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Abstract

This study is the first attempt to develop a reliable and psychometrically sound measure of management
imitation orientation in the banking industry using a rigorous approach. For this purpose, the study is divided
into three stages in accordance with the most common contemporary practices of the scale development
process. First, the item-generation stage which identifies a pool of relevant items to be extracted for scale
development. Second, the theoretical analysis stage to test the content validity followed by the third stage
which comprises of a psychometric analysis of items for testing reliability and construct validity following
American Psychological Association (1985) criteria of reliability and validity for assessment of behavioural
studies. After a thorough analysis of the construct's reliability and validity, a 5-item Likert scale was
developed based on a literature driven definition of the concept of management imitation orientation.

Keywords: Imitation Orientation, Scale Development, Reliability, Validity, Psychometric properties,
Exploratory Factor Analysis, Confirmatory Factor Analysis

INTRODUCTION

The banking industry is flourishing rapidly owing to rising financial needs of the business
sector. Due to the critical role played by the banking sector to an economy, organizations
need to adapt changing market trends either through innovation or imitation to improve
the value delivered to shareholders and customers to gain and maintain a competitive
advantage as well as to avoid elimination from the banking sector. A vast majority of
previous studies (Lee & Tang, 2018; Latif, Qadeer & Farooqui, 2021; Frank, Cortimiglia,
Ribeiro & de Oliveira, 2016; Mahmoud, Blankson, Owusu-Frimpong, Nwankwo & Trang,
2016; Lieberman & Asaba, 2006; Richard, Barnett, Dwyer & Chadwick, 2004) highlights
the important role played by management strategic orientations particularly imitation
orientation in banking industry (Deephouse, 1999; Chang, Chaudhuri, & Jayaratne,
1997). Imitation is the conscious or unconscious act of copying others (Piana, 2004). This
behaviour does not come at once rather it develops gradually after repeatedly and closely
observing someone else’s actions that appear desirable (Fridland & Moore, 2015) to the
individual (who is imitating). It may exist in an individual employee or build up to the
organization level.

Imitative behaviour is not an innate characteristic, but a collective strategic attitude shared
by individuals at all levels of an organization (Richard et al., 2004). As firm level imitation
has broad implications for decision making processes at all managerial levels (Ordanini,
Rubera & DeFillippi, 2008) and influences organizational practices (Rivkin, 2000), it is
very imperative to observe this behaviour. Organizations may imitate each other for one
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or more of the reasons of introducing novel products, services, and processes, adopting
managerial methods and institutional forms, entering a market and timing of investment
(Lieberman & Asaba, 2006). All these activities of a business are collectively called
organizational practices. Realizing the significance of imitation accentuated by Theodore
Levitt, several studies provided theoretical foundation to imitation (Lee & Tang, 2018;
Jenkins, 2014; Naranjo-Valencia et al., 2011; Semadeni & Anderson, 2010; Apesteguia,
Huck & Oechssler, 2007; Lieberman & Asaba, 2006; Zhou, 2006; Haunschild & Miner,
1997). Although numerous studies provide theoretical foundations for imitation behaviour
in banking sector, organizational behaviour literature lacks a comprehensive measure
and definition of imitation orientation. The existing literature investigates the concept of
imitation and imitation behaviour by examining patenting information obtained from
companies. Lee and Tang (2018) studied imitation orientation using the construct and
definition based on a review of two studies (Shenkar, 2010; Schnaars, 1994). Although
the deductive approach thoroughly reviewed literature to generate the theoretical
definition and items of the construct (Morgado et al., 2018; Hinkin, 1995), they did not
consider criteria suggested by the extant literature for assessment of psychometric
soundness of the measure. Hinkin (1995) asserts that to be effective and reliable, a
measure should demonstrate content validity, construct validity, convergent validity, and
discriminant validity. Filling this gap, this study is the first attempt to develop a reliable
and psychometrically sound measure of management imitation orientation at the banking
industry using a rigorous approach. For this purpose, the study is divided into three stages
in accordance with the most common contemporary practices of the scale development
process (Morgado, et al., 2018; Swanson & Holton, 2015). First, the item-generation
stage which discusses the relevant literature to develop an operationalized definition of
imitation orientation and identifies a pool of relevant items to be extracted for scale
development. In the second stage, which is the theoretical analysis stage, a theoretical
analysis has been conducted to test the content validity followed by the third stage which
comprises of a psychometric analysis of items for testing reliability and construct validity
following American Psychological Association (1985) criteria of reliability and validity for
assessment of behavioural studies which states that an effective measure should
demonstrate content validity, construct validity, internal consistency and criterion-related
validity (Hinkin, 1995). The proposed scale coincides the dual challenge of achieving the
beauty of parsimony in the numbers of items used while maintaining the
multidimensionality of the imitation orientation construct (Steenkamp & Baumgartner,
1995).

Stage | - Items Generation

Item-generation phase of scale development seeks to provide theoretical support for
initial item pool (Hutz, Bandeira & Trentini, 2015). Following the footsteps of vast majority
of previous researchers this study uses deductive method for item generation since this
approach is considered as the most extensively used method of item generation (Bolton
& Lane, 2012). If properly executed, this method helps ensure content validity of the final
scale (Swanson & Holton, 2015). About 84.7% of the studies conducted during 1976-
2015 on scale development, used literature review for item generation believing that the
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guality of the generated items depends on the conceptual basis of the construct (Morgado
et al., 2018). The paper does not mention all the scholarly work on imitation rather it takes
into consideration the essence of some important studies that are considered as key to
provide a foundation for valid and reliable scale of management imitation orientation.

