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Abstract 
 

Organizations are increasingly recognizing the strategic and value-adding role of the 

procurement function. One of the tasks the function carries out aims to minimize the 

issue of maverick buying, also known as off-contract purchasing. Maverick buying 

undermines the function’s efforts and is typically costly to the organization. Digital 

solutions, more specifically e-procurement platforms are becoming increasingly 

important tools that the function utilizes in order to mitigate the problem. One of the 

issues with e-procurement platforms is the perceived lack of user-friendliness, which 

leads to low platform adoption and underutilization. In other words, higher levels of 

user adoption would lead to improved purchasing compliance and vice versa.  

 

Applying a quantitative approach, this paper gives support to existing literature stating 

that the existence of an e-procurement platform remedies maverick buying. 

Furthermore, this paper extends existing literature by showing that consumer-centricity 

is an important feature that helps explain e-procurement adoption. After collecting 

primary data through a survey distributed to employees with purchasing responsibilities 

in large Nordic organizations, several regression models were developed. By extending 

the Technology Acceptance Model (TAM) to include key characteristics from best-in-

class e-commerce platforms, the main model indicates the importance of user-oriented 

features in explaining e-procurement adoption, and thus purchasing compliance. This 

suggests that users have similar expectations toward the user-experience of e-

procurement platforms and e-commerce platforms.  

 

In practical terms, the findings in this paper emphasize the importance of having an e-

procurement platform with a user-oriented focus. This can only be achieved if end-users 

are included in the process of acquiring or designing the e-procurement platform at an 

early stage. Knowing that e-procurement remedies maverick buying, and that this effect 

increases by including consumer-centric features, procurement departments should seek 

inspiration from successful e-commerce platforms. This is likely to positively affect 

organizational performance by reducing maverick buying through better technology 

utilization.  
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Target Audience 
 

This dissertation is aimed at an audience with a fairly good understanding of 

procurement and IT terminology in general. We have identified two main target 

audiences. First, we have experienced that procurement (purchasing) professionals have 

shown an interest in our topic and seek to reach out to these professionals in Nordic 

organizations and, hopefully, beyond. The second target group identified is new 

students within relevant study concentrations. We hope this thesis can shed some 

additional light on the corporate purchasing experience and enhance new students’ 

understanding and interest, and hopefully convince some to continue to investigate this 

topic in future dissertations.  

 

 

Authors’ Motivation 
 

The authors explored relevant areas of Procurement before deciding on writing about 

the corporate purchasing experience. We reached out to a few companies (i.e., Dong 

Energy, Novo Nordisk) that held guest lectures within the Minor in Strategic 

Procurement at Copenhagen Business School to attain valuable insights and ideas 

leading to our choice of topic. It was important to us to write about an area that 

organizations labeled as an up-and-coming field worth exploring. The authors also 

wanted to ensure that the thesis focused on an area that organizations currently strive to 

improve, so that the findings, hopefully, can have a direct impact on the development of 

real world procurement functions. Additionally, it was obviously imperative for us to be 

able to write our thesis about a relevant topic that is both related to our Minor, which is 

Strategic Procurement, and Master concentration, which is International Business. The 

topic is primarily related to the literature fields of procurement and IT. 

 

The topic of the corporate purchasing experience is of high relevance for Dong Energy 

Group Procurement, and we have received similar indications from other organizations 

in the early stages as well as throughout this master thesis process. Concepts such as 

consumer-centricity, user experience, and consumer satisfaction are prone to much 
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research these days and their link to procurement, compliance, and deviant workplace 

behavior is a particularly interesting source of motivation for us. Numerous 

organizations have proven or indicated, and consultancy reports from leading firms 

agree, that the purchasing experience is increasingly important in business-to-consumer 

(B2C) settings. Furthermore, procurement professionals in business-to-business (B2B) 

settings are increasingly expecting a smarter and more user-friendly resemblance of this 

B2C experience through corporate purchasing platforms. This leads us to another 

important motivating factor for us, namely our topic’s link and relevance to digital 

disruptions and the digital transformation that is occurring everywhere around us.  
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Frequently Used Terms and Expressions  
 

 

Key Terms Other Terms Used 

Interchangeably 
Procurement Purchasing, buying, sourcing 

Procurement professionals Purchasing professionals 

Total-cost-of-ownership Total lifecycle costs 

Deviant workplace behavior Employee deviance, noncompliant 

behavior, counterproductive behavior, 

undesirable behaviors 

Maverick buying Noncompliant purchasing behavior, 

undesirable purchasing activities, 

irrational purchasing, maverick spend 

Pre-negotiated frame agreement Existing agreements, contracts, intended 

purchasing process 

Remedies against maverick buying Countering mechanisms 

E-procurement-platform E-procurement system, digital solution, 

digital platforms, online purchasing 

platform, corporate purchasing platform  

Corporate purchasing experience User experience  

Technology acceptance model TAM 

Consumer centricity (overall satisfaction, 

usefulness, trust, ease-of-use) 

User-oriented features 

Usability Ease of use, cover needs  

Trust Review & testimonials 
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Chapter 1. Introduction 
 

This chapter will give the readers an introduction into the most substantial content in the 

dissertation. By first providing a summary of the most relevant findings within existing 

literature, we establish a transparent and clear context for the research paper. The 

chapter will thereafter introduce our problem statement followed by our expected 

results. Next, our methodological choice and approach along with important 

delimitating factors will be introduced to narrow the scope and further introduce the 

readers to our thesis. A brief section outlining the structure of the paper concludes the 

chapter. 

 

 

1.1. Key Takeaways from Existing Literature 
 

Procurement has changed dramatically over the past several decades in organizations, 

and the same can be said for the responsibilities of procurement professionals working 

in these organizations (Tassabehji & Moorhouse, 2008). An increasingly competitive 

business world forces organizations “to leave no stone unturned” in a relentless drive to 

obtain a sustained competitive advantage or at the very least keep up with the 

competition and avoid falling behind. Organizations are increasingly turning their focus 

toward internal procurement excellence (Xchanging, 2015). The level of internal 

recognition the procurement function receives in organizations continues to improve, 

since organizations increasingly acknowledge the potential of controlling external 

spend, which is largest expense category in many organizations (Mena, Van Hoek, & 

Christopher, 2014) (Giunipero, Handfield, & Eltantawy, 2006). Another factor that has 

had an enormous impact on organizations in general is the Internet and more 

specifically IT-driven platforms. These technologies have allowed organizations to 

perform the same tasks more effectively and efficiently. This dissertation is interested in 

deviant workplace behavior within procurement, and specifically the most frequently 

cited remedy against maverick buying, namely e-procurement platforms. Maverick 
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buying hurts organizations in multiple ways. It undermines the work of the procurement 

department and has a negative financial impact on the organization.     

 

The benefits of introducing IT-systems such as e-procurement platforms will only be 

realized if the platforms are actually used, and the remedy of e-procurement will only 

work properly if the users adopt it effectively (Mathieson, 1991). Underutilization of 

IT-systems is a troubling problem in many organizations. This deviant and 

noncompliant behavior has been identified as a major reason for lackluster returns from 

investments in information technology (Venkatesh & Davis, 2000). The most cited 

theory attempting to explain adoption of new IT-systems in organizations is the 

Technology Acceptance Model (TAM) (Davis, 1989). The model seeks to predict and 

explain the acceptance of new technology based on its’ usefulness and ease-of-use. 

Since its advent, the TAM has been employed to explain the adoption of a variety of 

different IT-systems, ranging from relatively simple e-mail systems to more complex 

systems such as mobile commerce or ERP-systems. Because of the different 

characteristics that these different IT-systems possess, several extensions to the TAM 

have been developed to better capture and explain the adoption of the specific system. 

 

In many regards, an e-procurement platform is in its most basic form an online 

purchasing platform, sharing many traits with and fulfilling the same needs as 

commercial e-commerce platforms (such as Amazon.com, Zalando.com, Ebay.com). 

Our extension of the TAM is based on identifying characteristics and features that are 

common in the most successful e-commerce platforms. We identified trust, usefulness, 

ease-of-use, and overall satisfaction as the most essential characteristics that explain the 

adoption and loyalty towards e-commerce sites (Flavián, Guinalíu, & Gurrea, 2006). 

