.

Mostafa (2005) conducted a study of 100 top listed companies in Egypt from different
sectors (i.e. banks, hospitability, industrial) to study the factors which affect
organizational creativity and innovativeness. The study found different barriers were
practised by Egyptian companies, such as low commitment (i.e. not feeling involved) to
organization and lack of management support, lack of communication, fear of failure,
destructive criticism, management turn-down of suggestions, and time and work pressure,
as well as the fear of change which was one of the main barriers preventing creativity in
the working environment. Moreover, the finding of this study is relatively consistent with
Abu Khadra and A.Rawabdeh (2006) who conducted a study concerning the development
of learning organization concept (LOC) in Jordanian industrial companies. The study
indicates that Jordanian companies can apply the LOC by using different constructs such
as supportive organizational culture, applying horizontal organizational structure,
knowledge management systems, reward and recognition systems and performance

evaluation systems.

In terms of insufficient capabilities involved in environmental scanning for opportunities
and threats and insufficient and inadequate training programmes introduced to employees
to train them in thinking strategically, Al-Rousan and Qawasmeh’s (2009) study found

that the banking sector in Jordan faced different barriers which impeded their
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development in the market, such as SWOT analysis still not being commonly used by
Jordanian banks and not executed on a continuous basis, and barriers related to training

programmes to develop staff and management in Jordanian banks to upgrade their skills.

The semi-structured interviews revealed that there are a number of barriers which impede
the practice of strategic thinking in Jordanian publicly quoted companies from different
business sectors. Some of these barriers were similar to and supported the quantitative

results.

The semi- structured interviews showed that the participant varies for different barriers;
for instance, 75% of participants (i.e. six out of eight participants) mentioned that the
barriers include: insufficient integration at all levels of company management and
inadequate incentive programmes to explore forward thinking and creativity in which
they considered that both mentioned barriers are those which most impede the practice of
strategic thinking in their companies, 62.5% of participants (i.e. five out of eight
participants) stated that the problems are associated with insufficient programmes
introduced to their employees to be trained in thinking strategically, and unclear benefits
beyond the practice of strategic thinking processes in their companies. Moreover, 50% of
participants (i.e. four out of eight participants) mentioned that their companies’ structures
impede the practice of strategic thinking. Finally, 37.5% of participants (i.e. three out of
eight participants) asserted that the application of strategic thinking requires more time
which affects the current work of their companies’ staff; the incentive programmes are
inadequate to explore forward thinking and creativity; and moreover the capabilities

involved in environmental scanning for opportunities and threats are insufficient.

For instance, one participant from a financial services company stated that:

“.... One of the greatest barriers which we face and impedes the
practice of strategic thinking in our company is the lack of connection
between top management and the staff of the company in different
management levels which discourages the employees’ interactions to

exchange ideas and prevents creative thinking”.
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Another participant from the department of marketing of a leading industrial company
stated that:

“....0ur company structure does not support the involvement of other
levels of management in the process of strategic thinking and
everything is treated by top management which is considered as risk
avoiders which mean that they do not believe in the abilities of their
staff to come up with good ideas which increase the company
performance.... Compensation and rewards are only paid to top
management teams and no reward or compensation paid to staff in the

other levels except the company pay for extra work hours”.

Moreover, the findings show weak negative correlation between the age and size of the
company and the barriers influencing the practice of strategic thinking in Jordanian
companies. That is to say, the age and size of the company did not affect the barriers
which impede the practice of strategic thinking process, and the negative weak correlation
of both age and size of the company and the barriers that influence the practice of strategic
thinking is related to smaller age and size Jordanian companies. Moreover, the findings
show that there are weak statistically significant differences between the four sectors
(industrial, banking, insurance, services) and barriers to the practice of strategic thinking
by Jordanian publicly quoted companies; namely, “insufficient programmes introduced to
employees to train them in thinking strategically”, which is noticeable more in the
insurance than the industrial and services sectors. “Inadequate incentive programmes to
explore forward thinking and creativity is noticeable” more in the banking than the
industrial and insurance sectors. “Insufficient capabilities involved in environmental
scanning for opportunities and threats” is more noticeable in the services than the
industrial and banking sectors. The finding of this study is consistent with Mostafa (2005)
who found statistically significant differences between age of participants, gender,
education level and creativity and innovation and nature of business (i.e. banks,

hospitability, and industrial) in 100 top listed Egyptian companies.
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6.6 Summary

This chapter provides a discussion about the findings that have emerged from an analysis
of the current study in relation to the existing literature regarding the strategic thinking
concept to achieve the four objectives of the current research. These objectives, as
presented previously, include: examining the familiarity of the concept and purpose of
strategic thinking in Jordanian publicly quoted companies; examining the extent of
practising strategic thinking in Jordanian publicly quoted companies; investigating the
organizational characteristics (company age, company size, company sector) in Jordanian
publicly quoted companies which influence the extent of the practice of the strategic
thinking process; and examining the barriers that are likely preventing the practice of the
strategic thinking process in Jordanian publicly quoted companies.

However, the previous discussions indicate that:

The knowledge of Jordanian publicly quoted companies about the concept and the

purpose of strategic thinking is high.

The knowledge of Jordanian publicly quoted companies about the concept and the
purpose of strategic thinking has a positive relationship with organizational

characteristics (age, size of the company and nature of business). This includes:

e A strong relationship between age of the company and familiarity with the

concept and purpose of strategic thinking in publicly quoted companies.

e No relationship between the size of the company and familiarity with the

concept and purpose of strategic thinking in publicly quoted companies.

e Medium differences across the four sectors (age, size of company, nature of
business) regarding familiarity with the concept and the purpose of strategic

thinking in publicly quoted companies.
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The extent of the practice of the strategic thinking process has a positive relationship with

organizational characteristics (age, size of the company and nature of business). This

includes:

Strong positive relationship between the age of the company and the extent of
the practice of strategic thinking process in Jordanian publicly quoted

companies.

Small positive relationship between the size of the company and the extent of
the practice of strategic thinking process in Jordanian publicly quoted

companies.

Strong positive relationship between the organizational characteristics and the
extent of the practice of strategic thinking process in Jordanian publicly quoted

companies.

Moreover, the previous discussions reflected that:

Small significant differences exist in the extent of experienced strategic
thinking implementation barriers across the four sectors of business. Moreover,
the analysis reflected that small negative significant differences exist in the
extent of the strategic thinking implementation barriers experienced across the

age and size levels in Jordanian publicly quoted companies.

The conclusions and implications regarding the research findings about the strategic

thinking process in Jordanian publicly quoted companies will be presented in the next

chapter.

247



CHAPTER SEVEN
CONCLUSIONS AND IMPLICATIONS
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Chapter Seven
Conclusions and Implications

7.1 Introduction

This chapter is divided into five main sections. Section 7.2 provides a summary of the
main findings of the research which emerged from the data analysis for each objective of
this research in Chapter Five and the discussion of the findings in Chapter Six. Section
7.3 provides the contributions to knowledge made by this research. The limitations of this
research are discussed in section 7.4. Then areas for further research are presented in
section 7.5. Finally, section 7.6 presents recommendations for the companies drawn from

the research findings.

7.2 Summary of the main findings of the research

This section provides a summary of the main findings of this research which relate to the
extent of knowledge of and familiarity with the concept and purpose of strategic thinking
(which is relevant to the first objective); the extent of the practice of strategic thinking
(which is relevant to the second objective); the relationship between organizational
characteristics and the extent of knowledge of and familiarity with the concept and
purpose of strategic thinking, as well as the relationship between organizational
characteristics and the extent of strategic thinking practice (which is relevant to the third
objective); and the barriers associated with the practice of strategic thinking (which is

relevant to the fourth objective).

7.2.1 The extent of knowledge of and familiarity with the concept and purpose of
strategic thinking

The research findings showed that the majority of surveyed Jordanian publicly quoted
companies from different sectors which practised strategic thinking had good knowledge
of and were familiar with the concept and purpose of strategic thinking (i.e. 112 of
respondent companies out of 261). 43.9% of the respondents were familiar with the
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concept and purpose of strategic thinking. This suggests that companies in Jordan believe
in the value and the importance and returns of strategic thinking. This finding emerged
from participants’ reporting of knowledge and familiarity with the concept and purpose of
strategic thinking (i.e. quantitative and qualitative findings) such as; strategic thinking
helps to gain or strengthen competitive advantage, draw a picture of their companies by
connecting the past, present, and future, their knowledge that strategic thinking is
included in strategy formulation and implementation and in determining the strategic
performance of the company. Moreover, they confirmed their belief that strategic
thinking is connected with solving strategic issues and conceptualizing the future of their
companies and, finally, the process of strategic thinking must take place at all levels of

their companies.

7.2.2 The extent of the practice of strategic thinking in Jordanian publicly quoted
companies

The research has provided empirical evidence that Jordanian companies practise strategic
thinking to a greater or lesser extent through the use of various skills. This finding
emerged from participants reporting the importance of strategic thinking and its potential
to achieve various activities (i.e. strategic thinking skills) for their companies. However, a
number of critical findings have emerged from this research relating to the extent of the

practice of strategic thinking in Jordanian publicly quoted companies.

A crucial finding is related to the use by Jordanian companies of reflective thinking skills
such as: use of experience, knowledge and the information gathered to solve difficult
problems; reviewing past decisions by seeking help from professionals and colleagues
and dealing with new situations to improve their future actions and tendency to solve
problems from different perspectives. This finding is consistent with Pang and Pisapia
(2012): that the use of reflecting thinking skills is a function of education and training,

with those who hold higher degrees practising it more than those with lower degrees.

