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Pat was frustrated as he walked out of the purchasing manager’s office. As a sales 

rep for a reputed supplier of industrial products, he had been pursuing sales opportunities 

with this company for over 3 years. He expected to win this order as he believed that he 

truly understood the customer’s requirements. He had quoted a cost-effective solution and 

had taken the time to demonstrate that using total cost analysis. He had developed an 

excellent rapport with the customer’s purchasing and operations teams. His proposal 

exceeded customer expectations as expressed by several members of the purchasing team. 

On top of all that, he had also thrown in some free extras to sway the customer. Despite all 

this, he still failed to get the order.  

Pat shook his head in disbelief as he got into his car. He wondered what he was 

overlooking. What was it that all his years of schooling and experience in business-to-

business/ industrial sales and marketing had not taught him? “If only I could read the 

purchasing manager’s mind”, he mused to himself. He paused at this thought for a moment 

and realized that he hadn’t paid much attention to the psychological or behavioral factors 

that may have influenced the decision. The more he thought about this, the more he realized 

that he is not alone, as psychological or behavioral factors have not received much 

attention in the business purchasing profession or academia. He wondered if 

understanding the influence of the purchasing manager’s personal values and 

organizational values on the business purchase decision would have helped him win the 

order.



 



 



 



 

the firms’ supply chain (Morali and Searcy; 2012; Sarkis, 2012)

firm’s value chain

In today’s global market place, 



 



 



 



 

Sashi (2009) proposed an “integrative” model for busi



 



 

“constrained decision makers”, whereby their psychological or b

like personal goals, “perceived role set”, and learning

, past experiences and “perceptual 

distortion” ( “perceived risk” (
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Biases are “systematic” deviations or “errors”

heuristics are simple “rules of thumb” to arrive at 



 



 

O’Donnell, 2006;

inconsistent with an individual’s values is likely to result in dissatisfaction, whereas, 

izational values define the organization’s culture (



 

a stable “belief” that (1) defines a particular “mode 

of conduct” or “end ”

in a hierarchy based on relative significance forming a “value system” (Rokeach, 

“desirable” by individuals and society (S

“oughtness”



 

under the influence of “societal”, “cultural” 

and “personal” experiences and learni

product of “context” (Suar and Khuntia, 2010

one’s life

to the “desirable end state” (terminal values) or a means to achieving it (instrumental 
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Using the Rokeach values as “markers” 



 

“universal structure”
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’

McDonald and Gandz’s list of



 

organization’s culture 

’ “context” and are ingrained 

“rules, policies and processes” (Suar and Khuntia, 2010)

’

leaders, founders, “significant events” and “industry affiliations” (

’

help in “internal 

integration” “external adaptation” in support of ’s



 

“dynamic” and “ ”



 

not “align” ’

“ ”



 

through “selection” and (or) “socialization processes” by 

“ ”

the organizational vision feeds the “hard” and “soft” systems

Liedtka’s (1989) values “congruence” and organizational 

values “clarity” ’



 

individual values “congruency” and 

organizational values “clarity”



 

McDonald and Gandz’s list of values 



 

values in “absolute” terms and 

profiles as a means to determine the “fit” and predict behavior.



 



 

suggested by Edwards (1994) though promising hasn’t been used much in the 
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stable “belief ” that define “modes of conduct” or “end
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& O’Donnell, 2006;

the organization’s culture (Suar and Khuntia, 2010

there could be situations where the values of employees do not “align” with the 



 

“congruence” 

arious items such as “importance”, “complexity”, “novelty”, “purchase class” and 

“buying center” for purchase situation attributes; and, “size”, “complexity”, 

“formalization” and “centralization” for organizational structure items 
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test through SCMA’s Marketing and Communications department (refer to the next section 



 



 

The target sample size was calculated using Zikmund’s (2003) formula 



 

SCMA’s website

Personal Values and Organizational Values.



 

rating scale measures values in “absolute” terms

–

Business Purchase Behavior.



 

Values-congruency.