Our extended version of the Technology Acceptance Model is based upon these  
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1.2. Problem Formulation & Problem Statement 
 

The developments within procurement in recent decades have led to increased attention 

to the function both within organizations and in academic literature. Because of the 

undesirable consequences related to deviant workplace behavior and more specifically 

maverick buying, we have decided to focus our research on e-procurement platforms, 

which is identified as among the primary remedies against maverick buying. Existing 

literature has explored e-procurement adoption on an organizational level by identifying 

firm characteristics that explain organizations’ motivation to adopt such platforms. To 

the best of our knowledge, existing literature fails to properly address adoption within 

organizations, on a user-level. We look toward literature within e-commerce and IT, and 

seek to identify characteristics that we expect to improve user adoption and utilization 

of e-procurement platforms by improving the user experience. Through the lens of the 

TAM and successful e-commerce platforms, we identified four factors that constitute a 

consumer-centric platform (i.e., satisfaction, usefulness, trust, ease-of-use). We seek to 

test the validity of existing literature stating that the existence of an e-procurement 

platform in itself is a strong remedy against maverick buying. Furthermore, we are 

interested in whether an e-procurement platform that resembles a successful consumer-

centric e-commerce platform, will increase its use and thus compliance within 

purchasing. This will extend existing literature and add a new perspective regarding the 

characteristics that explain user-level adoption of e-procurement platforms, and thus 

purchasing compliance.  

 

We have derived the following problem statement as a result of the identified gap in 

existing literature combined with our personal interest in pursuing more effective digital 

solutions in organizations: 

 

Do corporate e-procurement platforms increase compliant purchasing 

behavior, and will a more consumer-centric e-procurement platform 

increase user adoption of an organization’s e-procurement platform, 

and therefore have a positive impact on purchasing compliance.  
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We expect to find a positive relationship between a consumer-centric focus in e-

procurement and compliant purchasing behavior. A different result would be very 

surprising to us. Increasing the focus on enhancing a user’s purchasing experience 

should, logically, lead to higher overall user contentment and therefore an increased 

likelihood of adopting the digital solution. Higher user adoption is expected to produce 

a reduction in maverick buying. From related literature focusing on e-commerce (B2C) 

platforms we already know that a strong user experience increases the likelihood of that 

particular platform’s success (Flavián, Guinalíu, & Gurrea, 2006) (Heijden, Verhagen, 

& Creemers, 2003). We expect users of e-procurement platforms to have similar 

preferences in terms of user experience.  

 

 

1.3. Methodological Approach 
 

The dissertation is guided by a positivistic research philosophy, and looks to answer the 

research question by deducting and testing hypotheses that can be generalized to the 

entire population of the sample. Existing theory plays an important role in this research 

paper both in the development of our hypotheses and in the overarching problem 

statement. We collected cross-sectional primary data through a questionnaire distributed 

to employees in large Nordic organizations with purchasing responsibilities. This 

allowed us to test our hypotheses using a quantitative approach. The questionnaire was 

peer-reviewed by several professors, purchasing professionals and business students to 

decrease the likelihood of misunderstandings, and to ensure consistent responses. Our 

collected data was coded and prepared for analysis using STATA. Several regression 

models were specified and tested to assess the robustness of our research. The different 

specifications yielded similar results, indicating robust and consistent findings.  
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1.4. Delimitations 
 

We decided to focus on noncompliant purchasing behavior through the lens of what 

existing literature identify as one of the foremost remedies against it, which is the 

existence of an e-procurement platform in an organization. We have chosen this 

particular remedy because of the increasing importance of digital solutions and 

platforms in business and society at large. This means that we do not elaborate in detail 

on other remedies against noncompliant purchasing behavior such as strong 

enforcement policies, spend analysis, and strong and exemplary leadership. 

Furthermore, we have not focused on the implementation of an e-procurement platform, 

but we do discuss potential features that could be incorporated in the platform in order 

to enhance the user experience. Finally, we have also steered clear of explaining e-

procurement adoption on the organizational level, but are looking at what determines 

adoption on the individual user level. We look at the direction (positive or negative) of 

the cause-and-effect relationships between our hypothesized variables and our 

dependent variable, and do not concern ourselves with the magnitude of the effect or the 

effect in monetary terms. We also wanted to analyze this research problem using a 

quantitative approach to stay clear of personal biases or interpretations. Moreover, the 

authors were motivated to produce statistical results in order to further develop our 

quantitative skills to prepare for postgraduate careers with a quantitative focus. 

Although we acknowledge the international relevance of our research problem, we have 

decided to investigate the problem in a Nordic context (i.e., Denmark, Norway, 

Sweden).   

 

 

1.5. Structure 
 

This research paper is comprised of five main chapters, a preface section, a bibliography 

as well as appendices, illustrated in figure 1 below. The current chapter, the 

introduction, is the first chapter of this dissertation where the problem statement and 

this paper’s content of significance are outlined in a brief and concise manner. A 
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thorough literature review is conducted in chapter two including the derivation of our 

two hypotheses. Following the literature review, the methodology takes place in chapter 

three. It elaborates on the methodological decisions that have been undertaken in order 

to answer our research questions. Next, the analysis and results are presented in chapter 

four, followed by the discussion in chapter five. The discussion is interpreting and 

describing the significance of our findings. Key insights and understandings of the 

theoretical and practical implications follow suit. Chapter five ends with a conclusion, 

which also concludes this dissertation.  

 

 

 

 

Source: Own Creation 
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Chapter 2. Literature Review 
 

In order to properly address our research questions we start out by conducting a 

thorough literature review, looking into relevant existing research and previous studies. 

The purpose of the literature review is to explore what is already known within the area 

of interest, and discover which theories and concepts that are relevant. Furthermore, it 

can help us identify potential gaps or inconsistencies in the existing literature, and help 

decide upon which methods and research strategies to apply (Bryman & Bell, 2011). 

This chapter is structured according to two key objectives identified by the authors. The 

first objective is to inform and familiarize readers with essential literature closely linked 

to our problem statement. This is intended to guide readers from a broader general 

perspective and into the specific research area that this dissertation seeks to pursue.    

The second objective is to identify a theoretical framework that can facilitate and guide 

our progress in a structural manner. The chapter ends with the development of two 

hypotheses and an illustrative conceptual model, setting a clear path to our succeeding 

research in understanding our overall problem statement.  

 

 

2.1. Procurement 
 

An introduction to procurement commences this chapter with the purpose of 

familiarizing readers with basic knowledge about an imperative term that is frequently 

used in this paper and that is at the midst of the research topic. In addition, the aim is 

also to provide readers with a clear understanding of the procurement function’s 

growing importance and relevance within organizations operating in today’s 

international business environment. An overview of the evolution of the procurement 

function is comprised of two sections. They introduce both the traditional role and the 

modern role of procurement. Moreover, these two sections will also briefly address the 

consequent changes in procurement professionals’ typical responsibilities and day-to-

day tasks, from the most basic to the most advanced versions of the procurement 

function.   
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Lysons and Farrington (2006) observe that the word procurement often supplants the 

word purchasing in job titles since it is in fact a more accurate term. Procurement 

activities are generally associated with the likes of purchasing, supplying, sourcing, and 

buying in an organizational setting. It is widely known that procurement is on occasion, 

erroneously, used as a synonym for purchasing or buying when the term in fact is 

comprised of these two as well as several other activities. In other words, purchasing or 

buying is merely a portion of procurement, which is a much broader term covering the 

entire acquisition process including purchase planning, purchase execution, storing, 

transportation, incoming inspection, quality control, and evaluation and feedback of the 

overall process and the specific suppliers involved. More recently, environmental and 

sustainability activities have been incorporated in the term as well (Lysons & 

Farrington, 2006) (Van Weele, 2009). Lysons and Farrington (2006) continue by 

defining procurement as “the process of obtaining goods or services in any way, 

including borrowing, leasing and even force or pilferage”. Van Weele (2009) terms 

procurement as “all activities that are required in order to get the product from the 

supplier to its final destination”. He continues by arguing that procurement should be 

based on total-cost-of-ownership (TCO), which takes a good’s or service’s total 

lifecycle cost into account as opposed to only using the acquisition cost in purchasing 

decisions. The traditional procurement function largely fails to actively apply TCO and 

other common sense criteria to a satisfactory capacity when making purchasing 

decisions. This is primarily a result of the function’s limited strategic role and therefore 

outside the scope of its responsibilities (Mena, Van Hoek, & Christopher, 2014). 