One of the important findings is related to the activities of reframing thinking skills. The

findings indicate that Jordanian companies have high involvement in the use of various
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activities of reframing skills, such as: seeking different alternatives or possible solutions
and perceptions when the situation is more complex; examining different viewpoints; and
tending to ask everyone about the changes which happen and could happen in the
companies’ environment through using discussions with employees who hold different
beliefs. Moreover, the research finding showed that Jordanian companies listen
continuously to everyone regarding a situation before carrying any discussion; focus on
understanding unfamiliar and complicated problems from different insights; and obtain
information and ideas from different sources externally and internally to seek solutions to

their companies’ problems.

In Jordanian publicly quoted companies from various sectors, the factor of systems
thinking is relatively greatly used in the strategic thinking process. However, the results
suggest that the majority of Jordanian companies surveyed build strategies which fit with
the changing environment by identifying external forces and searching how they occur
and how they affect their performance before taking any action. There is a review of
companies’ structure which leads to significant improvements. Furthermore, Jordanian
companies seek to develop the capabilities of their employees to solve a problem when

they face a problem needing resolution.

One of the crucial findings which is used to a lesser extent is related to seeking to take
action before knowing the cause. This suggests that this skill may be used by frontline

managers (i.e. lower level management) to solve routine problems.

In Jordanian publicly quoted companies, the factor of applying organic structure is
applied in the strategic thinking process. These companies encourage interactions and
communication and extracting ideas and developing shared decisions at all levels to
develop innovative strategies that lead to competitive advantage. Moreover, those
companies develop supportive structures which are considered a significant process in the
use of strategic thinking which leads to the free of exchange of ideas, the fostering of
strategic dialogue, the developing of shared beliefs and visions about goals and values of

their companies with others and increasing their ability to foster responses to competitors.
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One of the crucial findings is related to the process of environmental analysis. The
findings indicate that Jordanian companies pay attention to strengths and opportunities,
identifying the strategic issues of the companies and pay attention to their internal and
external analysis. Moreover, the research findings provided empirical evidence that
environmental analysis in Jordanian companies is important for achieving the process of
strategic thinking through using various methods such as SWOT analysis to study various
factors internally and externally which influence their performance; building and
implementing capable strategies which fit with the company’s environment to achieve
competitive advantages; avoiding possible threats which affect their performance in the
market; using information technology and strategic techniques in risk management; and

managing competition with respect to the various business sectors.

One of the crucial findings of the research, which has emerged from the analysis and
discussions, is that Jordanian companies are highly involved in the application of
intelligent opportunism activities, particularly awareness about their companies’ strengths
and weakness, and developing and creating innovative alternative strategies through
exchanging information across departments at all levels within the companies regarding a

dynamic and changing environment.

7.2.3 The effects of organizational characteristics on knowledge of and
familiarity with the concept and purpose of strategic thinking

Two of the key findings are a medium positive influence or relationship between the age
of the company and the knowledge of and familiarity with the concept and purpose of
strategic thinking, while no relationship or influence exists between the size of the
companies and the extent of the knowledge of and familiarity with the concept and
purpose of strategic thinking in Jordanian companies. Moreover, this research examined
the influence of business sectors (industrial, banking, insurance and services) on the
knowledge of and familiarity with the concept and purpose of strategic thinking. The
result indicates that the nature of the business has a small effect or influence on the extent
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of knowledge of and familiarity with the concept and purpose of strategic thinking in

Jordanian companies.

7.2.4 The effects of organizational characteristics on the practice of strategic
thinking

One of the critical findings of this research which emerged from the analysis and
discussions is the influence of company age on the extent of the practice of reflective
thinking skills as a factor in practice of the strategic thinking process. The study found a
strong positive relationship between the age of a company and the extent of the use of
reflective thinking skills. This suggests that older Jordanian companies are more likely to
engage in the use of reflective thinking skills in for seven reflective skills, whereas there
is one negatively correlated skill; namely, “acknowledge the limitations of your own
perspective”, which suggests that this skill is more likely to be used by smaller Jordanian
companies. On the other hand, there is a weak relationship between the size of a company
and the use of reflecting skills and a weak negative relationship between the size of a
company and the use of reflecting skills. This suggests that larger Jordanian companies
are more likely to engage in four reflecting skills, while three negative skills are more
likely to be used by smaller Jordanian companies. The findings indicate that strong
differences exist between the four sectors regarding the use of reflecting thinking skills as

a factor in the practice of strategic thinking in Jordanian publicly quoted companies.

The use of reframing thinking skills does not relate to the size of company, while the age
of the company has a medium positive relationship with the use of reframing thinking
skills except for one negative relationship, namely, “try first to examine the problem at its
face value and create plans to solve it before seeking other people’s opinions”, found in
younger companies. Moreover, the research examined the influence of business sector on
the practice of reframing thinking skills. The result indicates that small differences exist
between the four sectors regarding the practice of reframing thinking skills as a factor in

the practice of strategic thinking.
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The research provides empirical evidence that the age of a company has a small positive
relationship with the practice of systems thinking skills while the size of the company has
a weak positive relationship on the practice of systems thinking skills. The evidence is
that older companies are more likely to engage in systems thinking skills as a factor in the
practice of strategic thinking. On the other hand, strong differences were found between

the four sectors and the practice of systems thinking skills.

In terms of the application of an organic structure, the research found a medium positive
relationship between the age of the company and the application of an organic structure in
Jordanian companies, whereas no relationship was found between the size of the
company and the application of an organic structure. On the other hand, small differences
were found between the four sectors (industrial, banking, insurance and services) and the

application of an organic structure as a factor in the practice of strategic thinking.

One of the findings is that there is a medium positive relationship between the age of a
company and the use of environmental analysis, while there is no influence of the size of
the company on the use of environmental analysis except for one activity, namely, the
understanding of ambiguities and complexities for the interpretation and evaluation of
events. Moreover, the research found a strong influence or differences in the nature of a
company’s business on the use of environmental analysis as a factor in the practice of
strategic thinking.

The research examined the nature of business, age and size of the company and the
practice of intelligent opportunism. The findings indicate medium differences between
the four sectors (industrial, banking, insurance and services) regarding the practice of
intelligent opportunism and a weak relationship between the age of the company and the
extent of intelligent opportunism practice in Jordanian companies into statements found
in older companies; namely, consciousness about the main strategic problems of the
company and considering the input of strategies from lower level management suitable

for a changing environment. On the other hand, there was no relationship or influence
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between the size of the company and the extent of intelligent opportunism practice as a

factor in the practice of the strategic thinking process.

7.2.5 The barriers associated with the practice of strategic thinking

The critical result is that all barriers which may influence the practice of the strategic
thinking process were experienced relatively highly by Jordanian companies. Moreover,
there is a small negative relationship between the age of the company and the barriers
which influence or prevent the practice of strategic thinking; namely, “unclear benefits of
strategic thinking processes for your company”; “inadequate incentive programmes to
explore forward thinking and creativity”; and “inadequate training programmes in order to
become strategic thinkers”, which are found in younger Jordanian companies, whereas the
barriers which influence the practice of strategic thinking do not relate to the size of the
company except for two negative items; namely, “unclear benefits of strategic thinking
processes to your company” and “inadequate incentive programmes to explore forward
thinking and creativity”, which is found in smaller Jordanian companies. On the other
hand, the research examined the influence of the nature of business (industrial, banking,
insurance and services) on the barriers which influence or prevent the practice of strategic
thinking. The finding indicates small differences between the four sectors regarding the
barriers which influence the practice of strategic thinking processes in Jordanian

companies.

7.3 Contributions to knowledge

This research has provided a number of contributions to the literature on the practice of

strategic thinking.

Firstly, this study is the first to investigate the concept of strategic thinking, its purpose
and practices, and the barriers which prevent the process of strategic thinking in

Jordanian publicly quoted companies.
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Secondly, this study provides empirical evidence about the nature of the relationship
between organizational characteristics (age, size of company, nature of business, and
business sector) and the extent of knowledge of and familiarity with the concept and
purpose of strategic thinking, as well as the extent of the practice of the strategic thinking

process, in Jordanian companies.

Thirdly, this study has investigated the practice of strategic thinking, its concept and
purpose in Jordan. The vast majority of empirical studies in the field of strategic thinking
have been conducted in developed countries (e.g. Kargin and Aktas, 2012; Moon, 2012;
Pang and Pisapia, 2012; O’Regan et al., 2010; Pisapia et al., 2009; Pisapia et al., 2005;
Greatz, 2002; Stonehouse and Pemberton, 2002 and Bonn, 2001), while few studies have
been undertaken in the Middle East (e.g. El-Farra et al., 2008 and Mostafa, 2005), and
there are no empirical studies which have been undertaken in Jordan regarding the

practice of strategic thinking.

Fourthly, this research provides empirical evidence of some important aspects regarding
the practice of strategic thinking processes, including the nature of knowledge of and
familiarity with the concept and purpose of strategic thinking, the use of reflective
thinking skills, reframing thinking skills, systems thinking skills, the application of

organic structures, environmental analysis and the use of intelligent opportunism.

Fifthly, it provides empirical evidence about the barriers associated with the practice of
the strategic thinking process and its relationship with organizational characteristics (age,

size of company and business sectors).

Sixthly, this research used quantitative and qualitative methods to collect primary data in
order to develop an understanding and create a clear picture of strategic thinking and its
importance. This is considered a contribution to knowledge in the Jordanian context since
every time a researcher collects primary data, a new contribution is added to overall

social knowledge (Hox and Boeije, 2005).
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Seventhly, this is the first study of the barriers associated with the practice of the strategic
thinking process in Jordan, particularly in Jordanian companies from different sectors (i.e.
industrial, banking, insurance, services sector), according to the knowledge of the

researcher.

Eighthly, this research has found out the views of managers at different management

levels in Jordanian publicly quoted companies.