“shared values” 

“My personal values are generally compatible with the values of the organization.”

“

’s expectations.”

“I find that somet

conform to my personal principles.”

Purchase Situation Attributes and Organizational Structure Items.

“importance”, “complexity”, “novelty”, “purchase class” and “buying center” for purchase 



 

situation attributes; and, “size”, “complexity”, “formalization” and “centralization” for 

  



 

ional “response surface 

patterns” (Edwards, 1994; Finegan, 2000; Shancok

three ways: (1) how the “agreement” between personal v

influence the dependent variable, (2) how the “degree” of discrepancy” between personal 

“direction of discrepancy” influences the dependent v



 

Cronbach’s alpha for the 
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esponsibility value was added from Rokeach’s
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“ ” “ ”

“ ”

“In the questions above, you indicated the "Importance" of values in business 

purchase decisions in a general sense. If asked about the "role" these values play 

in specific business purchase situations, would you be able to differentiate between 

the "importance" of values in this general sense and the "role" of values in the 

specific business purchase decisions? Rate the level of differentiation on a seven 

point scale from 1 not distinct at all to 7 distinctly different. 

For example, a purchasing manager may ascribe "high importance" to 

"Economy" value (being thrifty and careful in spending) in business purchase 



 

 

decisions in a general sense, but this value may not play a "significant role" in a 

specific business purchase decision involving a high risk product or service where 

the manager may want to minimize the exposure.”

“I think a person's values system plays a very important part in their role.  I hope 

I understood this question correctly.”

“I think the role of a value should correlate with its importance. Otherwise, any 

non-correlation could result in time wasting activities.”
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Retained (Despite Low Score) 

Expanded Definition 

“and
building relationships”.

“and considering total cost of 
ownership/ lifecycle costs”.
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“being dependable and 
reliable”
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value congruency scales respectively. The Cronbach’s alpha

However, the Cronbach’s alpha for the value

The “shared values”/

nbach’s alpha for the



 

 

–
Cronbach’s 

“Earlier in the survey you were asked about the "Importance" of values in 

your personal life and in your organization in a general sense.  In the questions 

above, you indicated the "Role" respective values played or had in a specific 

business purchase situation.  In your opinion how different are the concepts of the 

"Importance of Values" in the general sense and the "Role of Values" in specific 

business purchase decisions? Rate the level of differentiation on a seven point scale 

from 1 not distinct at all to 7 distinctly different.      

For example, a purchasing manager may ascribe "High Importance" to 

"Economy" value (being careful in spending) in business purchase decisions in a 

general sense, but this value may not play a "Significant Role" in a specific business 

purchase decision involving a high risk product or service where the manager may 

want to minimize the exposure.”
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“I think a person value have effect on the organization value”

“In public procurement values and ethics as well as open and transparent is 
extremely important.”

“Generally, the role a value plays in the decision making is granted by the 
importance of that value.

“It took me three reads to find the question. Importance has more of a theoretical 
connotation, whereas role has the connotation of how well the theoretical ideal is 
met.”
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p value< 0.001). Fit indices reveal that the data didn’t support the model fit 
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the three final factors. Cronbach’s alpha for 
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degree (25.2%). The respondents’ education level appears in Table 1
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respondents’ tenure was quite evenly distributed

. The breakdown of respondents’ experience and tenure appear in Table
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fifty split between “in agreement” and “not in 

agreement” categories (combined “personal values less than organizational values”,

“personal values greater than organizational values”) for all three factors (Humanity:
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three DV’s respectively (Humanity: F=8.708, p<.01; Bottomline: F=6.332, p<.01; 
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Unfortunately, the study didn’t show any significant relationships between 
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present study’s findings related to the control variables of personal/ organizational values, 

above discussion, the present study’s findings 

sourcing goods and services in support of the firm’s value 
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have suffered from the “recency” effect/ bias and may 
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Copied from Supply Chain Management Association of Canada’s website.
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Note: Diagonal is line of congruence (x = y); Below the diagonal X>Y; Above the diagonal X<Y 