 

2.1.1. The Traditional Procurement Function 
 

A procurement department in its traditional form is responsible for ensuring that a 

steady supply of goods and services is delivered in a timely fashion to other 

organizational functions (e.g., manufacturing & assembly, marketing, finance etc.). 

Some traditional procurement functions also have a cost-driven focus aimed to 

constantly pursue advantageous prices, terms, and conditions on behalf of the overall 

organization (Tassabehji & Moorhouse, 2008) (Xchanging, 2015). Consequently, 

procurement professionals employed in traditional procurement departments have to a 
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large extent had clerical tasks mainly concerned with processing purchase orders from 

other departments and business units, complemented by a relentless focus on 

negotiating down suppliers’ prices (Xchanging, 2015) (Tassabehji & Moorhouse, 2008) 

(Andersen & Rask, 2003). The traditional role of the procurement department, typically 

referred to as the transactional role, is no longer the predominant version of the function 

in large multinational enterprises. The function has changed and is continuing to change 

in many modern-day organizations. Generally speaking, most procurement functions in 

well-developed 21st century organizations are no longer residing in the transactional role 

of procurement nor are they believed to have reached the leading role of procurement, 

but reside somewhere in between these two outermost alternatives (Mena, Van Hoek, & 

Christopher, 2014). The four recognized roles of the procurement function are 

illustrated in table 1 below. 

 

 

Source: (Mena, Van Hoek, & Christopher, 2014) 

Table 1 - Roles of the Procurement Function 
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2.1.2. The Modern Procurement Function 
 

The role of the procurement function has irrefutably experienced radical changes over 

the past two to three decades. The function has evolved from a purely transactional or 

clerical role to a more strategic and value-adding organizational function. This 

evolution transpired first in literature and was later followed in practice. It took a while 

for the practical evolution of the procurement function to gain traction within 

organizations, but the pace of the evolution has since moved from slow to moderate, 

and is continuing to accelerate in many modern organizations. Top-notch procurement 

functions are widely believed to be integrated procurement functions for the time being 

(see table 1). In other words, few if any procurement departments are currently believed 

to have reached the highly sophisticated and so-called leading role of the function to 

date (Mena, Van Hoek, & Christopher, 2014). Procurement departments’ 

responsibilities are now, among other things, comprised of more strategically important 

tasks such as managing both internal and external relationships, in addition to more 

customary order processing and cost related responsibilities (Mena, Van Hoek, & 

Christopher, 2014) (Xchanging, 2015) (Tassabehji & Moorhouse, 2008). Integrated 

procurement departments are typically involved in risk management, supply chain 

stability and resilience, new product development, process optimization, make or buy 

decisions, internationalization decisions including global sourcing and outsourcing, e-

procurement development and implementation, and controlling of deviant workplace 

behaviors such as maverick buying (Giunipero, Handfield, & Eltantawy, 2006) 

(Tassabehji & Moorhouse, 2008) (Xchanging, 2015) (Carr, Leong, & Sheu, 2000) 

(Mena, Van Hoek, & Christopher, 2014). 

 

 

2.2. Decision Making 
 

This section is aimed to give the readers an understanding of decision-making and 

choice theory, which will act as a backdrop for much of the paper. We wanted to revisit 

the decision-making literature to give the readers a basic understanding of why 
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individuals end up making different choices in certain circumstances, and what matters 

and affects individuals to favor one choice over another. This understanding is helpful 

before we dig deeper into the reasons why employees make choices in conflict with the 

established rules or guidelines. It will also give an enhanced understanding of the 

decision-making process in an online environment. The field of consumer behavior and 

decision-making has received a substantial amount of research, and has traditionally 

been explained using theories from classical economics. More recently the field of 

behavioral economics has emerged, seeking to explain how individuals make choices 

based on theory from both cognitive psychology and economics.  

 

2.2.1. Neoclassical Economics and Rational Choice Theory 
 

Over the last decades, economists have produced a large body of literature dealing with, 

and trying to explain individual decision-making. The classical theory of the economic 

man and rational choice assumes that the individual actor is completely informed and 

acts completely rational. From there, he will make choices based on the outcome that is 

expected to maximize his utility (Edwards, 1954). The rational choice theory has been 

criticized for making unrealistic assumptions in order to simplify possible choices and 

predictions. Simon (1959) in particular argued that as the complexity of the 

environment increases, or its speed of change, the assumption of a completely informed 

economic man falls short. This has called for a more interdisciplinary approach, where 

choices also are explained by research in other social sciences. 

 

2.2.2. Behavioral Economics and Bounded Rationality  
 

Behavioral economics looks to enhance the explanatory power of economics with 

providing it with more realistic psychological foundations (Camerer & Loewenstein, 

2004). It is primarily interested in explaining the decisions of individual actors. Prospect 

theory, one of the seminal theories in behavioral economics argues against the 

assumption of perfect rationality in neoclassical economics. This theory, introduced by 

Kahneman and Tversky (1979), systematically proves that losses and gains are valued 
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differently was awarded the Nobel Memorial Prize of Economics, and violates the 

expected utility theory (Barberis & Thaler, 2003). Simon (1972) introduces the concept 

of bounded rationality, which states that the human mind is unable to acquire and 

process the amount of information needed to maximize utility, and therefore settles for 

choices that “satisfices”, or are good enough. This is also explained by limited time, 

knowledge and computational capabilities (Gigerenzer & Selten, 2002).  

 

Since purchasing decisions are based on the available information, incomplete or 

lacking information can lead individuals to make suboptimal choices. It is logical that 

this will apply to both situations where individuals are making purchases on behalf of 

themselves, and on behalf of their organization. It is important that corporate buyers 

have the necessary information to make rational and optimal decisions on behalf of their 

organization. Online purchasing platforms must display the relevant information in a 

clear and understandable way that enables employees to make rational and good 

decisions. A platform that is time-consuming and difficult to interact with, could lead 

employees to satisfice for sub-optimal choices, such as buying outside of frame 

agreements or refusing to use the platform. These actions are potentially harmful for the 

company, and the reasons behind these neglectful or even deliberate deviant behaviors 

will be investigated in the next section.  

 

 

2.3. Deviant Workplace Behavior  
 

This section seeks to explain underlying reasons for why employees make irrational 

choices and fail to behave in accordance with intended processes and established rules 

and practices set by organizations in general terms. It further seeks to shed light on the 

specific form of deviance this thesis is interested in, namely noncompliant purchasing 

behavior, which is known as maverick buying in procurement literature. Moreover, 

maverick buying will be covered in great detail with the purpose of providing a 

transparent overview of the phenomenon that clearly emphasizes why the topic is of 

growing interest in organizations. Consequences, causes, and remedies of maverick 
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buying will be addressed to provide the best possible overview of the phenomenon, 

which is particularly important to have a deep understanding of to fully comprehend the 

research questions pursued in this dissertation.   

 

“Deviant workplace behavior” (Bennett & Robinson, 1995), “employee deviance” 

(Kaplan, 1975), “non-compliant behavior” (Puffer, 1987), “counterproductive 

behavior” (Marcus & Schuler, 2004) etc. are a few examples of terms intended to 

describe the same phenomenon. Moreover, these terms are often used interchangeably 

or essentially as synonyms in procurement and organizational behavior literature. 

Appelbaum et al. (2007) maintains that these undesirable behaviors are actions that 

violate organizational practices, rules and policies, and can be both positive and 

negative in nature. Positive deviance can essentially be considered as well-intentioned 

violations that are judged deviant nonetheless. Moreover, positive deviance is defined as 

“intentional behaviors that depart from the norms of a referent group in honorable 

ways” (Spreitzer & Sonenshein, 2004). Collins et al. (1998) note that most definitions 

agree that deviant workplace behaviors involve a complete disregard for organizational 

rules and practices, and that the array of these behaviors differs in seriousness (e.g., low 

– absenteeism to high - assault). An early literature and well-credited definition of 

deviant workplace behavior states the following: “Voluntary behavior that violates 

significant organizational norms and in so doing threatens the well-being of an 

organization, its members, or both” (Kaplan, 1975). Marcus and Schuler (2004) largely 

agree with Kaplan’s definition but suggest that deviant workplace behavior needs to 

satisfy three specific requirements to be considered as such. First, the act must be 

volitional and not a result of bad luck or chance. Second, the act itself must be 

potentially damaging to the organization but the ultimate outcome does not necessarily 

need to wind up as undesirable. Finally, the act must run counter to legitimate interests 

but not be outweighed by potential benefits that are legitimate.  