7.4 Limitations of the research

1- As mentioned earlier, the research descriptive and a cross-sectional survey strategy
was chosen (see sub-section 3.5.2). This did not provide the researcher with the
opportunity to explore in more depth some of the areas related to the practice of strategic
thinking in Jordanian companies. However, future research can be conducted by using in-
depth types of study that focus on a small number of respondents as well as a smaller
number of these companies. According to O'Shannassy (2000), to study strategic thinking
in different companies, the study must take a sample of four to six companies from each

industry or 40 to 60 subjects, which is consistent with the limitations of this research.

2- To the best of the researcher's knowledge there has been a lack of comment in the
literature and studies conducted investigating the topic of strategic thinking which is

considered to be a new concept in the Arab world, including Jordan.

3- The data obtained from the questionnaire suggested the use of nonparametric methods.
Non-parametric methods do have some disadvantages. For instance, these methods can be
less powerful compared to their parametric counterparts and sometimes are less likely to
detect the ability of a test to find effects or differences that truly exist. For example, if we
use a non-parametric test and a parametric test on the same data, and those data meet the
appropriate assumptions, then a parametric test will have greater power to detect an effect

than a non-parametric test (Field 2009).
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4- This study is limited by its concentration on Jordanian publicly quoted companies
listed on the Amman Stock Exchange. This may affect negatively the generalizability of
findings to other types of businesses which operate outside the Amman Stock Exchange
(e.g. family businesses, Qualifying Industrial Zone (Q1Z2)).

7.5 Areas for further research

Although the research has contributed to an understanding of the practice of strategic

thinking, future research is recommended and should focus on a number of issues:

e This study is focused on a number of factors related to strategic thinking practice in
Jordanian publicly quoted companies (i.e. listed shareholding companies in Jordan), such
as the practice of reflective thinking skills; reframing thinking skills; systems thinking
skills; application of organic structure; use of environmental analysis; and the use of
intelligent opportunism. Further research could concentrate on the practice of strategic
thinking in other types of organization, such as government organizations and family

owned businesses in Jordan.

e Organizational structure and culture, as a factor of successful strategic thinking
practice, requires further research. It is important to assess its suitability, especially in
Arab countries and particularly in Jordan where the situation of organizational culture and
organizational structure is critical to the practice of strategic thinking and where it has an

effect on the environments of Jordanian companies.

e The research results regarding the extent of the practice of strategic thinking indicate
that there is a need for further research focused on the following issues:

a) The value of involvement of all levels of company management in identifying
different strategies suitable for changing environments.

b) The value of introducing sufficient programmes and reward systems to explore
forward thinking and creativity.
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e It was found that there was little empirical research and few theoretical studies
focusing on the practice of strategic thinking processes, including the practice of
reflective thinking skills; reframing thinking skills; systems thinking skills; the
application of an organic structure; use of environmental analysis; and the use of
intelligent opportunism. Consequently, further research is needed on the practice of
strategic thinking, with more focus on the association between the practice of strategic

thinking and organizational characteristics.

e This research is focused on using a mix of quantitative and qualitative methods
which is unusual in the majority of similar studies in Arab countries. In order to maintain
the effectiveness of future studies, researchers should be encouraged to use both

quantitative and qualitative methods.

e This research concentrated only on studying organizational characteristics of
Jordanian companies and the extent of the practice of strategic thinking. Consequently,
the relationship of personal characteristics of participants and the extent of the practice of

strategic thinking by Jordanian companies could be an area for further research.

e This research focused only on studying strategic thinking in Jordanian publicly
quoted companies which are registered on the ASE. Consequently further research is
needed to be applied in other industries outside the ASE, such as studying the extent of
strategic thinking in industrial cities which operates in Jordan (i.e. Qualifying Industrial

Zones) (see Appendix 7: Jordan general overview) or family business firms.

7.6 Recommendations for Jordanian companies arising from the research findings.

This section provides recommendations for Jordanian companies based on the findings
which emerged from the analysis and discussions of this research. It is hoped that these
recommendations will be useful and will contribute to a better understanding of the
development of the strategic thinking process and tackle the barriers which impede or

prevent the practice of strategic thinking in Jordanian companies.
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It is important that Jordanian publicly quoted companies pay more attention to the
participation and engagement of the three levels of management in sharing in the

activities of the practice of the strategic thinking process.

Jordanian publicly quoted companies could develop alternative strategies regarding the
changing environment by paying more attention to the identification of organizational
structures and cultures which enhance the practice of strategic thinking in their

companies.

It is important that Jordanian publicly quoted companies pay more attention to the
process of exchanging ideas and sharing knowledge and team work through building
effective communication systems which improve and enhance the performance of
analysing the internal and external environment of the company by the involvement

and commitment of top management of the company.

Jordanian companies could enhance the practice of strategic thinking through:
introducing sufficient training programmes for their employees; enhancing sufficient
integration at all levels of the company; introducing suitable incentive programs and
reward systems to explore forward thinking; developing the capabilities which can be
involved in the process of environmental scanning for opportunities and threats; and
providing suitable time to practise strategic thinking without affecting the workload of

company staff.

7.7 Summary and conclusion

This chapter provided a summary of the main findings of this research which relate to the

extent of knowledge of and familiarity with the concept and purpose of strategic thinking

(which is relevant to the first objective); the extent of the practice of strategic thinking

(which is relevant to the second objective); the relationship between organizational

characteristics and the extent of knowledge of and familiarity with the concept and

purpose of strategic thinking, as well as the relationship between organizational

characteristics and the extent of strategic thinking practice (which is relevant to the third
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objective); and the barriers associated with the practice of strategic thinking (which is

relevant to the fourth objective).

The main reason for conducting this study to show the level of strategic thinking in
Jordanian publicly quoted companies and determine the role that cognitive process of
strategic thinking which play in the development of organizations. This study
demonstrated that cognitive process of strategic thinking determines how individuals
perceive the future of their organizations. It showed that cognitive process of strategic
thinking is based upon particular elements of strategic thinking and these elements
presented in the study which explain how people think, and to think implies the activation

and application of cognitive process or mental models in their organization.

The challenge for organisations is to acknowledge the importance of cognitive process or
shared mental models by developing strategies focusing on improving dialogue and
interaction among members of organizations to integrate and build shared organisational
knowledge. Only then organisational strategies will achieve its main purpose-to serve all

stakeholders including employees, shareholders, communities and the wider environment.
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Appendix 1: Geographical Map of Jordan
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Appendix 2: Questionnaire covering letter in English

q

University of
HUDDERSFIELD

Inspiring tomorrow’s professionals

JRA/GH/AImarshad

27 July 2011

To Whom it May Concern

Mohammed Almarshad, PhD Student — University of Huddersfield, UK

I write to confirm that the above named person is conducting research, under my

direction, concerned with strategic thinking in Jordanian publically quoted companies.

As part of this research he needs to collect data via a questionnaire survey.

I would be grateful if you could facilitate this research by completing Mohammed
Almarshad’s questionnaire survey.

Yours faithfully

e et —
Ll

Dr J. R. Anchor

Head of Department of Strategy & Marketing
University of Huddersfield Business School
Queensgate

Huddersfield HD1 3DH

Tel: +44-1484 -472462

Fax:+44-1484- 473148

Email: j.r.anchor@hud.ac.u
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Appendix 3: Questionnaire covering letter in Arabic

41
University of
HUDDERSFIELD

*}i&a}\&\w

Saldll aall adl

4GS g il Aea 5 oSl 2SI

(Strategic 4alal) daaluwall 45a Y1 ClS AN B A Sul) &7l ging Aol o g8l Sl aSadl
daala e ol Al As ) e J saal“Thinking in Jordanian Publicly Quoted Companies)
Laalusall 4300 )W) IS 5N HLia) a3 dul ol oda Chan (Biiad Jal ey (Lilday ) Basiall dSlaally ald ) o

-l lae (3 pms (8 Alsasall alall

YA (e a1 6 A8 Uil aSialyes 8 5oy Ci_piis Lild a5 plaY) o3 JadY e U Clill) e im sal g
Sl ogas 33,10 ilild) qan ol oS1 S35 2aall 1 by (38 el i) gy Al Jle daY)
wgaladl Cnll aal e Jadh ) oS5 5 ALIS 4 sy

130 1A 5 8 8 gall A 5 Allad dah sl g e Uaill JS e Gadaill Q8 ¢ 5S4 salie ) &3 Gladin¥) 13l alall
Al ) 5 E Ala) (8 el 5 LS i 1 sa ) Allima (5 585 38 Lgd) ) lida) (g Sle e S

s b Jlat¥l 20 51l ane ela 1 ae L) 138 2l b aSaga g oS5 o i iy Sall o oSy
Al il glaa gl calla

SLeY) 5 o) i) (3 sy | slni

Mohammad Almarshad, Doctoral Professor Dr. John Anchor, Head of
Research Student ,University of Department of Strategy and Marketing
_ Huddersfield Business School, University of Huddersfield
Aipdail) ¢AL) Azala tel: +44 (0) 1484 472462
Tel: +962777774870 email: j.r.anchor@hud.ac.uk

Email: m.n.almarshad@hud.ac.uk
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Appendix 4: Research Questionnaire

. 5

Please read the following definition before completing section one. G sl o Auai) i) JSLEAN a8 Aiae 48y 5l e B le ga s 1l R pusdll)
Strategic Thinking: ““ is a particular way of solving strategic problems at the Glidee pe (SN ) (5 SE giad) Clilae (o peadl MR (e oaidaiill 5 50,4l
individual and organizational level by combining a rational and convergent Alall e lay) sal)

approach with creative and divergent thought processes”(O’Shannassy, 2003).