Key Theoretical Developments in Business Imitation Literature
a) Strategic Typology of Organizations based on the Propensity to Imitate

Miles, Snow, Meyer & Coleman (1978) proposed a strategic typology of organizations
based on their position on the adaptive cycle and focused on the managerial disposition
or propensity to imitate under conditions of entrepreneurial, technological, and
administrative problems faced by top management of different organizations (Ordanini et
al., 2008). They categorized the organizations into three types; i) the prospectors, who
wish to establish themselves as innovative while compromising their profitability and
responding to the environment that is more dynamic than those of other organizations in
the same industry, ii) The defenders, who lie at the opposite end of prospectors along the
same continuum, strive for stability in the environment and seek to maintain their
competitive position through competitive pricing and quality and iii) the analysers. In
between prospectors and defenders along the continuum, another category exists- the
analysers. Analysers closely observe prospectors and defenders' practices and adopt a
selective strategy seeking a balance. The analysers tend to adopt the practices of
prominent prospectors once their viability is demonstrated. They also seek
standardization by matching practices with other organizations to achieve cost efficiency.
In essence, some organizations when faced with certain entrepreneurial, technological,
or administrative problems, tend to closely observe competitors' practices. And once they
find a desirable solution, they imitate that practice. This process is consistent with the
imitative learning process suggested by Bandura, Ross and Ross (1961) whereby the
subjects were set to closely observe the model and consequently the subjects started
imitating some of the acts of the model covertly. Once they received fruitful results from
those acts, they developed imitative behaviour. They also found that results were positive
in cases where the subject and the model had matching characteristics. This process is
called partial or selective imitation. The focus of the current study is to capture the
behaviour of analysers.

b) Modes of Selective Inter-Organizational Imitation

Based on neo-institutional and learning theories, Haunschild and Miner distinguished
between three distinct modes of selective interorganizational imitation in 1997.
First, frequency-based imitation where an organization seeks legitimacy by replicating or
copying the practices of most organizations in the industry. When many organizations
share a practice, the legitimacy of that practice is enhanced (Li & Yao, 2010; Ordanini et
al., 2008; Li, Yang, & Yue, 2007; Tolbert & Zucker, 1983; DiMaggio & Powell, 1983).
When many organizations adopt the same practice the value of that practice is perceived
as high (Abrahamson & Rosenkopf, 1993) and the frequency itself provides a technical
rationale for adoption (Haunschild & Miner, 1997). This mode of imitation is called
frequency-based imitation. Second, trait-based imitation whereby organizations adopt the

Aug 2023 | 79



Tianjin Daxue Xuebao (Ziran Kexue yu Gongcheng Jishu Ban)/
Journal of Tianjin University Science and Technology

ISSN (Online):0493-2137

E-Publication: Online Open Access

Vol: 56 Issue: 08: 2023

DOI 10.5281/zen0d0.8255441

products, services and processes of legitimate organizations based on certain traits of
those organizations such as size or high performance. Rogers (1995) suggested that
high-status opinion leaders exert special influence over others. Following the actions of
successful organizations can reduce failure risk for adopters since the practices have
already been accepted within the industry and customers. Third, outcome-based imitation
which is meant to target those practices which are successful after being implemented. It
can be a starting point, a procedure, or the outcome of others' practices (Piana, 2004).
This classification of imitation describes the tendency of imitative organizations to closely
observe and follow other organizations' selective activities. These activities could be an
idea, a technology, a process, administrative practices or an outcome of other
organizations. These activities appear desirable and feasible for their own business.

c) Theories of Business Imitation: Information-Based and Rivalry-Based
Perspectives

Lieberman and Asaba in 2006 laid the foundation of two theories of business imitation -
the information-based theory which posits that organizations follow other organizations
perceived as having superior information. This perspective describes imitative processes
where organizations learn by drawing inferences from others' behaviour in the industry
(Lieberman & Asaba, 2006). Owing to uncertainty of outcomes and increased risk
attached to innovative activities, the imitation of superior products, services, processes,
and managerial practices is identified as a fundamental part of the competitive process
since it provides the imitating organizations with better ways of performing their own
activities (Henisz & Delios, 2001). Organizations also seek to homogenize their products,
services, and practices with other organizations under the same set of conditions to
become legitimate (Haunschild & Miner, 1997; Hawley, 1986; DiMaggio & Powell, 1983).
Another stream of imitation literature calls this perspective "Information Cascades or the
theory of herd behaviour” according to which organizations tend to imitate others to align
their behaviour with most other organizations in the market when they perceive that others
possess superior information. Since this homogenization would positively contribute to
the value of such behaviour and reduce the risk of negative reputation from failures
(Abrahamson & Rosenkopf, 1993; Banerjee, 1992), therefore, eliminating the risk of
potential negative consequences of one’s own decision is the motive behind the
propensity to imitate. Cyert and March (1963) argue that homogenization of practices for
seeking legitimacy is rational since it is an economical approach to exploration costs to
reduce uncertainty (Xie & Li, 2017). The rationale behind mimetic isomorphism and herd
behaviour is that once enough organizations adopt a particular behaviour, it becomes
legitimate and other organizations also follow the same behaviour without second thought
(Oliver, 1997).

The other is the rivalry-based theory of business imitation which assumes that
organizations imitate each other to maintain competitive parity or avoid falling behind
competitors (Weterings & Boschma, 2009; Lieberman & Asaba, 2007). Building upon
Tirole (1990), rivalry-based imitation is based on competition dynamics and is regarded
as a response to mitigate competitive rivalry or risk. It often occurs when organizations
have comparable resources and market positions. In such situations, competitive
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behaviour of organizations is interdependent, and competition can become intense,
eroding company profits and prices (Peteraf, 1993). To avoid competition, organizations
may differentiate or homogenize (Deephouse, 1999). Since differentiation entails the risk
of failure, homogenization through imitating others’ strategies helps to maintain a relative
competitive position in the market. It also helps to reduce competitive intensity by avoiding
price wars (Porter, 1979). Therefore, firms often opt to pursue homogenization of
practices whereby competitors tend to match actions of rivals to mitigate risk. Also known
as the industrial organization perspective (Ordanini et al., 2008), this theory suggests that
imitation is a conservative but profitable strategy. Organizations within an industry are
interdependent and may face intense competition in the form of a leader-challenger
relationship. They tend to reduce competitive intensity through competitive games (Tirole,
1990) by maintaining a balance in their utilization of resources and competitive practices
avoiding price wars and aiming to enforce tacit collusion of output (Chen & MacMillan,
1992). In tacit collusion, competing firms use strategies that minimize the response of the
other firm without explicitly saying so. For this purpose, organizations duplicate their
product lines to mitigate rivalry (Klemperer, 1992). This matching behaviour shows
commitment to the status quo, by neither giving up the current position nor falling into
conflict with other firms (Chen & MacMillan, 1992). This theory suggests that industry
structure plays a significant role in facilitating inter-organizational imitation. If the firms
share similar sets of resources and offerings are not significantly differentiated then
imitation can help them reduce rivalry and enhance their capacity to copy the decisions
of other companies (Greve, 1998; Fiegenbaum & Thomas, 1995) otherwise there would
be a strong competitive reaction where both firms may have to face a decline in profits
because of price cuts. Imitation in an innovation supporting environment does not
smoothen competition rather it may lead to inferior performance. Therefore, the
propensity to imitate also serves the purpose of smoothing competitive rivalry.