 

 



2.3.1. Maverick Buying as Deviant Workplace Behavior 
 

The word maverick is defined in the dictionary as “A person who shows independence 

of thought and action, especially by refusing to adhere to the policies of a group to 

which he or she belongs”. Maverick buying is therefore an act carried out by a person 

having the same indifferent attitude toward the group in which he or she belongs in a 

specific setting, namely a corporate purchasing setting. This phenomenon will be 

revisited in greater detail in the maverick buying section later in this chapter.  

 

Karjalainen et al. (2009) argue that maverick buying both fits Kaplan’s (1975) 

definition of deviant workplace behavior and satisfy Marcus and Schuler’s (2004) three 

requirements. They assert that maverick buying clearly is a volitional act, is potentially 

harmful to the organization (e.g., higher acquisition cost, higher TCO), and potential 

benefits (e.g., reduced delivery time, improved relationship with a particular supplier) 

are unlikely to outweigh the organization’s legitimate interest in terms of purchasing 

compliance. Since deviance usually is associated with negative and undesirable 

intentions only, it is important to be aware of and keep in mind that maverick buying 

behaviors may in fact be the result of positive deviance in many cases, even though the 

final outcome tends to wind up as undesirable for the organization(s) involved 

(Karjalainen, Kemppainen, & Raaij, 2009). Organizational behavior and procurement 

literature provide a number of reasons for why maverick buying occurs. By 

simplification, these reasons can be categorized from highly emotional to highly 

rational. On one hand, emotional reasons (e.g., resistance to change, opposition to 

intended purchasing process) are usually associated with negative deviance that often 

brings about undesirable financial repercussions for the organization. On the other hand, 

rational reasons (e.g., inadequate contract coverage, unawareness of existing agreements 

or intended purchasing process) are generally associated with positive deviance where 

the financial repercussions can go either way, although it has a tendency to hurt the 

organization in most instances (Puffer, 1987) (Karjalainen, Kemppainen, & Raaij, 

2009).  
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2.3.2. Maverick Buying  
 

Maverick buying, also known as noncompliant purchasing behavior, is an undesirable 

phenomenon that arises and occurs in organizations across industrial and geographical 

boundaries. Indirect materials and especially services such as professional services, 

maintenance, repair, and operations support are particularly exposed to incidents of 

maverick buying in organizations. Two examples of this are that services often have a 

tendency to include a high number of low value transactions (i.e., maintenance, repair) 

or high-perceived complexity (i.e., professional services, operations support) (Cox, 

Chicksand, Ireland, & Davies, 2005). Maverick buying has been defined numerous 

times in procurement, purchasing & supply management (PSM), and organizational 

behavior literature, often with only minor alterations in terms of specificity or scope.  

 

Karjalainen et al. (2011) define maverick buying as “the off-contract buying of goods 

and services for which an established procurement process is in place based on pre-

negotiated contracts with selected suppliers”. Cox et al. (2009) define maverick buying 

as “buying outside of contracts that have been set up, or buying that uses procedures 

not compatible with optimizing value for money”. Other definitions are simpler in nature 

with typical examples including “purchases done not using available company 

contracts” (De Boer, Harink, & Heijboer, 2002); “nonconforming purchase behavior” 

(Roy, 2003); and “non-compliant purchasing” (Kulp, Randall, Bradyberry, & Potts, 

2006).  

 

2.3.3. Consequences of Maverick Buying 
 

Maverick buying is an unwanted and potentially costly issue for organizations that have 

placed parts of their external spend under pre-negotiated frame agreements and 

contracts with selected suppliers (Karjalainen & Raaij, 2011). Maverick buying hurts 

organizations in multiple ways. First, perhaps the most straightforward consequence is 

that the total-cost-of-ownership (TCO) of off-contract purchases is usually higher in 

maverick buying instances. The reason behind this is that the procurement department’s 
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already established corporate frame agreements and contracts with selected suppliers 

are intended to leverage the total spend volumes of the organization, in order to obtain 

rebates and preferable terms (Cox, Chicksand, Ireland, & Davies, 2005). Second, it is 

unlikely that individuals engaging in noncompliant purchasing have access to the same 

market information and matches the negotiation aptitude of procurement professionals 

(Cox, Chicksand, Ireland, & Davies, 2005). Third, maverick buying leads to a higher 

fragmentation of spend than necessary forcing the company to deal with a suboptimal 

supplier base structure, and thus inflated transaction costs (Cox, Chicksand, Ireland, & 

Davies, 2005). Fourth, it may compromise the organization’s effort to effectively 

exploit synergies and other efficiencies. Finally, it might expose the organization to 

unnecessary risk and uncertainty (Roy, 2003) (Kulp, Randall, Bradyberry, & Potts, 

2006). It is, however, important to be aware that some degree of maverick buying is 

unavoidable since certain aspects of purchasing should not be covered by frame 

agreements for economical or practical reasons (Karjalainen, Kemppainen, & Raaij, 

2009).  

 

2.3.4. Causes of Maverick Buying 
 

Cox et al. (2005) suggest that maverick buying might be caused by internal customers’ 

personal preferences for certain products and services, and even suppliers. Lonsdale and 

Watson (2005) add that personal taste from friendships with supplier representatives 

also may lead to maverick buying. Moreover, they continue by suggesting that conflicts 

between procurement professionals and internal customers are another cause leading to 

the occurrence of the phenomenon. Cox et al. (2005) argue that bounded rationality, 

functional cultures, and the principle-agent problem are reasons explaining the 

phenomenon in which individuals’ conflicting preferences and tastes affect their 

decision-making in purchasing of goods and services. Another major study of British 

pharmaceutical heavyweight GlaxoSmithKline (GSK) by Kulp et al. (2006) uncovered 

five causes of maverick buying. The primary cause identified was simply the lack of 

sufficient information and communication of company policy regarding contract details 

particularly in relation to indirect goods and services. The remaining four causes 

identified include new purchase situations (novelty), use of non-preferred suppliers 
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resulting from GSK personnel wanting to maintain existing relationships with 

unapproved suppliers, orders with unidentified suppliers, and products not well suited 

for use (Kulp, Randall, Bradyberry, & Potts, 2006). In public procurement four causes 

of maverick buying was identified and include the purchasers unfamiliarity with 

existing rules, perceived inefficiency of following rules, inadequate compliance 

incentives, and supplier resistance and readiness to take legal action in case of 

noncompliance (Gelderman, Ghijsen, & Brugman, 2006).  

 

Karjalainen et al. (2009) identified seven reasons for maverick buying based on an 

extensive literature review of previous studies and existing literature grounded on both 

public and private procurement. The identified causes are listed below and can also be 

found on the left-hand side of figure 2 at the bottom of this section. 

 

1. Lack of contract or process awareness 

2. Lack of ability to use contract or process  

3. Behavior guided by own interest or habits  

4. Perceived superiority of an alternative offer  

5. Perceived superiority of own buying skills 

6. Opportunism 

7. Resistance to change  

 

Karjalainen et al. (2009) continue by outlining five different forms of maverick buying 

that constitute the entirety of the phenomenon. The five forms are listed and elaborated 

on below and include unintentional maverick buying, forced maverick buying, casual 

maverick buying, well-intentioned maverick buying, and ill-intentioned maverick 

buying. Furthermore, by connecting the seven causes of maverick buying to the five 

forms of maverick buying, Karjalainen et al. (2009) establishes a direct link between the 

causes of maverick buying and the unavoidable consequences that follow. Figure 2 

clearly portrays how the causes, the forms, and the consequences of maverick buying 

are connected.   
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Source: (Karjalainen, Kemppainen, & Raaij, 2009) 

 

 

I. Unintentional maverick buying occurs when employees lack awareness of 

existing frame agreements, contracts, or the overall purchasing process, and 

therefore engage in maverick buying without any motivation or realization 

of it. 

II. Forced maverick buying occurs when employees are aware of the 

organization’s purchasing policies, but cannot comply because of practical 

reasons. These reasons are often related to inadequate contract coverage or 

nonexistent pre-negotiated agreements.  