1 Gender Male S8 il 1
Female )
2. Age
0 <25 26 - 30 31-35 36 — 40 40 + o 2
3. Educational Level el (s siusdl) 3
Secondary School e 45 G
College Diploma e LS 5 gl
Bachelor oM
Master sale
PhD 8l 58a
ShNd K a4
4. What is your job TITLE? Top Management Middle Management Lower Management
Management Level: We 5l g ol Lia o ylal
s bl (5 ghdll
Please specify the Job........................ FooeROOUURURUPRRPRRRRRRR 4“9 JRTLEN: PR ENG |
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5. Total Work Experience (Year's)y 1-4 5-8 9-12 13+ 8l Sl s
6. What is the age of your company in years? G gy 4S8 e 54 e
<10 10-19 20-29 30-39 40-49 >=50
7. Which of the following categories best represent your el N € SIS 58 Caial () (S A1) ubtksl‘ o ! fé‘
Company’s INDUSTRY? (Please tick (\) one box only). 22l e g (V) 200 s
e Industrial elia
e Banking i
e Insurance Omals
e Services Gledd
8. How many employees does your company Sl i B AS Al b cplalall 22 oS
currently employ?
<100 100-499 500-999 1000-1999 2000-2999 || 3000-3999 >=4000

9. Which of the following type best represents

your company’s OWNERSHIP?
(Please tick (V) one box only).

e Government or partnership with private sector

e Private ( Individual or other private companies )

5Ll g sla M1 € ASIS 58 Al Caieal () (S cileUaill e sl )

Aals a4 (V)

A ala S 5 ) Galid) - als s

number on the scale provided.

Please describe the concept and importance of strategic thinking for each of
the following organizational purposes. Please tick the appropriate

L sall IRV (ge S (BT 3 i) i) Sl duadl 5 o sede grania 53 elan )
Al JSY) 28 1) Jea 5 la gy la ) i)
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1 2 3 4 5
Strongly disagree Disagree Neutral Agree Strongly agree
Bady (3l se e Gl ge s (38 5 Bady (38 5

Strategic thinking helps to strengthen or gain |1 2 3 5

competitive advantage. Al 3 e i) gl 5 3a8 e aeluy ool iuY) i)

Strategic thinking draws a picture of the company by | 1 2 3 5

connecting the past, present, and future. alall g palall Jay ) DA (e 4S il e wiay oa) inY) sl
Sl 5

Strategic thinking is included in strategy formulation | 1 2 3 5

and implementation, and in determining the strategic 1Y) 8 5 daadi) yiwY) Guai s delua 8 Jan il Y s

performance of the company. AS il e i) (SlasY))

Strategic thinking provides capability for building the | 1 2 3 5 B e 3 lanndl 4 50U e i ol e 3 08l ol yiuY) Sl s

competence needed to control future markets. R U g

Strategic thinking is a synthesizing process resul- 1 2 3 5 gy peanll aall Canda gl e Aadl a5 Aalee o) iuY) K@) ey

ting in good employment intuition and creativity A AN sl Y As sl delua

in the formulation of the strategic direction of the

company.

Strategic thinking is connected with solving strategic | 1 2 3 5 Jiteal ) gal a5 g daaiil i) Llaadl) Ja ae il jiuY) Sal) dagi y

issues and conceptualizing the future of the company. pIgwail

The process of strategic thinking must take place at all | 1 2 3 5 Al Ay )oY il sl paen (A o) Y Sl dddae 25 O ang

levels of the company.

Please read the following definition before completing section three.
Reflecting skills: is the ability to weave logical and rational thinking through
the use of perceptions, experience and information to make judgments as to
what has happened and then create intuitive principles that guide future
actions. Please tick the appropriate number on the scale provided.

D aeddl) Alicad o Agla¥) Jlas) 8 A Ciy ) 3618 o
aladiul JA (e ihie Dlie S8 aay e 500 e B le A AalSady) Gl jlgal)
130 (BIA 3 e s Ciaa e e alSa) laaY Al ST 5aY) 55 580 5 e shaall
b oaaiall g al) B350 gy s Adiied) e Y 4s 55 S5 dpus s gilie
Lidal)

NS

-
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1 2 3 4 5
Almost never Once in a while Sometimes Often Frequently
PR 2l Ll Llle (L) ) Sia (S5

Ask “WHY” questions in order to develop an 3 4 5
understanding of problems. Llzail) agd dglee  ghatl "AL" (Jie Alil Jlas o Jglas

Try to apply your experience and knowledge to any 3 4 5
problem. leal 55 Al Y ¢l s 5l jae Gudai J gl

Accept that your preferable beliefs could be mistaken 3 4 5
when thinking about what you have done and decisions O 432 ailee Loy S5 Ladie 4ikali Aliadall elilaina 585 o el
you have made in solving a problem. Lladll a8l ) 8

Acknowledge the limitations of your own perspective. 3 4 5
Sldalal) el Hlas dga 5 il gasay (ol yicY)

Discover how you could have handled a situation better 3 4 5
when thinking about a past decision you have made. A Bl ) Sl die Juad) JS0 Lo A Aallas A4S (035

Try to find a common goal that will allow two parties 3 4 5
within your organization who are competing or in & Omobaie ) andliie G Hhl ey A & jide o alag) Jglas
conflict both to succeed. LaadlS gaaiy SIS S

Try to take into account the use of information gathered 3 4 5
by experience, in the solution of the problem. &8 5l Al 5 Leman o3 A e glaall aladiil Glaally 3306 o) Jslas
Lo 4l s

Seek coaching by colleagues or professionals when 3 4 5
thinking about past decisions that you have made. Ll Leaaash )l pSaill die caiie 5l o3 ) J (e i) ) (o

Try to take into account the real life implications when 3 4 5
thinking about decisions and actions you have made. Jlee Y15 il il vie a8l 5l cilalSadl e ) g 336 of Jglas
Ler aad A (JladY)

Seek to frame problems from different perspectives. 3 4 5
Adlide Hlas Cilga g (e Wil bl e

Please read the following definition before completing section three.

Reframing skills: is the ability to switch attention across multiple
perspectives, frames, mental models and paradigms in order to generate new

insights and options for actions. Please tick the appropriate number on

the scale provided.

(B acdl) Al o Ay JlaS) g A Gy el Be) B
‘EA@)EQLH}&:@Y\@}QLA; EJAEMOLEJIA}‘—A;Q} :Q\JL@A\J#ESAL&\
B BLE g o Jlee DU Ol LA 3 HISH (318 o) a5 Jal (e Alie 3l ¢l
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1 2 3 4 5
Almost never Once in a while Sometimes Often Frequently
AN fas 1530 [EIN Lle (Laila) ) Sie IS
Try to create and evaluate a larger number of possible | 1 2 4
solutions and perceptions when the problem is more 0SS Ledie O gueall 5 Jolall (o (Sae 2o 5S) andii g BIA ) g laiy) Jglas
complex. et ) AE
Engage in discussions with those who hold a different | 1 2 4
world view and different beliefs. Cilainag 5 i Cilea 5 () 5Shay (Al GalASY) ae LEELL 8 Jsaall J sl
ki
Examine a situation by using various viewpoints. 1 2 4
Adline et Glga g aladinl Aol g9 be i 9o andy o 68
Try to use different points of views to map out different | 1 2 4
strategies needed to the resolution of a problem. 4 gl A HY Adliae Cliati) il a1 haill Cilgas 5 alide alasiul Jslas
LealKia
Try to create a pre-conceived solution to a situation | 1 2 4
before it has been clearly defined or understood. Lol s S ey =i gl L oy O J e dpiail (Bauas Ja e} Jslas
Track trends by asking everyone around you what is | 1 2 4
changing or what is new. il 5 @l i) e @l sa e U Al 4 i e 3l 5 gl piis
Examine a problem by using one viewpoint. 1 2 4
oaalg ).L:; 4.4;_5 e‘éil.ulg uﬂhj A il ua‘)‘ﬁ/ua;ég ?-933
Try to avoid engagement in discussions with critics | 1 2 4
especially with those who make different assumptions Ol Gl Al pe s saad i) ae lle 8 A4S LAl caind Jslas
about a situation. Lo Al J s ddlie cllial 81 () grazay
Try first to examine the problem at its face value and | 1 2 4
create plans to solve it before seeking other people’s Lelad abadll L3l a3 (a5 (o LAl Lo sedae Y 5l AIS Sl Al )/ pand Jslas
opinions. LAY (alaiY o)l e J seanll ) (8
Please read the following definition before completing section three. LB andl) Al o laY) g AUl ciy el Be) B
Systems thinking: is the ability to see systems holistically by Sl e sill cpailaadll g Gu b (o (sad Sy plall 25 155 o5 s sl
understanding properties, forces, patterns and interrelationships that shape A e B g (o2 SV A ek i ol s (S8 S LeiEDle
the behaviours of the systems which provide options for actions. Please coaball (2 cualiall
circle the most appropriate number for all the following items.
1 2 3 4 5
Almost never Once in a while Sometimes Often Frequently
NG fas 153l Glal Lle (Lail) ) sSia IS

N
()
-~




Find that in most cases external environmental changes
require changes internally.

Al ol e Gl e LAY Al <) a3 0 Jilisal) auana G 2a3

Try to think about how different parts of the company
influence the way things are done.

Sl 48yl e A4S 5a) dabiad) Gl plY) LEAas 8 sl Jglas
RS

Concentrate on developing the capabilities of company
employees to solve the problem when they are faced with
a problem needing resolution.

i 4pad gl pa vie Lliadl) Jan (8 AS A (il o 58 5k e S5
da

Search to identify external environmental forces that
affect your work.

Celle e il A Al Al s 8 yandy el Jglad

Try to focus on breaking the problem into parts before
defining it.

L iyl 8 1 a) ) A L e 5,8 501 e

Search for specific feedback on your company’s
performance.

S E il Bladl 3aase daal ) 00 alag) Jlas

Seek to extract patterns or rules from the available
information.

58 i) e slaall (g 2o g 5l alai) GadainY e

Focus on searching for the cause before taking any action.

.c‘»‘giﬁ&\déw\on&#|@wés)5ﬂ

Seek to understand how the individuals in the situation are
interrelated to each other.