d) Drivers of Imitation Orientation

To understand the motivations behind the firms' imitative behaviour, it is necessary to
examine the relevant theoretical currency. Dutton and Freedman (1985) asserted that
cost absorption and the risks attached to research, discovery and experimentation are
the main motivational forces that encourage organizations to copy others’ practices. Firms
try to avoid uncertainty of business outcomes by first observing the benefits and
drawbacks received by other organizations’ practices, then selecting only those practices
that appear beneficial and feasible to the imitating firm (Liberman & Asaba, 2006; Kraatz,
1998). Hence, externalizing exploration may represent the motivation behind propensity
to imitate. In 1997, Haunschild and Miner pointed out that the main driving force of the
propensity to imitate others is the reduction of environmental uncertainty under which
firms search for legitimacy (Ordanini et al., 2008). Mizruchi and Fein (1999), later, added
that this legitimacy can best be achieved through copying the practices of key players in
the industry and helps in reducing the risk of failure under uncertain environmental
conditions (DiMaggio & Powell, 1983). The organizational learning perspective on inter-
organizational imitation suggests that imitation of other organizations’ practices captures
the experiences of superior organizations (Levitt & March, 1988). During the next decade,
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further advancements on the same concept indicated that risk aversion and risk
minimization remain an important motive behind imitation orientation. If rivals match each
other, there is no risk that any firm will perform better or worse than the other. In this way,
organizations maintain their competitive position by playing safe. Follow-the-leader
behaviour is generated by risk aversion (Head, Mayer & Ries, 2002). Another source of
management risk aversion is to avoid being negatively judged (Piana, 2004). In such a
situation, if a firm follows what others did and fails, the follower also fails. Then there is
no risk of losing repute as all the firms in an industry are faced with this failure, so the
image of the firm is legitimized. Drawing from the above-mentioned theoretical accounts,
it is concluded that organizations in a particular industry tend to closely observe and copy
competitors’ ideas, technologies and other practices that seem desirable to them for
seeking legitimacy, avoiding uncertainty of outcomes, risk minimization and falling behind
competition. After carefully analysing the previous literature, a pool of 25 items was
generated. While developing the statements, the inclusion of key indicators of imitation
and all possible drivers mentioned in the literature was ensured that may lead
management of an organization to observe and follow other organizations’ practices in
an industry.

Stage Il — Theoretical Analysis

The theoretical analysis phase of scale development seeks to establish content validity
to ensure that the initial items pool reflect the construct of interest (Arias, Lloreda &
Lloreda, 2014).

Content Validity

Content validity is the adequacy with which a measure assesses the domain of interest.
The literature driven items were screened in three stages to check their suitability for the
construct of management imitation orientation. Initially, 25 items were extracted based on
theoretical definitions which were used as a guide for the creation of items (Schwab,
1980). This method is called deductive approach for scale development which is
appropriate when some theory already exists in the literature (Hinkin, Tracey & Enz,
1997). Following the guidelines proposed by Clark and Watson (1995), due attention was
paid to produce a comprehensive, comprehendible, and exhaustive initial pool of items to
assess the target constructs. It was also ensured that the items cover maximum possible
aspects of business strategies that may lead to imitative practices. Complex or “double-
barrelled” structuring was avoided (Schaefer et al., 2015). These items then passed
through peer-screening to determine whether these were non- repetitive, easily
comprehendible, and communicative of the concept. As a result of this screening 18 items
were retained. Those 18 items then pretested for content adequacy to provide support for
content validity. For this purpose, the items were reviewed by five experts in the field
including academicians and researchers and were accepted after some revisions in the
initial version. The detailed comments received from the experts are described in section
below.
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(a) Comments and opinions of academia experts

The questionnaire was sent to five experts in management keeping with Lawshe (1975)
who suggested an expert validation panel of minimum 5 experts to conduct content
validation. They were asked to give their valuable and knowledgeable opinion on the
items based on the extent to which each item is consistent with the given definition and
literature driven objectives of imitation orientation stating the purpose that the instrument
is meant to identify the items that are consistent with the concept. To seek guided
responses from the peer group and the experts, a definition of imitation orientation and
an elaborative statement were developed. This is given below along with comments and
feedback from each expert.

“The propensity to observe and adopt competitors’ ideas or processes and industry
practices into one’s own organization.” This orientation generates homogeneity of
business practices and minimizes risk to maintain a relative competitive position in the
industry and to avoid falling behind competitors or acquiring superior information from
other organizations.

As per expert 1, "the items appear to be part of the instrument. You are measuring the
propensity to observe/adopt. It implies the inclination/tendency to observe and the
adoption of ideas and technology by the respondent. Therefore, phrase the statements in
such a way that it helps in measuring the respondent’s personal inclination/ tendency/
actual behaviour/ action/ attitude. It should not be a general observation about
others/public”. Saying this he replaced the word “We” with “I”. Also, he rephrased a few
items that were accepted as suggested except a few. But we ignored the suggestion of
replacing “We” with “I” since the instrument is meant to investigate the collective
behaviour of management on the part of firms, therefore, an individual’s attitude could not
be representative of a firm’s practices.

Expert 2 commented that “the items reflect the following research objectives to me:
e You want to check if organisations follow the best practices in the industry

e Assumption: They help reduce cost, reduce uncertainty, or minimise risk, and will
give positive results when implemented.

e You are using the term innovative organisations. Are you sure your definition of an
innovative organisation is the same as that of the respondent? An innovative
organisation may or may not be successful. The instrument assumes that you are
only talking about successful innovative organisations”.