Figure 2 - Causes and Forms of Maverick Buying 
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III. Casual maverick buying occurs when employees are aware of the 

organization’s preferred purchasing process, but continue to conduct in 

purchasing as they please. Self-interest is the driver for this form of 

maverick buying and no underlying desire to harm the organization is 

intended. 

IV. Well-intentioned maverick buying occurs when employees are aware of 

the organization’s existing process, but believe noncompliance is in the best 

interest of the organization. 

V. Ill-intentioned maverick buying occurs when employees are aware of the 

organization’s preferred process, but chose to actively oppose it for instance 

motivated by a high resistance to change. 

 

Karjalainen and Raaij (2011) extracted three broader forms of maverick buying in a 

subsequent study to provide a more guiding overview of the phenomenon. Based on an 

literature review primarily grounded on the findings presented in Karjalainen et al.’s 

(2009) and Kulp et al.’s (2006), they ended up with the following three forms: first, 

maverick buying due to unawareness of existing frame agreements; second, maverick 

buying to maintain existing supplier relationships intact, and finally, maverick buying to 

get superior prices, terms and conditions.  

 

2.3.5. Remedies against Maverick Buying 
 

E-procurement is by far the most frequently discussed remedy against maverick buying 

in academic procurement literature (De Boer, Harink, & Heijboer, 2002) (Cox, 

Chicksand, Ireland, & Davies, 2005) (Angeles & Nath, 2007) (Karjalainen & Raaij, 

2011) (Karjalainen, Kemppainen, & Raaij, 2009). There are many examples of how e-

procurement has helped reduce maverick spend in organizations. Take an example 

introduced by De Boer et al. (2002) for instance, where a Dutch transportation company 

that implemented e-procurement managed to realize annual savings of €5 million 

related to reductions in maverick buying alone. Millions more were saved though 

improved process efficiency and purchasing spend analysis. Incidentally, spend analysis 

is another remedy against maverick buying. It became clear that spend analysis gave 
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managers better visibility and transparency of an organization’s spend that could be 

used to better identify improvement areas, and thus reduce maverick buying. The report 

found that spend analysis improved employee compliance by 33% on average 

(Aberdeen Group, 2007). Various literatures propose several other remedies against 

maverick buying including thorough and frequent background checks in recruitment, 

the establishment of an organizational culture based on sound ethical core values, solid 

incentive programs, and exemplary and strong leadership (Vardi, 2001) (Appelbaum & 

Shapiro, 2006). E-procurement will be revisited in the next section of this chapter.  

 

 

2.4. Digital Platforms  
 

A digital platform is a relatively new IT-related feature in many organizations. These 

platforms have made everyday tasks easier, more efficient, and more effective for 

employees across business functions and business units. This section provides the 

readers with an insight into what a platform is, as it is essential that readers are familiar 

with the concept in order to grasp the core focus areas this paper pursues. The 

concluding paragraph of this section focuses on e-procurement and the derivation of our 

first hypothesis.  

 

Most people associate online platforms with social media, online retailers and 

wholesalers, and media applications etc. such as the likes of YouTube, Facebook, 

Twitter, Amazon, eBay, and iTunes. Others might associate an online platform with a 

corporate business program or system that they operate through their work. The reality 

is that a digital platform is all of this and so much more. A platform is a business model 

that creates value by facilitating interactions through the Internet to two or more groups 

of users (Alstyne, Parker, & Choudary, 2016). In the realm of purchasing platforms, two 

main avenues exist. These two avenues are usually divided into business-to-business 

(B2B), typically referred to as e-procurement, or business-to-consumer (B2C), typically 

referred to as e-commerce. However, a combination of the two is entirely possible. E-

procurement and e-commerce is often used interchangeably because an overlap of the 



	 31	

two terms exists (Wyatt III & Graw, 2002). Many leading private sector companies 

have embraced digital platforms because they, among other things, believe that a 

properly designed platform can help capture new economic value and learning for all 

parties involved (Hagel, 2015). Moreover, it is no secret that many consultancy firms 

have turned their attention increasingly to IT, digital transformation, and platform 

business support in recent years, further confirming the ever-increasing importance of 

digital platforms in the age of digitalization.  

 

In IT and e-commerce literature a platform may be defined, rather technically, as “a set 

of subsystems and interfaces that form a common structure from which a stream of 

derivative products can be efficiently developed and produced” (Meyer & Lehnerd, 

1997). The platform strategy has become increasingly important to innovation and 

technology advancement in recent years. Muffato (1999) reflects that a platform can be 

seen from three perspectives including a technical, an organizational, and a strategic 

perspective. Technical for its impact on technical innovation (e.g., modularization) 

primarily through advanced data engineering; organizational for its impact on internal 

integration and coordination (e.g., cross-locational teaming); and strategic for its impact 

on planning to improve efficiency and effectiveness of operations and activities (e.g., 

cost and lead-time reductions). Among the radical changes that digital platforms has 

brought to the table, facilitating for more sophisticated and effective integration and 

collaboration both internally (i.e., internal customers) and externally (i.e., suppliers and 

customers), may very well be the most notable contribution. Another major contribution 

factor is the facilitation of a more transparent and orderly product development process 

(Clark & Fujimoto, 1991) (Muffatto, 1999). Some potential benefits stemming from the 

use of a platform approach may include reductions in lead-time, development time, and 

process complexity as well as cost-efficiencies in sourcing and purchasing, which is 

known as procurement in literature (Muffatto, 1999) (Clark & Fujimoto, 1991) (Meyer 

& Lehnerd, 1997) (Timmers, 1998).  
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2.4.1. E-procurement 
 

E-procurement is Internet based technologies that facilitate (B2B) corporate purchasing 

activities (Presutti Jr., 2003). It is also, together with maverick buying, the essence of 

the research pursued in this thesis for its role in literature as the most frequently cited 

remedy against maverick buying. E-procurement (B2B) for organizations can be said to 

be similar to what e-commerce (B2C) is for consumers (Wyatt III & Graw, 2002). It 

typically involves B2B auctions, B2B market exchanges, spend and cost analysis 

software, and purchasing platforms with the purpose of simplifying certain company 

processes such as to automate transactions, improve effectiveness in order placement, 

catalog management, supplier evaluation, reporting, and innovation (Davila, Gupta, & 

Palmer, 2003) (Gunasekaran & Ngai, 2008). Timmers (1998) adds that the benefits 

sought through e-procurement may be aimed to expand the scope of suppliers, which in 

turn is projected to provide lower prices, better quality, improved delivery, and reduced 

procurement costs in general. E-procurement itself has been identified as an effective 

tool in achieving cost reductions and productivity enhancements in organizations both 

in the present and future business environment. Several improvement areas have been 

identified including reductions of authorization stages, elimination of paper and 

unneeded supplier contact, enhanced supply chain integration, improved planning, as 

well as tackling of deviant workplace behaviors such as maverick buying (Puschmann 

& Alt, 2005) (Gunasekaran & Ngai, 2008) (Davila, Gupta, & Palmer, 2003). 

 

The first hypothesis that we derived to answer our overarching research question builds 

on previous e-procurement research within the field of procurement. We want to 

investigate the effect of having an e-procurement platform in an organization on 

maverick buying. Moreover, we look into whether or not our sample corresponds with 

the findings in previous procurement literature where e-procurement is cited as one of 

the primary remedies against noncompliant purchasing behavior. Our first hypothesis is 

as follows: 
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H1: Having an online purchasing platform (e-procurement 

system) will increase compliant purchasing behavior in an 

organization. 

 

 

2.5. Technology Acceptance Model (TAM)  
 

This section seeks to introduce the reader to the Technology Acceptance Model (TAM), 

which will act as our main source of inspiration and be the foundation of our hypothesis 

deriving. The TAM attempts to explain and predict end-user adoption of IT-systems, 

and the model will be the base of the theoretical framework in which context we seek to 

explain our problem. The framework will be loosely adapted and extended by findings 

from other areas of literature, to better explain the acceptance of e-procurement systems 

in large organizations.  