Try to take into account how change occurs through the
influence of environmental factors.

Dl JBA (e pndl) Gigan s ) sela A Jsn e W) g 231 Jlas
Al al sl

Look to take action before seeking the cause.

sl G Gandl gl Ayl Al 53 J8 e jal Has) Y el

Try to look for changes in the company’s structure that
lead to significant enduring improvements.

) il it I 5355 5 S 3 Ay b el B ol Jsla
Aass
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Please indicate, using the 5-point scale below, to what extent the following 88N il sda g () (JauY) (B pladd) (il aladinly i B LAY
statements describe an organic structure company as a relevant factor to () ) S A jlan dplas A Lald Dale L sl oS Jl (5 guand) JSgd) A0
strategic thinking of an organizational level. Loabiial) B Gudiall a8 o 3 La) il g o BB (5 glaall o
Please circle the most anoropriate number on the scale nrovided.

1 2 3 4 5
Almost never Once in a while Sometimes Ofte Frequently
Y Ly fax 130 Ll Lle (Laila) ) ySie ISy

Motivates interaction and communication and encourages the | 1 2 3 4 5
generation of new ideas. Sasa K Gl el e aandi s Jelill y Jdual gill dlee e ias
Develops a collaborative structure which leads to the free | 1 2 3 4 5
exchange of ideas within the company. Sl Jaha IS e ol a8y (SHUES JSae 5l Ay ) gl
Fosters ongoing strategic dialogue among top team through | 1 2 3 4 5
applying a reward and compensation system. i Gk IO (e Wladl (58l s s kel ol 3Nl sall aais

ol 5 il S
Taking into account the operational and strategic necessities | 1 2 3 4 5
for designing a convenient structure for the company. Aaidle Ay apenaitl Al il 5 Apadl i) Ol 5 gl e V) (e AL

Develop shared beliefs and visions about the goals and values | 1 2 3 4 5 ) )
of the company with others. A aa A8 Al g Calaal J ga A8 jile ilafina g 55 skl
Consider the development of a structure supportive of change | 1 2 3 4 5 )
and development for the company. A8 EN pdatly il dactadnny pghad jlhe W) e 340
The ability to make rapid responses to the company’s | 1 2 3 4 5
competitors and to changes in market demand. lla & @l jal) 5 38,80 ndlia e gy p 28 3 5 LAY e 5 80)

sl

Please indicate, using the 5-point scale below, to what extent the following Al <l jbad) g2a g ) SR (B ualadd) Gubilall aladinly iy B LAY 2
statements describe environment analysis as a relevant factor to strategic Giall o ) Au) psil Alee Ll Sale W jlis b Al ol les Gl
thinking at an organizational level. Lpdiall (ubilall A ulial) B 1 e B LE) g e el
Please circle the most appropriate number on the scale provided.
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1 2 3 4 5
Not important Slightly important Moderately important Very important Extremely important
dage Sl daga daga las daga las fas dege
The consideration of company strengths and | 1 3 4 5
opportunities. Lea i 5 48 il 5 48 Jalds ol e )
Recognition of internal and external analysis of industry. | 1 3 4 5
Aeliall Jallly oasal) sl ddee e Caal) g i)
Ability to understand the dynamics of the external and | 1 3 4 5
internal environments. Lo a5 dplaall ) (5 _paliose Cilaied) ClSpaiy agd o 5 )l
A il
Identification of the strategic issues of the company. 1 3 4 5
A3l Aas) i) Wlaadll aaas
Understanding of ambiguities and complexities for the | 1 3 4 5 ‘
interpretation and evaluation of events. V) aply yuad] Glagaill g a garll agd
Please indicate, using the 5-point scale below, to what extent the e AN il jladl (530 (g () (Jaul) B iladd) (ullal) aladiady i g 3 LEY)
following statements describe intelligent opportunism as a relevant B s il o ) i) i) ddend Al g3 JalaS A3 dua dl) g Anles
factor to strategic thinking at an organizational level. Ladial) ullall A il a8 1 e B LAl guaag A
Please circle the most appropriate number on the scale provided
1 2 3 4 5
Not important Slightly important Moderately important Very important Extremely important
aga b B fage fage laa dega Jaa las dega
Find out new competitive areas. 2 3 4 5
Baa Al Vs Al
Awareness of participation of middle managers. 2 3 4 5
GL“'“)“ EJ‘AY‘ ;\JA.A ASJLHLAJ ‘59_51\
Awareness about company strengths and weaknesses. 2 3 4 5
_:KSJJJ\L_B’:..'A}S)E.LG.'\,»L;;J]\
Consciousness about the main strategic problems of the 2 3 4 5 AS Al s I dgal i) JSLEWIL e )
company.
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Considering the input of strategies from lower level
management suitable for a changing environment.

B _sadie Al Anlia Liall 5 )1 (5 siuee (e Slaal jial JAa) 3 pladl)

Identifying alternative strategies from people who are more
innovative and more creative.

S s Lol S) ol palandl J8 (e Al il il s

To what extent do the following statements impede your company from
practising strategic thinking. Please circle the most appropriate number

on the scale provided.

a9 (A e ) il Alee A jlaa ¢pe AS AN (et LU ) jlad) s sl Y

.‘:M\ u,ul,.u\ gé Galiall ‘é}\ Uh B L)

1 2
Strongly disagree Disagree
Baly Bilse g Bilge e

3

Neutral
Ag\A.A

4 5
Agree Strongly agree
(38 5 Bady (34 5a

Insufficient integration at all levels of company
management.

AS A 82Vl sieaall guen 8 JalSal) A e

Insufficient programmes introduced to employees to train
them in thinking strategically.

L) i) Sl e g )35 wid (il sall el el ul) LGS e

Unclear benefits of strategic thinking processes to your
company.

S 5 il i) Sl llead X5 5il) - gy e

Applying strategic thinking requires more time which
affects the current work of company staff.

Sl Jasll e i Laa i sl (e 2 jall by ool i) 5Sal) Galas
Sy il gal

Inadequate review of company structure, may act as
barrier to practise strategic thinking.

oY) Sl R jlaal Bile (S5 38 Sl Al LS ) claal )

Inadequate incentive programmes to explore forward
thinking and creativity.

ol o)y 5SE5 CILESILY i sall el s A4S axe

Inadequate training programmes in order to become
strategic thinkers.

o gind) (S A 20 (il g ey (S0 A 3501 gl yll IS e

Insufficient capabilities involved in environmental
scanning for opportunities and threats

AS 80 gy (il il esall e e adlal) il 08 B e
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Thank you very much for your time and help

sacluall o Sja 1S4

Professor Dr. John Anchor, Head of Department of Strategy and
Marketing
Business School, University of Huddersfield, Queensgate
Huddersfield, HD1 3DH, UK
Tel: +44 (0) 1484 472462

Mohammad Almarshad, Doctoral Research Student
Al mafrag-Jordan
Balama 25710
Tel: +962777774870
Email: m.n.almarshad@hud.ac.uk
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Appendix 5: Interviews questions

Question 1: The outcomes of the questionnaire analysis reflect that Jordanian
publicly quoted companies are familiar with the concept and purpose of strategic
thinking. Could you explain what are the concepts and purposes most familiar to

you?

Question 2: The outcomes of the questionnaire analysis reflect that Jordanian
publicly quoted companies are concerned with the use of reflecting, reframing and
systems thinking skills. What are the important activities to use in your company

to solve problems and anticipate the future?

Question 3: To assess the adaptation of strategic thinking, what are the activities
that your company applies which reflect the organic structure that your company

uses?

Question 4: What further activities do you use to study your company

environment?

Question 5: To benefit from identifying alternative strategies and new ideas or
opportunities when applying intelligent opportunism, what are the roles you apply

in your company?

Question 6: What are the main barriers which you think may prevent your

company from practising strategic thinking?
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Appendix 6: Data Analysis

Table 5. 30: The correlation between age of company and reflecting thinking skills and
employee number (size of company) and reflecting thinking skills (n=336 questionnaire)

Reflecting thinking skills Age of company Employee number
(size of the company)
Reflecting thinking skills 1: correlation coefficient .016 -.027
Sig. (1-tailed) .385 .308
Reflecting thinking skills 2: correlation coefficient .133** .015
Sig. (1-tailed) .007 .395
Reflecting thinking skills 3: correlation coefficient .066 -.103*
Sig. (1-tailed) 133 .029
Reflecting thinking skills 4: correlation coefficient -.100* -.130**
Sig. (1-tailed) .033 .008
Reflecting thinking skills 5: correlation coefficient .105* -.034
Sig. (1-tailed) .027 .269
Reflecting thinking skills 6: correlation coefficient .182** .109*
Sig. (1-tailed) .000 .023
Reflecting thinking skills 7: correlation coefficient 227** A17*
Sig. (1-tailed) .000 .016
Reflecting thinking skills 8: correlation coefficient .168** A112*
Sig. (1-tailed) .001 .020
Reflecting thinking skills 9: correlation coefficient .150** .098*
Sig. (1-tailed) .003 .037
Reflecting thinking skills 10 : correlation coefficient 147%* .072
Sig. (1-tailed) .004 .094

**_ Correlation is significant at the 0.01 level (1-tailed).
*. Correlation is significant at the 0.05 level (1-tailed).
Source: analysis of questionnaire data
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Table 5. 31: Kruskal-Wallis test: reflecting thinking skills by business sector

perspectives.

Reflecting thinking skills Chi- df Asymp. Sig.
Square

1. Ask “WHY” questions in order to develop an 10.362 3 .016

understanding of problems.

2. Try to apply your experience and knowledge to any 15.324 3 .002

problem.

3. Accept that your preferable beliefs could be 4.795 3 .187

mistaken when thinking about what you have done and

decisions you have made in solving a problem.

4. Acknowledge the limitations of your own 4.648 3 199

perspective.