Her perception of the items was right and was an indication that the instrument had been
developed in the right direction.

Comment 1: “are you sure your definition of an innovative organization is the same as
that of the respondent?” We noted the point and replaced the word innovative
organizations with “competitor organizations” where the term was used to describe other
organizations in general whose actions are being followed. She also commented on some
items that need to be elaborated on here. Such as
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Comment 2: “Although you have used the term innovative organizations here but is there
a difference between 1 and 5?" we discuss it here.

Item 1: We closely observe and respond to the best practices of other organizations.

Item 5: We look for business practices in the best of form as applied by other
organizations.

Both the items were required to be part of the instrument since item 1 represents the
imitation of best practices of other organizations. In contrast, item 5 corresponds to the
imitation of only “the most effective form” of similar practices performed by other
organizations.

Comment 3: Further she inquired about item 1 that “Are we talking about a certain type
of organization or organizations in general?”

The instrument was meant to measure the imitation of business practices in a particular
industry. Respondents would be asked about their competitors in general. Therefore, the
item does not point to a particular organization. However, “other organizations” was
replaced with “competitor organizations" as mentioned earlier.

Comment 4: She also pointed out that item 9 is not needed with item 10. Where,

Iltem 9: We borrow ideas / practices of innovative organizations to establish quick
competitive advantage among others.

Item 10: We target opportunities in industry for competitive advantage. This comment was
ignored after careful consideration since item 9 addresses the adoption of only innovative
organizations' practices whereas item 10 reflects the possible opportunities available from
within the industry rather than merely from innovative organizations.

Comment 5: She also suggested rephrasing items 11 and 13 to ensure that their purpose
is clearly communicated. Where,

Item 11: Adopting ideas from innovative organizations is cost effective.

Item 13: Copying other organizations’ practices saves investment in research and
development. This comment was incorporated.

Expert 3 suggested including one or two comparative statements as to an imitative and
innovative approach. Therefore, item 12 which was “It is easy to systemize and implement
an adopted idea” was replaced with “It is easy to systemize and implement an adopted
idea as compared to a new one”. We also incorporated his suggestion to replace the word
“copying” with “imitating” in the item “By copying other organizations’ practices we can
save investments in research and development” to make the statement soft and
sophisticated. He further suggested including an item addressing the price motive behind
imitating a practice. Therefore, we added an item that states, "We match our practices
with competitors to avoid price wars”.

Expert 4 rephrased a few statements that were accepted as suggested. Expert 5
approved the instrument stating it as an appropriate and representative piece of work for
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the concept and its definition. In addition, it was approved for its literature-driven
objectives. Table 1 represents the final version of 18 items that entered the next stage of

scale development.

Table 1: Literature Driven Items

Sr. Iltems Source

Vi We closely observe and respond to the best practices of | Haunschild & Miner, 1997
competitor organizations.

V2 We follow the practices of high-performance | DiMaggio & Powell, 1983
organizations.

V3 Innovative organizations are better informed therefore we | Banerjee, 1992
keenly observe them.

V4 Developing our own ways of doing business is a waste of | Haunschild & Miner, 1997
time if better solutions already exist in the market.

V5 We look for business practices that are in the best of form | Nunes, Mulani & Gruzin, 1997
as applied by other organizations.

V6 By following innovative organizations, we can earn a good | Abrahamson & Rosenkopf, 1993
reputation.

V7 We can easily target the maximum number of customers | Lieberman & Asaba, 2006
by adopting ideas from competitors.

V8 Practicing similar ways of doing business by all | Abrahamson & Rosenkopf, 1993
organizations in the industry is important for targeting
maximum customers.

V9 Borrowing ideas / practices of innovative organizations | Levitt, 1966
help us attain quick competitive advantage.

V10 | We target opportunities in industry for gaining competitive | Haunschild & Miner, 1997
advantage.

V11 | Adopting ideas from innovative organizations is cost | Levitt, 1966
effective.

V12 | Itis easy to systemize and implement an adopted idea as | Nunes, Mulani & Gruzin, 1997
compared to a new one.

V13 | By imitating other organizations’ practices we can save | Levitt, 1966; Dutton & Freedman
investments on research and development.

V14 | We receive fruitful results after implementing practices of | Nunes, Mulani & Gruzin, 1997
competitor organizations.

V15 | We adopt innovative organizations’ ideas and practices | Haunschild & Miner, 1997
since these are already tested.

V16 | We seek help from competitors’ practices when outcomes | Kraatz, 1998
are uncertain.

V17 | We believe if we stop to follow the best practices, we will | Cyert and March (1963)
fail.

V18 | We match our practices with competitors to avoid price | Chen & MacMillan, 1992
wars.

(b) Uni-dimentionality

The purpose of this section is to develop a psychometrically sound measure of
management imitation orientation in terms of reliability and validity. The items extracted
from the literature in Table 1 have been quantitatively tested in this section to further the
scale development process. The content validity of a construct can be tested by ensuring
that all items load only on a single factor. After obtaining expert opinions and modifying
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the scale accordingly, the uni-dimensionality of the items was ensured. For this purpose,
a survey was conducted to get responses to the proposed items. The methodology used
for this purpose is described below.

A) Research design

This study was aimed at developing and validating a scale for measuring management
imitation orientation in the banking industry, using cross-sectional data. Qualitative
methods such as literature review and expert opinion were employed for item generation
and content validity. An imitation orientation scale was developed from the screened
items generated from literature review for assessing the criterion validity of the scale. The
data was analysed using exploratory factor analysis (FA) and confirmatory factor analysis
(CFA) towards illuminating the structural and psychometric properties of the scale. In
general, the research conceptualization and procedures were guided by the principles of
measurement of data suggested by Coombs (1964).