 

Even though many information systems and digital platforms have been shown to have 

the potential to improve organizational performance, they are not effective unless they 

are actually used (Mathieson, 1991). Underutilization of IT-systems is a troubling 

problem in many organizations, and low usage of installed systems has been identified 

as a major reason of lackluster returns from investments in information technology 

(Venkatesh & Davis, 2000). Since the advent of modern technology and IT-systems in 

the workplace, the users’ unwillingness of accepting and using the systems has been a 

hot research topic.  
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Source: (Davis, Bagozzi, & Warshaw, 1989) 

 

 

The most cited theory to explain this phenomenon is Davis et al.’s (1989) Technology 

Acceptance Model (TAM). The theory predicts the acceptance of new technology based 

on the end-users’ perceived usefulness (U) and perceived ease-of-use (E). He defines 

usefulness as “the degree to which a person believes that using a particular system 

would enhance his or her job performance”. Ease-of-use is defined as “the degree to 

which a person believes that using a particular system would be free of effort” (Davis, 

1989). The model shows that a higher level of both perceived usefulness and ease-of-

use of an IT-system would improve the behavioral intention to use the system (BI). This 

ultimately increases the likelihood of adoption and use of the system. The external 

variables that influence the U and E, and ultimately the actual system use, do so in an 

Figure 3 - Technology Acceptance Model (TAM) 
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indirect manner (Davis, Bagozzi, & Warshaw, 1989). This means that variables such as 

internal beliefs, experience with using new or similar technologies, training, attitudes 

towards new technology, and system features will alter the E and U. This will in turn 

increase or decrease the attitude towards using (A) and the behavioral intention to use 

the system (BI), as illustrated in figure 3. With system-experience being cited as an 

important external variable, the question whether high IT-skills will have a positive 

effect on the adaption and use of a new procurement system arises. It can also suggest 

that employees making frequent online purchases on behalf of their organization will 

have gained more experience with the platform and use it to a higher degree. 

 

The adoption of e-procurement platforms is important because the platform is 

essentially where a lot of the procurement professionals’ work is made available to the 

rest of the organization. Using the platform to perform purchases will increase the use 

of framework agreements and preferred suppliers. It also creates a higher transparency 

of the organization’s overall external spend, enabling well-informed and data-driven 

decisions. The application of the TAM on adoption of e-procurement systems is quite 

limited in literature, but has in at least one study shown that the model has good 

explanatory power, which confirms its robustness (Aboelmaged, 2010). In addition, 

several papers explain the benefits and potential gains of e-procurement systems, but 

very few, if any, seek to explain which characteristics the system needs to have in order 

to be adopted and frequently used.  

 

Because e-procurement in its most basic form is an online purchasing platform, we look 

towards findings that describe the success of other online purchasing platforms, such as 

B2C e-commerce sites. Extending the TAM to explain consumers’ acceptance and 

adoption of e-commerce sites has already been proved to be successful, further 

confirming the model’s robustness (Wu & Wang, 2005) (Klopping & McKinney, 2004) 

(Pavlou, 2003). Research on consumer decision-making on e-commerce success has to a 

large degree shown that the factors explaining customer loyalty and usage (making a 

purchase) are very similar to the factors explaining acceptance and adoption of 

technology in the workplace. One study by Spenner and Freeman (2002) identified the 

ease of gathering information on the website as the most important driver that affects 
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whether customers end up placing an intended order or not. In simple terms, online 

customers want simplicity and easy-to-use solutions (Spenner & Freeman, 2012). Other 

studies have shown that external factors such as the online environment (i.e., defined by 

web site quality, interface, and overall satisfaction with the online experience) are 

critical in the online decision-making and ordering process (Darley, Blankson, & 

Luethge, 2010). Another highly cited factor predicting e-commerce success is trust. 

Trust is an important factor in all business relationships, and has received special 

attention within the field of e-commerce (Flavían, Guinalíu, & Gurrea, 2006). To 

summarize our findings from previous literature: the main factors affecting e-commerce 

success is satisfaction, ease of use, and trust. These factors are interlinked and positively 

correlated (Heijden, Verhagen, & Creemers, 2003) (Flavían, Guinalíu, & Gurrea, 2006) 

(Childers, Carr, Peck, & Carson, 2001). These factors will be explained in greater detail 

before we extend them to the TAM, as an attempt to predict and explain e-procurement 

adoption.  

 

2.5.1. Usability 
 

Usability will increase the user’s overall satisfaction, and strengthen the trust and 

loyalty with the online retailer. Higher consumer satisfaction with the services provided 

by a particular retailer’s website will lead to stronger customer loyalty towards that 

website, and more repeat orders (Flavían, Guinalíu, & Gurrea, 2006). These studies are 

typically conducted in the environment of online B2C-transactions, however, similar 

research in the online B2B environment is still lacking. As a result of the TAM’s 

success in explaining adoption of both e-commerce and other digital platforms 

(B2B/B2E), we adopt Flavián et al.’s (2006) definition on usability stemming from their 

study on usability’s effect on website loyalty. Furthermore, according to thought leaders 

in B2B online purchasing, the trend today is that an increasingly large amount of 

transactions are conducted online, and offline catalogues are being replaced with online 

alternatives, following the trend in B2C online purchasing (B2X Partners, 2017). A 

recent report from McKinsey & Company (2016) re-emphasize this by stating that in 

terms of expectations in user experiences, the gap between B2B and B2C is shrinking. 

The high satisfaction customers experience through interaction with digital pioneers 
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such as Amazon and Google is beginning to be expected also in B2B-transactions 

(Müller, Peyracchia, & Sohoni, 2016). This can only be assumed to include purchases 

made through e-procurement platforms in the future. In general terms, usability 

considers the following factors (Flavían, Guinalíu, & Gurrea, 2006): 
 

1. The ease of understanding the structure of a system, its functions, and interface, 

and contents observed by the user. 

2. Simplicity of use of the website in its initial stages 

3. The speed with which the users can find the item they are looking for. 

4. The perceived ease of site navigation in terms of the time required and action 

necessary to obtain the desired results. 

5. The ability of the user to control what they are doing, and where they are, at any 

given moment. 

 

2.5.2. Trust 
 

Trust is a critical component in the process of online shopping, and in the B2C-world 

trust is an important determinant of e-commerce success (Lee & Turban, 2001). Trust is 

the belief that trusted parties will behave in accordance with the trusting party’s 

confident expectations by exhibiting ability, integrity, and benevolence. It reduces 

social uncertainties and the perception of risk and promotes the likelihood of a 

successful transaction. As a result, it is clear that trust is a key predictor in determining 

the completion of an online purchase (Flavían, Guinalíu, & Gurrea, 2006) (Fang, et al., 

2014). Trust has even been shown to play a moderating role between e-procurement 

adoption and participation in e-marketplaces (Chang & Wong, 2010). It is important to 

note that the trust extends beyond the trust between the vendor and the buyer, but also 

includes the trust in the intermediate system that is used in the transaction.  

 

In online environments trust has been shown to increase as a result of the perceived 

website quality, the reputation, the familiarity of the platform, and the satisfaction of the 

process, with the two former being the most important factors (Fang, et al., 2014). In 

order to build trust and reputation among online customers, an array of online review 
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sites such as Yelp and Trustpilot has recently emerged. These sites give the possibility 

for an independent, third party evaluation based on customer feedback. Leading online 

retailers such as Ebay, Amazon and Expedia have integrated the possibility for 

customers to give feedback on their purchases directly on the site. The amount of 

research on the effect consumer reviews has on trust- and relationship building with 

websites is limited, but some interesting studies have been conducted. A study 

examining the relationship between online consumer reviews and the performance of an 

online platform for booking hotels, found the amount of reviews to have a significant 

effect on the amount of bookings of hotel rooms (Qiang, Law, & Gu, 2009). Another 

paper studying the effect online restaurant reviews from the review platform Yelp.com, 

found that a one-star increase on reviews increases revenue by 5-9% (Luca, 2016). 

McKinsey’s (2016) report on consumer experience also confirms this by revealing that 

79% of consumers trust online reviews as much as personal recommendations. 