5. Discover how you could have handled a situation 11.428 3 .010

better when thinking about a past decision you have

made.

6. Try to find a common goal that will allow two 15.340 3 .002

parties within your organization who are competing or

in conflict both to succeed.

7. Try to take into account the use of information 1.023 3 .796

gathered by experience, in the solution of the problem.

8. Seek coaching by colleagues or professionals when 10.886 3 .012

thinking about past decisions that you have made.

9. Try to take into account the real life implications 8.752 3 .033

when thinking about decisions and actions you have

made.

10. Seek to frame problems from different 9.842 3 .020

Source: analysis of questionnaire data
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Table 5. 32: Kruskal-Wallis test grouping variables (reflecting thinking skills) by

business sectors

Reflecting thinking Between gropes Chi-Square df Asymp. Sig.
skills
1. Ask “WHY” questions | Industrial & Banking 2.569 1 0.109
in order to develop an Industrial & Insurance 7.256 1 0.007
understanding of Industrial & services 0.004 1 0.952
problems. Banking & Insurance 0.714 1 0.398
Banking & services 2.457 1 0.117
Insurance & services 7.124 1 0.008
2. Try to apply your Industrial & Banking 0.264 1 0.607
experience and Industrial & Insurance 2.260 1 0.133
knowledge to any Industrial & services 8.063 1 0.005
problem. Banking & Insurance 2.799 1 0.094
Banking & services 2.567 1 0.109
Insurance & services 10.859 1 0.001
5. Discover how you Industrial & Banking 0.786 1 0.375
could have handled a Industrial & Insurance 5.630 1 0.018
situation better when Industrial & services 1.155 1 0.282
thln_k!ng about a past Banking & Insurance 0.818 1 0.366
decision you have made. Banking & services 2.340 1 0.126
Insurance & services 10.487 1 0.001
6. Tryto find a common | Industrial & Banking 0.747 1 0.388
goal that will allow two | Industrial & Insurance 0.005 1 0.942
parties within your Industrial & services 11.687 1 0.001
gg?slgéi?rféogr\,;’:(é;rzilict Banking & Insurance 0.469 1 0.481
both to succeed. Banking & serwc_es 6.992 1 0.008
Insurance & services 5.610 1 0.018
8. Seek coaching by Industrial & Banking 2.215 1 0.137
colleagues or Industrial & Insurance 0.184 1 0.668
professionals when Industrial & services 10.239 1 0.001
g@gi:ggsa&(z:t F())?JSthave Banking & Insurance 0.715 1 0.398
made. y Banking & services 0.350 1 0.554
Insurance & services 3.594 1 0.058
9. Try to take into Industrial & Banking 6.698 1 0.010
account the real life Industrial & Insurance 1.152 1 0.283
implications when Industrial & services 0.001 1 0.980
thlnklng about decisions Banking & Insurance 2.540 1 0.111
?::dgctlons you have Banking & services 8.095 1 0.004
Insurance & services 1.351 1 0.245
10. Seek to frame Industrial & Banking 0.507 1 0.477
problems from different | Industrial & Insurance 6.857 1 0.009
perspectives. Industrial & services 0.037 1 0.848
Banking & Insurance 1.113 1 0.291
Banking & services 0.854 1 0.358
Insurance & services 9.445 1 0.002

Source: analysis of questionnaire data
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Table 5. 33: The correlation between age of company and reframing thinking skills and
employee number (size of company) and reframing thinking skills (n=336 questionnaire)

Reframing thinking skills Age of company Employee number
(size of the company)

Reframing thinking skills 1: correlation coefficient .089 .048
Sig. (1-tailed) .051 .188
Reframing thinking skills 2: correlation coefficient .183** .055
Sig. (1-tailed) .000 .159
Reframing thinking skills 3: correlation coefficient 107* .026
Sig. (1-tailed) .025 .315
Reframing thinking skills 4: correlation coefficient A11* .055
Sig. (1-tailed) .021 .159
Reframing thinking skills 5: correlation coefficient .024 -.024
Sig. (1-tailed) 327 .332
Reframing thinking skills 6: correlation coefficient -.029 -.055
Sig. (1-tailed) .300 157
Reframing thinking skills 7: correlation coefficient -.038 -.069
Sig. (1-tailed) .245 .104
Reframing thinking skills 8: correlation coefficient .095* .025
Sig. (1-tailed) .042 .325
Reframing thinking skills 9: correlation coefficient -.090* .027
Sig. (1-tailed) .050 312

**_Correlation is significant at the 0.01 level (1-tailed).

Table 5. 34: Kruskal-Wallis test: reframing thinking skills by business sector

Reframing thinking skills Chi-Square df Asymp. Sig.
1. Try to create and evaluate a larger number of 3.265 3 0.353
possible solutions and perceptions when the problem

is more complex.

2. Engage in discussions with those who hold a 2.983 3 0.394
different world view and different beliefs.

3. Examine a situation by using various viewpoints. 1.662 3 0.645
4. Try to use different points of views to map out 3.733 3 0.292
different strategies needed to the resolution of a

problem.

5. Try to create a pre-conceived solution to a 15.196 3 0.002
situation before it has been clearly defined or

understood.

6. Track trends by asking everyone around you what 2.637 3 0.451
is changing or what is new.

7. Examine a problem by using one viewpoint. 20.802 3 0.000
8. Try to avoid engagement in discussions with 2.270 3 0.518
critics especially with those who make different

assumptions about a situation.

9. Try first to examine the problem at its face value 12.464 3 0.006
and create plans to solve it before seeking other

people’s opinions.

Source: analysis of questionnaire data
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Table 5. 35: Kruskal-Wallis test grouping variables (reframing thinking skills) by

business sectors

Reframing thinking skills Between gropes Chi-Square | df Asymp. Sig.
5. Try to create a pre- Industrial & Banking 0.022 1 0.881
conceived solution to a Industrial & Insurance 0.009 1 0.926
situation before it has been [ |ndustrial & services 11.816 1 0.001
clearly defined or Banking & Insurance 0.009 1 0.926
understood. Banking & services 5.086 1 0.024
Insurance & services 7.417 1 0.006
7. Examine a problem by | Industrial & Banking 0.612 1 0.434
using one viewpoint, Industrial & Insurance 4.672 1 0.031
Industrial & services 19.089 1 0.000
Banking & Insurance 0.763 1 0.382
Banking & services 4.737 1 0.030
Insurance & services 2.936 1 0.087
4. Try first to examine the | Industrial & Banking 0.233 1 0.629
problem at its face Industrial & Insurance 0.060 1 0.807
value and create plans  ['|ndustrial & services 10.468 1 0.001
tosolveitbefore  ["Banking & Insurance 0.482 1 0.488
(s)(:)ei:rli:ggsother people’s Banking & services 4,725 1 0.030
' Insurance & services 4.488 1 0.034

Source: analysis of questionnaire data
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Table 5. 36: The correlation between age of company and systems thinking skills and
employee number (size of company) and systems thinking skills (=336 questionnaire).

The usage of systems thinking skills

Age of company

Employee number
(size of the company)

systems thinking skills 1: correlation coefficient -.049 .070
Sig. (1-tailed) .188 101
systems thinking skills 2: correlation coefficient .138** .074
Sig. (1-tailed) .006 .088
systems thinking skills 3: correlation coefficient .083 .073
Sig. (1-tailed) .064 .091
systems thinking skills 4: correlation coefficient .049 .008
Sig. (1-tailed) 187 439
systems thinking skills 5: correlation coefficient .026 -.006
Sig. (1-tailed) 315 458

systems thinking skills 6: correlation coefficient 116* .156**
Sig. (1-tailed) .017 .002

systems thinking skills 7: correlation coefficient .226** 147%*
Sig. (1-tailed) .000 .004
systems thinking skills 8: correlation coefficient .058 -.077
Sig. (1-tailed) 143 .079
systems thinking skills 9: correlation coefficient 110* -.018
Sig. (1-tailed) .022 .369
systems thinking skills 10: correlation coefficient .009 -.012
Sig. (1-tailed) 434 413
systems thinking skills 11: correlation coefficient .027 .034
Sig. (1-tailed) .309 .268
systems thinking skills 12: correlation coefficient .094* .026
Sig. (1-tailed) .043 319

**_ Correlation is significant at the 0.01 level (1-tailed).
*. Correlation is significant at the 0.05 level (1-tailed).
Source: analysis of questionnaire data
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Table 5. 37: Kruskal-Wallis test: systems thinking skills by business sector

Systems thinking skills Chi-Square df Asymp. Sig.
1. Find that in most cases external environmental 1.104 3 0.776
changes require changes internally.

2. Try to think about how different parts of the 22.250 3 0.000
company influence the way things are done.

3. Concentrate on developing the capabilities of 7.311 3 0.063
company employees to solve the problem when they

are faced with a problem needing resolution.

4. Search to identify external environmental forces 24.731 3 0.000
that affect your work.

5. Try to focus on breaking the problem into parts 18.242 3 0.000
before defining it.

6. Search for specific feedback on your company’s 8.628 3 0.035
performance.

7. Seek to extract patterns or rules from the available 28.419 3 0.000
information.

8. Focus on searching for the cause before taking any 19.754 3 0.000
action.

9. Seek to understand how the individuals in the 26.308 3 0.000
situation are interrelated to each other.

10. Try to take into account how change occurs 2.590 3 0.459
through the influence of environmental factors.

11. Try to look for changes in the company’s 22.260 3 0.000
structure that lead to significant enduring

improvements.