Participants: The study population consisted of branch managers of various commercial
banks operating in Pakistan. These banks included Muslim Commercial Bank, Habib
Bank, United Bank, National Bank of Pakistan, Meezan Bank and the Bank of Punjab.
Data was collected through a structured closed-ended questionnaire consisting of items
drawn from literature and screened by peers and an expert panel. The questionnaires
were sent to managers of the selected commercial banks operating in Lahore via
electronic mail. Total 20 branches were targeted among whom 17 responded and
returned the questionnaires back generating a response rate of 88%. A total of 150
guestionnaires were sent, of which 131 valid questionnaires were received back.
Therefore, the study sample consisted of those 131 managers. Among the 131 managers,
100 (76.3%) respondents were male and 31 (23.7%) were female. Majority of
respondents (91.6%) had postgraduate qualifications. The average age of respondents
was 28.85 years, with an average job tenure of 8.5 years.

Sampling Technique: The study sample was drawn using the purposive sampling
technique. A purposive sample was used to overcome the consequences that can arise
from a restricted class of homogeneous respondents such as reduced correlations among
items, falsely low estimates of factor loadings and correlations among factors (Tucker &
MacCallum, 1997; Comrey & Lee, 1992; Gorsuch, 1990). Moreover, purposive sampling
is considered desirable in exploratory studies to maximize the discovery of
heterogeneous patterns and problems in a particular context under study (Erlandson,
Harris, Skipper & Allen, 1993). Furthermore, according to Viswanathan, Anderson and
Thomas (2005), convenience sampling is considered suitable for such studies because
these are not intended to draw inferences regarding population, rather are aimed at
correlational analysis to examine relationships between items and constructs.

Sample Size: The sample size was determined following the guidelines for best practices
in factor analysis, that is, a variable to participant ratio of 1:5, and a minimum of 100
subjects (Gorsuch, 1990). Studies suggest that sample size is not a methodological
concern when developing scales (Swanson & Holton, 2005). Small samples are
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advantageous in that they provide a more conservative means of distinguishing practical
significance from statistical significance (Stone, 1978; Schmitt & Klimoski, 1991).

B) Data Collection Procedure

The reduced version of items was rated by bank managers to validate the data in an
industrial context. For this purpose, prior permission was obtained from branch managers
via telephone calls and referrals explaining the academic purpose of the survey. Cross-
sectional data was obtained through structured questionnaires via electronic mail which
took about a couple of weeks. For data collection, respondents were asked to rate how
characteristic each of the following is for you” on a five-point Likert scale. The construct
is developed on a 5-point Likert scale keeping in view the fact that a vast majority of scales
used by behavioural scientists in survey questionnaires are Likert scales (Schmitt &
Klimosky, 1991; Cook, Hepworth, Wall, TD & Warr, 1981). Moreover, it is proven that
coefficient alpha reliability with Likert scales increases up to five points, then levels off
(Lissitz & Green, 1975).

C) Study Context

The data was gathered from the banking industry because this industry is flourishing
rapidly owing to the rising financial needs of the business sector. Moreover, a vast
majority of previous studies (Latif, Qadeer & Farooqui, 2021; Lee & Tang, 2018; Frank,
Cortimiglia, Ribeiro & de Oliveira, 2016; Mahmoud, Blankson, Owusu-Frimpong,
Nwankwo & Trang, 2016; Lieberman & Asaba, 2006; Richard, Barnett, Dwyer &
Chadwick, 2004) found the banking sector much relevant to management strategic
orientations particularly imitation orientation (Deephouse, 1999; Chang, Chaudhuri, &
Jayaratne, 1997). Strategic posture in an organization is exhibited by multiple layers of
management (Stevenson & Jarillo, 1990). However, for this study the branch managers
were chosen since they remain actively involved in the decision-making process and
implementing policies in their respective branches (Richard et al., 2004) and therefore
represent top management characteristics.

D) Data Analysis

The collected data was then entered into SPSS version 25 for screening for missing
values and outliers. Further, exploratory factor analysis was conducted to identify items
that load highly on imitation orientation. Factor analysis provides the conventional data
analytical framework for scale development and theory testing (Fabrigar, Wegener,
MacCallum & Strahan, 1999; McKinley et al., 1997; Floyd & Widaman, 1995).

Common Factor Analysis

The study was intended to identify the underlying structure that loads highly on
management imitation orientation construct; therefore, common factor analysis was the
most suitable technique to reflect what the variables share in common (Hair et al., 2014).
The principal axis factoring method recommended for scale development (Ford,
MacCallum, & Tait, 1986; Rummel, 1970) was conducted on 18 extracted items. The
items with lower loadings were eliminated following restricted criteria of .50 suggested by

Aug 2023 | 87



Tianjin Daxue Xuebao (Ziran Kexue yu Gongcheng Jishu Ban)/
Journal of Tianjin University Science and Technology

ISSN (Online):0493-2137

E-Publication: Online Open Access

Vol: 56 Issue: 08: 2023

DOI 10.5281/zen0d0.8255441

Hair et al. (2014) for a sample of 120 observations while maintaining a power of .80 at .05
significance level. These dimensions were extracted and scrutinized based on a priori
knowledge and expert opinion.

Overall Measure of Inter-Correlation

To build statistical significance, it was ensured that a structure does exist among variables
before performing factor analysis. For this purpose, the indicators were observed. For an
appropriate structure, a substantial number of variables should show a smaller partial
correlation but that should not be less than .3. Correlation matrix in Table 2 indicates that
majority of the items shared a correlation of minimum .3. Indicators V4, V10, V11, V15
were not meeting this criterion. However, they were initially retained in factor analysis for
further verification.