 

2.5.3. Satisfaction 
 

Satisfaction is another significant determinant when explaining e-commerce success, 

and great website user satisfaction has a direct and positive influence on the degree of 

trust and loyalty of users. In general terms, satisfaction can be defined as “an affective 

evaluation of all the aspects that make up the consumer relationship” (Flavían, 

Guinalíu, & Gurrea, 2006). When extending the term beyond consumer relationships, a 

study on user satisfaction on B2E (Business-to-Employee) platforms describes user 

satisfaction as “the extent to which users believe that the information system available 

to them meets their information requirement” (Sugianto & Tojib, 2015). This also 

corresponds with the TAM, indicating that satisfaction with using the systems is a 

significant and important part of the adoption and continued use of IT-systems. Going 

back to behavioral psychology, Oliver (1980) presented the Expectation-Confirmation 

Theory, which explains satisfaction as a function of the prior expectations and the 

perceived delivery. If a product, service or experience meets or exceed your 

expectations, you will be satisfied, and if the product, service or experience fails to meet 

your expectations, you end up dissatisfied. The ECT-theory is a strong conceptual tool 
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because of its logical simplicity. The logical conclusion of combining the ECT-theory 

with current research stating that users are expecting world-class levels of satisfaction, 

is that all web shops, e-commerce or B2E-platforms must deliver high levels of 

satisfaction to retain customers and promote usage. 

 

Our second hypothesis is derived from the Technology Acceptance Model and the 

reviewed literature identifying successful e-commerce platforms’ most important 

features (i.e., usability, trust and overall satisfaction). For trust, we ask whether the 

platform offers the possibility to add reviews and testimonials, and for usability we ask 

whether the platform covers the user’s needs, and whether the ordering process is easy 

to complete. For satisfaction, we directly ask how the user would rate the overall 

satisfaction when using the purchasing platform. The goal is to explore whether the 

features that lead to successful e-commerce can be implemented into corporate e-

procurement platforms. We expect this to be able to further increase the use of e-

procurement platforms and thus enhance compliant purchasing behavior in these 

organizations. Our second hypothesis is therefore: 

 

H2: Having a consumer-centric e-procurement platform that 

resembles the user experience of best-in-class e-commerce 

platforms (B2C) leads to more use of the e-platform, and thus 

increased compliant purchasing behavior.  
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2.6. Conceptual Model 
 

Drawing on the literature we reviewed, we have developed a conceptual model to 

illustrate the hypotheses we wanted to test later in this paper. The first hypothesis is as 

mentioned developed to see whether the presence of an online purchasing platform by 

itself will increase compliant purchasing behavior. The second hypothesis concerns the 

characteristics and features of the given platform. We want to test empirically whether 

an e-procurement platform with the following characteristics will increase the 

company’s overall compliant purchasing behavior through improved user adoption: 

 

• Allows users to access reviews and testimonials of previous service providers’ 

performance. 

• The platform facilitates the purchasing process and makes it easy to navigate 

and complete the process. 

• The overall satisfaction with using the platform is high 

• The platform is a useful tool that covers the needs of end users. 

 

Finally, we seek to combine the two hypotheses illustrated in the conceptual model 

(figure 4) below stemming from our main regression model in chapter 4. We seek to 

understand whether the combination of our two hypotheses will outweigh their 

individual effects. The readers can find the results and discussions later in this 

dissertation, specifically in chapter 4 and chapter 5.   
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Source: Own Creation 
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Figure 4 - Conceptual Model 
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Chapter 3. Methodology 
 

 
Source: (Saunders, Lewis, & Thornhill, 2009) 

 

 

Figure 5 - Research Onion 
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In this chapter the authors have addressed the methodological decisions conducted 

throughout the research process in order to provide readers with a clear understanding 

of the purpose and logic behind these underlying choices. This chapter has been divided 

into the following four sections. The opening section of this chapter is concerned with 

research philosophies and research approaches. The following section presents the 

research strategies and choices, and time horizons. The third section addresses the 

research methods applied in amassing and analyzing data. Finally, the ultimate section 

in this chapter is designated to address the quality of the research (i.e., validity, 

reliability, robustness). The research “onion” developed by Saunders et al. (2009) 

illustrates the methodology process applied throughout this dissertation and is outlined 

in figure 5 above.  

 

Methodology and methods are often used interchangeably in research literature. This is 

not entirely clear and might be the source of confusion. This dissertation uses the 

following understandings: Methods is intended to mean techniques and procedures for 

data amassing and collection, whilst methodology is used to refer to the fashion in 

which research ought to be undertaken (Saunders, Lewis, & Thornhill, 2009).  

 

 

3.1. Research Philosophical Stance 
 

The authors address the first two layers of the research “onion” in this section. These 

layers include the research philosophy and the research approach, and are essential to 

determine how the authors intend to interpret results, engage the research, and establish 

the role of existing theory. 

 

3.1.1. Research Philosophy 
 

Research philosophy is an overarching term that largely depends on the authors’ 

convictions in terms of how the world works. It further relates to the development of 

knowledge, what constitutes acceptable knowledge, and what can be drawn from the 
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uncovered knowledge (Saunders, Lewis, & Thornhill, 2009). Within the realm of 

business research, there are three primary research philosophies including positivism, 

realism, and interpretivism. There is also a fourth research philosophy known as 

pragmatism, which essentially is an intermingling of the other three (Saunders, Lewis, 

& Thornhill, 2009). These research philosophies differ in terms of ontology, which is 

concerned with the nature of reality, and epistemology, which is concerned with what is 

acceptable knowledge within a field of business. Positivism attempts to conform 

research consisting of seemingly complex information as closely as possible to that of 

natural sciences by identifying wide-ranging laws that can be easily tested by 

researchers (Saunders, Lewis, & Thornhill, 2009). Furthermore, this is often applied to 

descriptive and inferential statistics (Remenyi, Williams, Money, & Swartz, 1998). 

Realism sees reality as independent from the human mind where external factors may 

influence individuals both consciously and unconsciously. In other words, what the 

senses show us as reality is in fact the truth (Saunders, Lewis, & Thornhill, 2009). In 

contrast, interpretivism is the research philosophy that proclaims the importance of 

acknowledging the fundamental differences between social sciences and natural 

sciences, with the obvious conviction that individuals are in fact unique and contextual 

and that reality is a social construction (Saunders, Lewis, & Thornhill, 2009).  

 

This thesis has been conducted according to a positivistic stance. We believe that our 

problem required an objective and value-free interpretation of the empirical world in 

order to be understood in a meaningful manner. Furthermore, we believe it is essential 

to maintain the ability to develop generalizable laws that can be applied to the entire 

population of the study by undertaking this research study in accordance with the 

positivistic research philosophy. Based on what was known within this particular 

domain, we deduced hypotheses, which then became subject to empirical scrutiny and 

analysis. The positivistic research philosophy also promotes research through 

quantitative data collection and analysis, which then aims to seek cause-and-effect 

relationships between theory and research through a deductive approach (Bryman & 

Bell, 2011). 
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3.1.2. Research Approach 
 

Deductive reasoning (deduction) and inductive reasoning (induction) are the two 

existing research approaches, sometimes referred to as research concepts. These two 

choices depend on the structure and procedural requirements associated with the role 

already existing theory plays in the new research being pursued (Saunders, Lewis, & 

Thornhill, 2009). On one hand, deduction tests existing theory rigorously by developing 

and confronting a hypothesis that lead to either a rejection (reject null) or a confirmation 

(not reject null) of the hypothesis. Deductive reasoning is rigid after the initiation of the 

research process and does not allow for much interpretation, but rather seeks to 

generalize the results. On the other hand, induction builds new theory based on results 

from observing data without predefined expectations of causal relationships for 

instance. This approach allows for flexibility after commencing the research process 

since no existing theories or hypothesis apply initially. For simplicity, one might say 

that deduction is focused on what is occurring, while induction is focused on why any 

given situation is occurring (Saunders, Lewis, & Thornhill, 2009).  

 

This dissertation employs a deductive research approach and is merely interested in 

learning what is occurring based on predefined expectations. Our deductive approach 

also means that existing theory will play an important role throughout the thesis. 

Because of both personal motivation and what we perceive as a relatively complex 

research problem, we saw it as necessary to look towards literature in a wide variety of 

fields to derive meaningful hypotheses for testing. Our hypotheses are inspired and 

derived from existing theories within a wide area of literature. We touched upon 

literature from procurement, consumer behavior, organizational behavior, and IT. 

 

 

3.2. Research Design 
 

In this section the authors outline the next three tiers of the research process, 

specifically the research strategies, the research choices, and time horizons. Robson 
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(2002) states that these three tiers can be thought of as the research design, which 

essentially entails turning the research question into an actual research project.  