12. Look to take action before seeking the cause. 9.054 3 0.029

Source: analysis of questionnaire data

310



Table 5. 38: Kruskal-Wallis test grouping variables (systems thinking skills) by business sectors

systems thinking skills Between gropes Chi-Square df Asymp. Sig.
2. Try to think about how different parts of | Industrial & Banking 20.502 1 0.000
the company influence the way things are Industrial & Insurance 1.283 1 0,257
done. Industrial & services 0.137 1 0.711
Banking & Insurance 10.696 1 0.001
Banking & services 19.413 1 0.000
Insurance & services 0.760 1 0.383
4. Search to identify external environmental | Industrial & Banking 19.28 1 0.165
forces that affect your work. Industrial & Insurance 11.220 1 0.001
Industrial & services 20.984 1 0.000
Banking & Insurance 2.154 1 0.142
Banking & services 3.735 1 0.053
Insurance & services 0.029 1 0.866
5. Try to focus on breaking the problem into | Industrial & Banking 1.612 1 0.204
parts before defining it. Industrial & Insurance 4.201 1 0.040
Industrial & services 17.673 1 0.000
Banking & Insurance 0.022 1 0.881
Banking & services 1.742 1 0.187
Insurance & services 2.676 1 0.102
6. Search for specific feedback on your Industrial & Banking 3.450 1 0.063
company’s performance. Industrial & Insurance 3.236 1 0.072
Industrial & services 0.173 1 0.678
Banking & Insurance 0.158 1 0.691
Banking & services 5.094 1 0.024
Insurance & services 5.026 1 0.025
7. Seek to extract patterns or rules from the | Industrial & Banking 6.433 1 0.011
available information. Industrial & Insurance 5.596 1 0.018
Industrial & services 5.005 1 0.025
Banking & Insurance 0.228 1 0.633
Banking & services 18.236 1 0.000
Insurance & services 18.470 1 0.000
8. Focus on searching for the cause before Industrial & Banking 6.731 1 0.009
taking any action. Industrial & Insurance 11.867 1 0.001
Industrial & services 1.829 1 0.000
Banking & Insurance 0.031 1 0.861
Banking & services 0.068 1 0.794
Insurance & services 0.322 1 0.570
9. Seek to understand how the individuals in | Industrial & Banking 1.511 1 0.219
the situation are interrelated to each other. Industrial & Insurance 0.325 1 0.568
Industrial & services 15.048 1 0.000
Banking & Insurance 0.497 1 0.481
Banking & services 14.698 1 0.000
Insurance & services 13.589 1 0.000
11. Look to take action before seeking the Industrial & Banking 6.609 1 0.010
cause. Industrial & Insurance 13.745 1 0.000
Industrial & services 16.213 1 0.000
Banking & Insurance 0.004 1 0.951
Banking & services 0.215 1 0.643
Insurance & services 0.292 1 0.589
12. Try to look for changes in the Industrial & Banking 5.127 1 0.024
company’s structure that lead to significant | Industrial & Insurance 2.301 1 0.129
enduring improvements. Industrial & services 0.305 1 0.581
Banking & Insurance 0.254 1 0.614
Banking & services 7.188 1 0.007
Insurance & services 3.783 1 0.052

Source: analysis of questionnaire data
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Table 5. 39: The correlation between age of company and using organic structure of the
company and employee number (size of company) and the use of organic structure

(n=336 questionnaire).

Using an organic structure of the company Age of company | Employee numbers
(size of the company)
Using an organic structure 1: correlation coefficient .219%* .048
Sig. (1-tailed) .000 .188
Using an organic structure 2: correlation coefficient .194** .055
Sig. (1-tailed) .000 159
Using an organic structure 3: correlation coefficient 125* .026
Sig. (1-tailed) 011 315
Using an organic structure 4: correlation coefficient .044 .055
Sig. (1-tailed) .209 .159
Using an organic structure 5: correlation coefficient .100* -.024
Sig. (1-tailed) .033 332
Using an organic structure 6: correlation coefficient .082 -.055
Sig. (1-tailed) .066 157
Using an organic structure 7: correlation coefficient .089 -.069
Sig. (1-tailed) .052 104
**_ Correlation is significant at the 0.01 level (1-tailed).
*. Correlation is significant at the 0.05 level (1-tailed).
Source: analysis of questionnaire data
Table 5. 40: Kruskal-Wallis test: Organic structure by company sector
Organic structure of the company Chi-Square df Asymp. Sig.
1. Motivates interaction and communication and 14.29 3 0.003
encourages the generation of new ideas.
2. Develops a collaborative structure which leads to the 11.151 3 0.011
free exchange of ideas within the company.
3. Fosters ongoing strategic dialogue among top team 8.290 3 0.040
through applying a reward and compensation system.
4. Taking into account the operational and strategic 1.842 3 0.606
necessities for designing a convenient structure for the
company.
5. Develop shared beliefs and visions about the goals 1.572 3 0.666
and values of the company with others.
6. Consider the development of a structure supportive of 6.069 3 0.108
change and development for the company.
7. The ability to make rapid responses to the company’s 6.396 3 0.094

competitors and to changes in market demand.

Source: analysis of guestionnaire data
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Table 5. 41: The correlation between age of company and the use of environmental
analysis and employee number (size of company) and use of environmental analysis

(n=336 questionnaire)

Environmental analysis Age of company Employee number
(size of the company)
Environmental analysis 1: correlation coefficient .061 .040
Sig. (1-tailed) 134 .235
Environmental analysis 2: correlation coefficient .110* 072
Sig. (1-tailed) .022 .093
Environmental analysis 3: correlation coefficient 170** .082
Sig. (1-tailed) .001 .066
Environmental analysis 4: correlation coefficient .000 .059
Sig. (1-tailed) .500 .140
Environmental analysis 5: correlation coefficient 114* .153**
Sig. (1-tailed) .019 .002

**_Correlation is significant at the 0.01 level (1-tailed).

*. Correlation is significant at the 0.05 level (1-tailed).
Source: analysis of questionnaire data
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Table 5. 42: Mann-Whitney test: company sector vs. use of environmental analysis

Environmental analysis Between groups Mann- Wilcoxon z Asymp.
Whitney W Sig. (2-
U tailed)
1. The consideration of | Industrial & Banking 1277.000 8180.000 | -2.526 .012
company strengths ~and | Industrial & Insurance | 2744.000 | 9647.000 | -2.560 | .010
opportunities. Industrial & services 5501.000 | 12404.000 | -4.017 | .000
Banking & Insurance 898.500 2728.500 -.014 .989
Banking & services 1890.000 2355.000 -.223 .824
Insurance & services 3775.500 5605.500 -.300 764
2. Recognition of internal | Industrial & Banking 1389.000 8292.000 | -1.908 .056
and external analysis of | Industrial & Insurance | 2890.500 | 9793.500 | -2.053 | .040
industry. Industrial & services 5705.000 | 12608.000 | -3.588 .000
Banking & Insurance 894.000 1359.000 -.057 .955
Banking & services 1824.000 2289.000 -.548 .583
Insurance & services 3687.000 5517.000 -.575 .565
3. Ability to understand | Industrial & Banking 1360.500 8263.500 | -2.015 .044
the dynamics of the | Industrial & Insurance | 3333.500 | 10236.500 | -.579 562
external  and internal [")nqustrial & services 6328.500 | 13231500 | -2.360 | .018
environments. Banking & Insurance 744.500 2574500 | -1.451 147
Banking & services 1782.000 10167.000 | -.757 449
Insurance & services 3464.500 5294.500 -1.278 201
4.  ldentification of the | Industrial & Banking 1469.000 8372.000 | -1.492 136
strategic issues of the | Industrial & Insurance | 2873.500 | 9776.500 | -2.135 | .033
company. Industrial & services 5878.500 | 12781.500 | -3.233 .001
Banking & Insurance 863.500 1328.500 -.353 124
Banking & services 1792.500 2257.500 -.692 489
Insurance & services 3730.000 5560.000 -.440 .660
5. Understanding of | Industrial & Banking 1250.500 8153.500 | -2.648 .008
ambiguities and | Industrial & Insurance | 3067.000 | 9970.000 | -1.489 136
complexities  for  the ["|nqustrial & services 7237.500 | 14140.500 | -.598 550
:ar\]/taelrtﬁ);g?r?g? ovents and ["Ranking & Insurance 768.500 | 2598500 | -1.310 | .190
' Banking & services 1453.000 9838.000 | -2.324 .020
Insurance & services 3530.000 11915.000 | -1.056 291
Source: analysis of questionnaire data
Table 5. 43: Kruskal-Wallis test: Intelligent opportunism by company sector
Intelligent opportunism Chi-Square df Asymp. Sig.
1. Find out new competitive areas. 4.472 3 0.215
2. Awareness of participation of middle managers. 9.018 3 0.029
3. Awareness about company strengths and weaknesses. 9.124 3 0.028
4. Consciousness about the main strategic problems of 2.154 3 541
the company.
5. Considering the input of strategies from lower level 1.397 3 .706
management suitable for a changing environment.
6. ldentifying alternative strategies from people who are 11.537 3 .009
more innovative and more creative.