Table 2: Correlation Matrix

VI V2 | V3 VA V| Ve | VT VB VO | VIO VI V12 | VI3 V4| vIB | VIB | VIT | V1B
Vi 1.000
V2 0.380 | 1.000
V3 0.390 | 0.469 | 1.000
V4 10203 | 0269 | 0.146 | 1.000
V5 0445 | 0.430 | 0357 | 0.341 | 1.000
V6 0.316 | 0.460 | 0307 | 0.335 | 0.501 | 1.000
VI 0324 10242 [ 0135 10201 | 0.446 | 0.475 | 1.000
V8 0122 | 0.095 | 0.045 | 0.324 | 0.244 | 0431 |0.285 | 1.000
V9 0299 | 0221 {0298 | 0.378 | 0.481 | 0.404 | 0.384 | 0.342 | 1.000
VA0 | 0055 | 0122 {0218 | 0477 | 0201|0121 | 0.015|0.029 | 0.001 | 1.000
VA1 | 0020 0184 | 0177 | 0.189 | 0187 | 0.050 | 0.114 | 0.214 | 0.089 | 0.155 | 1.000
V12 | -007 | 0317 | 0416 | 0.258 | 0147 | 0286 | 0.214 | 0.296 | 0197 | 0.343 | 0.366 | 1.000
V13 0253 0280 {0369 | 0289 | 04710331 | 0268|0338 | 0401 | 0.116 | 0143 | 0296 |1.000
V14 10153 10301 {0270 | 0.370 | 0195 0.506 | 0.369 | 0.294 | 0.379 | 0.064 |-0.024 | 0.374 |0.376 | 1.000
V15 | 0.062 |0.000 | 0.066 | 0.260 | 0.169 | 0.101 |0.193 | 0.426 | 0.316 | 0.038 |0.231 | 0152 |0.141|0207 | 1.000
V16 | 0176 | 0218 | 0170 | 0.333 | 0311|0322 | 0.215|0.362 | 0.334 | 0205 | 0190 | 0324 | 0229|0315 | 0.194 | 1.000
VAT | 0056 | 0150 {0339 | 0.266 | 0274|0269 | 0182|0031 | 0254 | 0305 | 0121 |0.339 |0303| 0175 |0.005 |0.149 |1.000
V18 | 0093 0372 {0424 10233 | 0310|0356 | 0.324 | 0475 | 0.169 | 0.207 |-0.003 | 0.291 | 0200 0287 | 0054 | 0242 |0282 |1.000
a. Determinant = .002

Bartlett's test of sphericity was performed to check whether sufficient correlations exist
among variables to be factor analysed. This test should be significant at the .05 level for
factor analysis to be appropriate (Hinton et al., 2004). Table 3 indicates that the chi-square
is 752.56 which is significant at p = .000 with df = 153, thus meeting the criteria. To
determine whether factor analysis is appropriate for a given data set, sampling adequacy
is another measure. The index value ranges from 0-1 where 1 means each variable is
perfectly predicted by other variables. Kaiser-Meyer-Olkin test of sampling adequacy
(Kaiser, 1974) should be greater than .7 (Perry, Nicholls, Clough & Crust, 2015). KMO
value of .769 given in Table 4.3 indicates that 76.9% of variance was extracted by the
factor and the analysis was appropriate for the given data structure.
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Table 3: KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. | 0.769

Bartlett's Test of Sphericity Approx. Chi-Square | 752.562
Df 153
Sig. 0.000

Total Variance Extracted

Since the study identifies the factor structure of only one variable, no criteria need to be
applied for the extraction of a number of factors. However, to make the analysis more
transparent, latent root criteria of greater than 1 and cumulative percentage criteria of
60% of total variance extracted by successive factors was applied. Table 4 represents
the criteria for factor extraction based on rescaled total variance explained. The table
shows that 4 factors were available to be extracted based on total variance extracted by
the factor solution. Total variance represents the percentage of variance accounted for
by a factor in its underlying structure. It should be greater than the common variance
explained by each variable within the structure. The table illustrates that 26.766% of the
total variance is explained by the information contained in the first factor. In contrast, the
remaining 3 factors did not extract a sufficient amount of variance. Therefore, it could
preliminary be concluded that this factor is the strongest candidate to represent the
construct of imitation orientation.

Table 4: Total Variance Explained

Factor Extraction Sums of Squared Loadings
Total | % of Variance | Cumulative % | Total | % of Variance | Cumulative %

1 5.354 | 29.746 29.746 4818 | 26.766 26.766

2 1.729 | 9.604 39.350 1.162 | 6.454 33.220

3 1.599 | 8.882 48.232 1.054 | 5.857 39.077

4 1.143 6.351 54.583 .642 3.567 42.645

Factor Matrix

The factor matrix based on rescaled data is given in Table 5. The matrix represents the
loadings each item has on its respective factor. This method is widely used for the
identification of underlying dimensions in extensive item sets (Park & Yoon, 2009;
Ottenbacher et al., 2006). These loadings reflect the degree of correspondence between
the items and their factor. As explained earlier 4 factors were extracted from the data.
The loadings less than .50 were eliminated to find a more comprehensive underlying
structure of the factors. Items that loaded highly on a single factor were retained whereas
lower loadings and cross loadings were eliminated. The table shows that 10 items were
highly correlated with the first factor. While 2 items loaded on Factor 2 and 3 with single
loading each. The majority of the items share a common variance of more than .3
providing a reasonable basis for initially retaining the items. However, the fate of items
containing factors 2 and 3 needs to be addressed.

Statement of item 12 (factor 3): It is easy to systemize and implement an adopted idea
compared to a new one.
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Statement of item 15 (factor 2): We adopt innovative organizations’ ideas and practices
believing that these are already tested.

The extant literature discussed above and the definition of the concept of imitation
orientation reflect that the construct of management imitation orientation intends to
measure the tendency of management to keep an eye on other organizations’ practices
in a particular industry rather than gauging the adoption of their practices. The above two
indicators apparently reflect the construct that may belong to absolute adoption of an idea
or practice instead of showing the behavioural tendency to imitate, therefore, can possibly
be loaded on different factors.

Table 5: Factor Matrix?

1 2 3 4
V1 429 | -.123 -.420 | .158
V2 555 | -.295 -.108 | -.006
V3 555 | -.508 .023 | .026
V4 527 | 162 .073 | .031
V5 692 | -.066 -.317 | .347

V6 .698 | .038 -.185 | -.212
V7 535 | .134 -.203 | -.066
V8 494 | 494 .108 | .008
V9 .604 | .217 -.173 | .056

V10 278 | -.217 .318 124
Vil | .268 | .058 .357 | .355
V12 | .553 | -.129 586 | -.086
V13 | .573 | .002 -.038 | .051
V14 594 | .145 .012 | -.487
V15 294 | 504 125 152
V16 | .501 | .133 153 | .039
V17 410 | -.230 A71 .016
V18 485 | -.218 .041 | -.170
Extraction Method: Principal Axis Factoring.
a. 4 factors extracted. 15 iterations required.