Source: analysis of questionnaire data
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Table 5. 44: Mann-Whitney test company sector vs. usage of intelligent opportunism

Intelligent opportunism Between groups Mann- Wilcoxon VA Asymp.
Whitney U W Sig. (2-

tailed)
2. Awareness of | Industrial & Banking 1158.500 8061.500 -3.025 .002
participation of middle | Industrial & Insurance 3322.000 10225.000 -.614 .539
managers. Industrial & services 7041.500 13944.500 -.950 .342
Banking & Insurance 645.500 2475.500 -2.349 .019
Banking & services 1420.000 9805.000 -2.393 .017
Insurance & services 3813.500 5643.500 -.170 .865
3. Awareness  about | Industrial & Banking 1451.500 8354.500 -1.583 113
company strengths and | Industrial & Insurance 3261.000 5091.000 -.827 408
weaknesses. Industrial & services 6478.500 13381.500 | -2.094 .036
Banking & Insurance 692.500 2522.500 -1.910 .056
Banking & services 1863.500 10248.500 -.351 726
Insurance & services 3079.500 4909.500 -2.463 .014
6. Identifying alternative | Industrial & Banking 1448.500 8351.500 -1.583 113
strategies from people | Industrial & Insurance 3043.500 9946.500 -1.544 123
who are more innovative | Industrial & services 5797.000 | 12700.000 | -3.331 .001
and more creative. Banking & Insurance 874.000 2704.000 | -.240 811
Banking & services 1796.000 2261.000 -.657 511
Insurance & services 3475.000 5305.000 -1.207 227

Source: analysis of questionnaire data

Table 5. 45: The correlation between age of company and the barriers influencing the practice
of the strategic thinking process and employee numbers (size of company) and barriers

influencing the implementation of the strategic thinking process (n=336 questionnaire).
Implementation problems of the strategic thinking Age of company Employee number
(size of the company)
Problem 1: correlation coefficient -.037 -.023
Sig. (1-tailed) .252 .338
Problem 2: correlation coefficient -.081 -.065
Sig. (1-tailed) .069 118
Problem 3: correlation coefficient -.124* -.101*
Sig. (1-tailed) 011 .032
Problem 4: correlation coefficient .008 -.064
Sig. (1-tailed) 441 122
Problem 5: correlation coefficient .014 -.048
Sig. (1-tailed) .397 191
Problem 6: correlation coefficient -.169** -.160**
Sig. (1-tailed) .001 .002
Problem?7: correlation coefficient - 167** -.053
Sig. (1-tailed) .001 .165
Problem8: correlation coefficient .010 -.043
Sig. (1-tailed 426 214

**_Correlation is significant at the 0.01 level (1-tailed).

*. Correlation is significant at the 0.05 level (1-tailed)
Source: analysis of questionnaire data
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Table 5. 46: Kruskal-Wallis test: barriers to the implementation of strategic thinking by

company sector.

Barriers to practising strategic thinking Chi-Square df Asymp. Sig.
1. Insufficient integration at all levels of company 4512 3 211
management.

2. Insufficient programmes introduced to employees to 8.776 3 .032
train them in thinking strategically.

3. Unclear benefits of strategic thinking processes to your 7.113 3 .068
4. Applying strategic thinking requires more time which 4.141 3 247
affects the current work of company staff.

5 Inadequate review of company structure, may act as 3.944 3 .268
barrier to practise strategic thinking.

6. Inadequate incentive programmes to explore forward 12.985 3 .005
thinking and creativity.

7. Inadequate training programmes in order to become 3.620 3 .306
strategic thinkers.

8. Insufficient capabilities involved environmental 21.262 3 .000
scanning for opportunities and threats.

Source: analysis of questionnaire data.

Table 5. 47: Mann-Whitney test company sector vs. barriers to strategic thinking process

Barriers of strategic Between groups Mann- Wilcoxon VA Asymp.
thinking process Whitney W Sig. (2-
U tailed)
2. Insufficient programmes | Industrial & Banking 1608.000 8511.000 -.750 453
introduced to employees to | Industrial & Insurance | 2662.000 9565.000 | -2.808 .005
train  them in thinking | Industrial & services 6949.000 | 13852.000 | -1.165 244
strategically. Banking & Insurance | 761.000 | 1226.000 | -1.293 .196
Banking & services 1904.500 | 10289.500 | -.149 .882
Insurance & services 3148.500 | 11533.500 | -2.282 .022
6. Inadequate incentive | Industrial & Banking 1533.500 1998.500 | -1.183 237
programmes to  explore | Industrial & Insurance | 2965.500 9868.500 -1.845 .065
forward  thinking  and | Industrial & services 6189.500 | 13092.500 | -2.702 .007
creativity. Banking & Insurance | 652500 | 1117.500 [ -2.302 021
Banking & services 1354.500 1819.500 | -2.850 .004
Insurance & services 3813.500 5643.500 -.178 .859
8. Insufficient capabilities | Industrial & Banking 1505.500 1970.500 | -1.274 .203
involved environmental | Industrial & Insurance | 3461.500 5291.500 -.160 .873
scanning for opportunities | Industrial & services 5286.500 | 13671.500 | -4.254 .000
and threats. Banking & Insurance 786.000 1251.000 -1.038 .299
Banking & services 1603.500 9988.500 | -1.540 124
Insurance & services 2796.000 | 11181.000 | -3.217 .001

Source: analysis of questionnaire data
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Appendix 7: Jordan: General overview

Jordan is an Arab Kingdom in the Middle East. In 1946, Jordan gained independence
from Great Britain. It is a sovereign state formally known as the Hashemite Kingdom of
Jordan. Jordan is a small country which occupies an area of 96188 square kilometres with
a population estimated in 2011 at 6.249 million inhabitants, 80% urban. It is one of the
youngest among upper-middle income countries with 38% being below the age of 14
(World Bank Group, 2013; Countries of the World, 2013; Central Bank of Jordan, 2011;
Amman Trade Point, 2009). It is bordered on the north by Syria, to the east and south by
Saudi Arabia, and to the east by Irag. To the West is Israel and the West Bank, (see
Appendix 1) (World Bank Group, 2013). Jordan can be divided into three geographic
climate areas: Jordan valley, Badia region or the eastern desert, and the Mountain Heights
Plateau. Jordan has a Mediterranean climate with a hot, dry summer, a cool, wet winter
and two short transitional seasons and dried desert climates, with less than 200 mm. and
over 600 mm. of rain annually in certain parts of the kingdom and average temperature of
around 7° to 10° in the winter, 23° to 27°C in summer (Geography and Environment,
2013; Amman Trade Point, 2009).

Arabic is the official language in Jordan, but English is widely spoken, particularly in the
business sector (Amman Trade Point, 2009). The demographics of the Kingdom of
Jordan show that 98% are Arab, 1% are Circassian and 1% is Armenian. 92% of the
population are Sunni Muslim and 6% Christian (majority Greek Orthodox, but some
Greek Roman Catholics, Coptic Orthodox, Syrian Orthodox, Armenian Orthodox, and
Protestant denominations); the other 2% are Shia Muslim and Druze (CIA the World Fact
Book, 2013).

The Jordan economy is free market oriented and is led by a private sector where the
ownership of enterprises is largely private, with the exception of public sector
involvement in the mining industry (phosphates and potash). Prices, interest rates and

wages are generally determined by market forces. Jordan’s economy is mainly service
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oriented. The service sector is comprised of financial services, trade, communication,
transportation, education, tourism, and construction. The service sector contributes 71%
to GDP and employs two-thirds of the labour force in Jordan, while the agricultural and
industrial sectors contribute the remaining 29% to GDP (USAID/Jordan, 2013; Amman
Trade Point, 2009). The standard of living, per capita GDP, as reported by the Central
Bank of Jordan was JD 3276.8 or US$4421.7 in 2011 and the GDP US$ 6000 as
estimated for the year 2012 (CIA the World Fact Book, 2013; Central Bank of Jordan,
2011).

In 1996 the Jordanian government initiated a privatization programme which aimed to
liberate the national economy, increase the flow of foreign investment capital, and allow
and activate the role and the efficiency of private investors (Amman Trade Point, 2009).
Jordan exports different commodities, such as clothing, fertilizers, phosphates, potash,
vegetables, and pharmaceuticals. On the other hand it imports crude oil, machinery,

transport equipment, cereals, and iron (CIA the World Fact Book, 2013).

The Jordanian economy depends on international aid and remittances from expatriates
(Index of Economic Freedom Score, 2013). The Jordan government worked to liberalize
trade, getting access to the World Trade Organisation (WTO) in 2000, signing an
Association Agreement with the European Union (EU) in 2001 and securing the first
bilateral Free Trade Agreement between the United States and Jordan in 2001 that allows
Jordanian exporters access to the largest market. Jordan was granted the opportunity to
establish Qualifying Industrial Zones (Q1Z) in 2000 which provide duty and quota free
access for products manufactured in Jordan in the designated areas to increase exports to
the U.S. market (Index of Economic Freedom Score, 2013; Amman Trade Point, 2009).
The QIZ qualification is managed through a joint group appointed by the Israeli and
Jordanian governments. There are many advantages gained from the Qualifying Industrial
Zone in Jordan (QI1Z) such as; zero quotas on production in the QIZ, both income and
social services are exempt from tax, no custom duties are imposed on imported raw

materials, building and land available for lease or sale, tariff and duty free access to the
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USA market, and no restrictions on project ownership and on foreign currency

transactions (Amman Trade Point, 2009).

The Amman Financial Market (AFM) was established in 1976, and then renamed the
Amman Stock Exchange in March 1999 as a non-profit, private agency with
administrative and financial autonomy in charge of running the market. The Amman
stock exchange is authorized as a formal market to function as an exchange for trading
securities in the Kingdom of Jordan. Membership of the Amman Stock Exchange (ASE)
is made up of financial brokers and has been administered by the private sector since it
started operations in 1999. It is considered to be one of the most efficient stock exchanges
in the Arab world that permits foreign investment. Securities are traded electronically
where the total capitalization reached more than 19.1 Billion JD in 2012, as compared to
nearly JD 286 Million by the end of the year 1978. The number of listed shareholdings
companies went up from 66 in 1978 to 243 by the end of the year 2012 (Amman Stock
Exchange, 2013). A wide spectrum of shareholdings companies were listed in Amman
Stock Exchange in 2011: 261 shareholdings companies in the industrial (75 companies),
Banking ( 15 companies), Insurance (27 companies), and service sectors (144 companies)

(Securities Depository Center, 2011).

The first date of establishment of Jordanian public shareholding companies was 1930.
The Arab Bank was the first public shareholding company established in Jordan in 1930,
followed by Tobacco and Cigarettes Company in 1931, Jordan Electric Power Company
operated in 1938, and Jordan Cement Factories established in 1951 (Amman Stock
Exchange, 2013).
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