Nevertheless, factor 1 represents a stronger basis for measuring tendency to imitate;
therefore, it can be further analysed for developing management imitation orientation.

ltem-Total Correlation

Item-total correlations and squared multiple correlations were analysed using item-total
statistics for identifying items that have item-total correlations above .4 which is the
acceptable criteria for scale development. The results indicated that all items have an
item-total correlation above .4, and most of them display squared multiple correlation
greater than 30%, which is sufficient to gain insight into the underlying structure of a
variable. Even though item 4 had squared multiple correlations below 30%, all items were
included in the confirmatory factor analysis so that construct validation and reliability
statistics could be determined. Table 6 gives item-total statistics.
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Table 6: Item-Total Statistics

Item-Total | Squared Multiple
Sr. Items : X
Correlation Correlation
V2 | We follow the practices of high-performance organizations. | .501 .372
V3 Innovative organizations are better informed therefore | .431 .316
should be keenly observed.
V4 | Developing own ways of doing business is a waste of time | .462 274
if better solutions already exist in the market.
V5 | We look for business practices that are in the best of form | .625 .524
as applied by other organizations.
V6 By following innovative organizations, we can earn a good | .649 487
reputation.
V7 | We can easily target the maximum number of customers | .476 .339
by adopting ideas from competitors.
V9 | Borrowing ideas / practices of innovative organizations | .577 .384
help us attain quick competitive advantage.
V13 | By imitating other organizations’ practices we can save | .529 344
investments on research and development.
V14 | We receive fruitful results after implementing practices of | .540 432
competitor organizations.
V16 | We seek help from competitors’ practices when there is | .423 .207
uncertainty of outcomes.

Stage lll - Psychometric Analysis
Confirmatory Factor Analysis

Once the underlying structure of the imitation orientation scale was obtained, it was
assessed for construct validity using confirmatory factor analysis using AMOS 26. It was
conducted to quantify the goodness of fit of the resulting factor structure. Confirmatory
factor analysis is advised for scale development since it specifies a priori relationships
and confirms that the factor analysis has been conducted thoroughly and appropriately
(Hinkin et al., 1997). It also identifies variables that load highly in factor analysis but lack
fit due to lack of external consistency (Gerbing & Anderson, 1998). It was conducted using
the maximum likelihood method on all 10 items. Figure 1 shows a 10-item reflective model
of imitation orientation. It is evident from the figure that 3 items had standardized loadings
greater than .6 indicating they were strong candidates for retention. 3 items had
standardized loadings below 5.5 which were considered candidates for deletion. The
remaining 4 items required some discussion to reach a balance between parsimony and
model identification.

To be good, a measurement scale should be parsimonious to facilitate analysis but should
not introduce estimation problems in case of under-identifying variables (Cronbach &
Meehl, 1955). Research suggests that it is difficult to improve the reliability of five
appropriate items by adding items to a scale (Schriesheim & Hinkin, 1990; Hinkin &
Schriesheim, 1989). Therefore, an over-identified scale with at least 4 items is
recommended (Hair et al., 2010). Items V2, V7 with equal loading of .56 and V13, V14
with equal loading estimate of .58 need to be addressed. Both pairs also showed almost
equal squared multiple correlations of .310 and .334, respectively.
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Figure 1: 10-item Reflective Model of Imitation Orientation

The confirmatory factor analysis was again carried out on the resulting 7-item scale. It
was revealed that all 7 items could not be retained since the goodness of fit indices were
not acceptable and the chi-square statistic was significant which should be insignificant.
It was also observed that the standardized loading of V2 was reduced to .53 and that of
V7 was increased to .60. Therefore, V7 was kept while V2 was deleted. But the loading
estimates for V13 and V14 remained equal. Squared multiple correlation of V14 was .315
and V13 was .313 but the difference was negligible. Therefore, it was suggested that
goodness of fit statistics should be obtained while retaining each of these 2 variables with
other 3 already retained. Goodness of fit indices indicated that V14 should be dropped
while keeping V13 in the construct. Figure 2 represents the final 5-item model indicating
standardized loadings of each item on management imitation orientation. All the items
have standardized loadings greater than .6 except V13 which are considered sufficient
for a good measurement scale. It is also evident that loading estimates are greater than
error terms suggesting suitability of the loadings.
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Figure 2: 5-item Construct of Management Imitation Orientation

Analysis results revealed that all the standardized loadings were significant at p < .01
which is an impressive parameter of statistical significance. The loadings were positive
indicating that the items were of the same valence. Thus, scale development is
strengthened by the above parameters. To avoid laborious effort, the scale validity
assessment was done on the final 5-item construct proposed for measurement of
management imitation orientation.

Table 7 represents the goodness of fit indices for the proposed indicators of management
imitation orientation construct. The absolute fit index (chi square = 5.598, p > .05), was
insignificant, supporting the theoretical foundation of imitation orientation through the
corresponding observed covariance matrix. GFl was .982 whereas RMSEA was .030 at
the 90% confidence interval indicating a good-fitted model (Browne & Cudeck, 1993).
RMSEA below .05 describes how well a model fits its population and adjusts for sample
size. As a rule of thumb one absolute and one incremental fit index can be reliable for
effective results along with RMSEA (Latif et al., 2021). Therefore, selective incremental
fit indices such as CFI and TLI were also observed which showed a value of .996 and
.992, respectively, indicating an excellent model fit (Hair et al., 2014; Hu & Bentler, 1999).
All the fit indices were within the ideally acceptable range of .95 for a better fit, therefore,
it can be concluded that the model overall was good fitted.

Table 7: Goodness of Fit Indices

GOF Indices CFA Model

X2 (p-value) 5.598 (.347)

CMIN/DF 1.120

GFlI .982

CFlI .996

TLI .992

RMSEA .030 (.000 - .129 at 90% confidence interval)
PCLOSE 525
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Construct Validity

Construct validity refers to the relationship between a measure and its underlying
indicators. Construct validity has four components: convergent validity, discriminant
validity, nomological validity and face validity.

Convergent validity

Convergent validity can be measured by standardized factor loading estimates, construct
reliability and average variance extracted (Hair et al., 2014). It can be seen in the figure
that all the loadings are greater than .5 and statistically significant. This meets the criteria
of convergent validity. Another measure is the average variance extracted by indicators
of a construct. It can be measured by taking the mean of squared standardized factor
loadings which should be .5 or higher (Hair et al., 2014; Pallant, 2000). AVE for the
proposed construct was .422 which is lower than the reference criteria. However, this
lower value would be acceptable if the other criteria for convergent validity, such as
reliability, are met, additionally, it does not produce discriminant validity problems (Ping,
2009). Construct reliability is also an indicator of convergent validity which should be .5
or higher (Hair et al., 2010) as a rule of thumb for a reliable scale and it is customary to
use Cronbach's Alpha (Cronbach, 1951). The reliability of the proposed construct was
measured using Cronbach’s Alpha which was .781 thus providing support for convergent
validity (George & Mallery, 2003). The Cronbach’s alpha equal or above .7 represents a
large coefficient for exploratory measures (Nunnally, 1978) which represents a strong
item covariance and suggests that the sampling domain has adequately been captured
(Churchill, 1979). Table 8 gives convergent validity estimates.

Table 8: Convergent Validity Statistics

Convergent Validity Indicator | Statistic
Standardized factor loadings >.55
AVE 422
Reliability 781

Discriminant validity

For a construct to be distinct from other constructs, a recommended approach is that the
AVE of an individual construct should be greater than the inter-construct squared
correlation of two variables (Hair et al., 1998). For this purpose, the construct of
management imitation orientation was analysed with the construct of risk aversive
orientation adapted from a previous study (Wuellenweber, 2007) in CFA. The data on risk
aversive orientation was gathered in keeping with Swanson and Holton (2005) who stated
that “for each novel measure being developed, at least one similar measure should be
included in the analysis”. The results indicated that the AVE of management imitation
orientation (AVE = .646) was greater than the inter-construct squared correlation (r =
127* 127 = .016) of the two variables providing evidence of discriminant validity.
Moreover, there were no cross-loadings present among the items of the two constructs
which also strengthens discriminant validity (Jayasinghe-Mudalige, Udugama & lkram,
2012).
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Nomological and face validity

In order to assure nomological validity, inter-item correlations were observed which
indicated that all the items were significantly correlated with each other at p < .01 as given
in Table 9 given below.

Table 9: Inter-ltem Correlation Matrix

V5 | V6 | V7 | V9 | Vi3
V5 1.00
V6 .501 | 1.00
V7 446 | 475 | 1.00
V9 481 | .404 | .384 | 1.00
V13 471 | .331 | .268 | .401 | 1.00
p<.01

It indicates that the items are adequately related to each other and can be used to
represent a common construct. Moreover, face validity was also ensured before
theoretical testing by looking into the content of the scale whether it subjectively appears
to represent the concept of imitation orientation. The reliable and valid scale for
management imitation orientation is given in Table 10.

Table 10: Management Imitation Orientation Scale

r. | ltems of Construct

We look for business practices that are in the best of form as applied by other organizations.
By following innovative organizations, we can earn a good reputation.

We can easily target the maximum number of customers by adopting ideas from competitors.
Borrowing ideas / practices of innovative organizations help us attain quick competitive
advantage.

5. | By imitating other organizations’ practices, we can save investments on research and
development.

AloNIEIO

The study defines the concept of imitation orientation as “the propensity to actively
search, observe and follow competitors' ideas, technology or practices which appear
desirable for one’s own organization.”

Study Implications

This study contributes to imitation and strategic management literature in number of ways.
First, this study is the first attempt to conceive an operationalized definition and a reliable
and valid measure of imitation orientation, after rigorous review of relevant literature and
application of methodological procedures, that could be utilized in future studies to
measure the varying degree of imitation orientation at firm level. Second, the validated
measurement scale of imitation orientation can be used for assessing the propensity and
nature of imitative practices adopted in an organization. The managers who wish to
decide upon the extent of imitative practices for business outcomes can utilize the
measure of imitation orientation as a strategic diagnostic tool. In-spite of relying upon the
absolute presence or absence of imitation adoption in organizational processes, the
management may decide upon desirable level and nature of imitative practices in the
organization, for example, organizations may imitate each other for one or more of the
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reasons of introducing new products, services and processes, adopting the managerial
methods and organizational forms, entering a market and timing of investment
(Lieberman & Asaba, 2006). This could be achieved by more comprehensive view of
different indicators of imitation orientation in which the organization need to excel or
restrain.

Limitations and Future Directions

The contributions mentioned above should be interpreted in the light of the limitations
faced by the study. First, this study construed and operationalized the concept of imitation
orientation. Conception of such type is liable to certain limitations. One potential limitation
faced by the development of the instrument is the inclusion of all relevant items
concerning the imitation orientation because of the complexity of the concept. However,
this limitation has been attempted to be minimized by multiple and rigorous round of
theory building through literature review and obtaining expert opinion (Vigoda-Gadot,
Eldor & Schohat, 2013). Moreover, the construct has been validated using rigorous
methodological approaches of theory testing (Sharma & Weathers, 2003; Steenkamp &
Baumgartner, 1995). Another potential limitation faced by the conceptualization of
imitation orientation is the use of convenience sample of a single industry. A particular
nature of the industry may have an impact on responses regarding the imitation
orientation since different industries may have different response to a specific indicator of
imitation orientation. To minimize the impact of this limitation, future studies should
incorporate diverse nature of industries to get varied response for further validation of the
construct of imitation orientation. Therefore, this measure may assist the management in
decision making and resource allocation associated with imitative/innovative activities.

CONCLUSION

The existing literature lacks a comprehensive operationalized definition and a reliable
measure of management imitation orientation. This study develops and validates a
reliable measure of imitation orientation based on a literature-driven definition. It is
extracted from previous studies that banking organizations often actively look for
competitors’ practices which are successful and gain popularity after implementation. It
could be an idea, a technology, a start, or an outcome of other organizations’ practices
that can be imitated. After a thorough analysis of the construct's reliability and validity, a
5-item Likert scale of management imitation orientation was developed. This study hopes
to open new horizons in strategic management literature by providing a basis for
measuring the concept in future studies.
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