 

3.2.1. Research Strategy and Choice 
 

The research strategy can be described as a general plan for how the authors propose to 

reach answers to the research questions. There are several ways to go about a research 

question (i.e., experiment, survey, case study, action research, grounded theory, 

ethnography, archival research) and each of them can be used for exploratory, 

descriptive, and explanatory research (Saunders, Lewis, & Thornhill, 2009) (Yin, 2003). 

Saunders et al. (2009) continue by explicitly emphasizing that no current evidence 

suggests that any of these strategies are superior or inferior to any other strategy.  

In terms of research choices, the main choice in research is often between a qualitative 

or quantitative approach to collecting and analyzing data. Both approaches have their 

advantages and disadvantages, and are widely used within different academic 

disciplines. It is also possible to apply a multi-method approach, where more than one 

data collection technique is being employed in the same study. According to Saunders 

et al. (2009), this choice is increasingly advocated and used within business and 

management research.  

 

In selecting the research strategy, the authors considered the fit of the strategy carefully 

to the research philosophical stance and the research questions. This paper is amassing 

quantitative primary data through surveys (questionnaires) and seeks to perform 

descriptive research. The authors also believe that a quantitative approach will be more 

reliable and objective, and less prone to personal biases or interpretations. As we see the 

research question as complex, a quantitative approach will allow us to reduce and 

restructure the problem to a limited number of variables and look at the cause-and-effect 

relationships between them. A quantitative approach and more specifically a statistical 

analysis also intrigued the authors on a personal level, as both had the desire to gain 

more experience with this method and prepare for professional careers where statistics 

and numerical data are heavily relied upon. Our approach is mainly quantitative, but is 

rooted in existing literature based on both qualitative and quantitative research. We 
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believe that this sheds good light on our problem statement, but we also realize the 

shortcomings of a mono-method research choice.  

 

3.2.2. Time Horizons 
 

The aspect of time in research is important to both be aware of and plan for as early as 

possible and preferably in the planning phase. Time horizons can be either cross-

sectional (i.e., a specific point in time) or longitudinal (i.e., over a period of time) 

(Saunders, Lewis, & Thornhill, 2009). This thesis will engage in cross-sectional 

research examining a particular phenomenon in corporate purchasing at a certain point 

in time. 

 

 

3.3. Data Collection & Data Analysis 
 

In this section the authors outline the final layer of the research “onion”. The final layer 

is known as data collection and data analysis. This layer is the most extensive one and 

includes sampling, data collection, and data analysis.  

 

3.3.1. Sampling 
 

Sampling techniques provide researchers with a range of methods that enable them to 

limit the amount of data by using subgroups that capture the characteristics of the entire 

population fairly accurately. Saunders et al. (2009) identify probability sampling and 

nonprobability sampling as the two main sampling techniques available to researchers.  

 

Nonprobability sampling is the sampling technique applied in this dissertation. In order 

to carry out sampling, it is essential to identify a suitable sampling frame, which 

identifies the population from which a sample is drawn (Saunders, Lewis, & Thornhill, 

2009). Because identifying a suitable sampling frame was challenging, we have applied 
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a sampling technique based on a combination of purposive and convenient sampling 

techniques. A purposive sampling technique is a technique in which the researchers use 

sound judgment in selecting a sample that will be best able to answer the research 

question. A convenience sampling technique is a technique in which respondents are 

chosen according to convenience and availability (Saunders, Lewis, & Thornhill, 2009). 

The population examined in this thesis includes individuals working in Denmark, 

Norway, and Sweden with experience in purchasing on behalf of Nordic organizations. 

We distributed our questionnaire to individuals in professional networks available to us 

as well as directly contacting people we believe to have insights on the topic.  

 

3.3.2. Data Collection 
 

The data was collected using the survey strategy, which is a common and popular 

strategy in business and management research (Saunders, Lewis, & Thornhill, 2009). 

We created a self-administered questionnaire using the online tool SurveyMonkey. In 

order to maximize the response rate, validity, and reliability of our data, we made 

careful considerations when designing the survey. We made sure to carefully design the 

overall survey and each individual question. The purpose of the survey was explained in 

detail on the cover page and in the e-mails forwarded to respondents. Because the 

survey was intended to a predominately Danish audience, it was important to avoid 

difficult English words, phrases, and other unfamiliar terminology that had the potential 

to confuse respondents. In order to ensure a uniform interpretation of the questions by 

all respondents, we pilot-tested the survey to our peers.   

 

The actual questions of the survey came as a result of a carefully conducted literature 

review as well as fruitful discussions with our project supervisor and other interested 

parties. We identified questions that would give us a dependent variable as well as 

independent variables that explain changes in the dependent variable. Additionally, we 

added several extraneous variables such as social capital, IT proficiency, gender and 

age. This is important in order to control and ensure that the outcome of our dependent 

variable is caused by the independent variables alone, rather than by the extraneous 
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unpredicted variables (Saunders, Lewis, & Thornhill, 2009). The survey was distributed 

electronically, both through e-mail and anonymous hyperlinks.  

 

3.3.3. Data Analysis 
 

To extract meaning and useful insights from our collected quantitative data, analysis 

and interpretation are necessary. Data analysis consists of the restructuring, coding, and 

preparation of raw data to make it useful, and to turn it into information (Saunders, 

Lewis, & Thornhill, 2009). The preparation of the data included categorization of open-

ended responses, cleaning missing data, and removing severe outliers from our sample. 

Because we wanted to test the effects of several different variables on employees’ 

purchasing compliance, we decided to perform a logistic regression to test our 

hypotheses. This decision helped guide us in developing our survey, to make sure that 

our data would be appropriate for statistical analysis. After collecting our primary data, 

the answers were coded into appropriate scales of measurements. Our dataset contained 

binary, categorical and continuous variables, collected and coded to allow further 

analysis. The dependent variable in our data is binary, stating whether the respondent is 

compliant or not with his or her company’s established framework agreements. A 

binary dependent variable requires a logistic regression model, and the model aims to 

estimate the probability of the binary response based on the predictor variables 

included. We developed several regression models, controlling for social capital, 

individual demographic characteristics, organization- and industry characteristics, and 

other characteristics. We also conducted necessary tests to identify potential correlation 

between our variables (collinearity or multicollinearity). Guided by statistical theory 

and a fair share of common sense, we landed on a statistical model that allows us to test 

our hypotheses and answer our research question.  
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3.4. Quality of Research  
 

The quality of research section concludes the methodology chapter. This section 

includes paragraphs on the validity and reliability of the conducted research. Robustness 

is also briefly addressed in the reliability paragraph.  

 

3.4.1. Validity 
 

Validity measures the ability of a questionnaire to measure what it was intended to 

measure (Saunders, Lewis, & Thornhill, 2009). In our case, this meant to develop 

questions that would generate data and information able to explain whether the 

respondent is compliant with his or her organization’s purchasing procedures. Based on 

our literature review, the questions were systematically crafted to ensure that the 

responses would include data that could be transformed into meaningful dependent and 

independent variables. Considering that we are attempting to explain a phenomenon 

using an already existing and thoroughly tested theoretical framework, the TAM, the 

choice of independent variables was pre-defined. Therefore, we are confident with our 

measures.  

 

3.4.2. Reliability 
 

Reliability is concerned with the robustness of the questionnaire, specifically whether it 

will produce consistent results at different times and under varying circumstances and 

conditions (Saunders, Lewis, & Thornhill, 2009). To ensure reliable answers, our 

questionnaire was written with our respondents in mind and peer-reviewed by several 

professors, purchasing professionals, and business students. The questionnaire was 

written in understandable language, avoiding academic jargon and confusing acronyms. 

A thorough but concise introduction of our research question was included in the 

invitation e-mail and introduction page of our survey. This leads us to believe that our 

respondents interpreted the questions equally, providing us with a good and reliable data 

set. During our analysis we developed several robust regression models to check the 
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consistency of our findings as a technique to strengthen the results from our main 

model. In addition, we have conducted a robustness test using a different independent 

variable to further improve our results.    
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Chapter 4. Analysis 
 

This chapter will present our findings from the regression analysis and give 

interpretations accompanying the results. The chapter is comprised of five sections. 

First, descriptive statistics and sample characteristics are presented to familiarize the 

readers with our data set. Next, the measures used in the regression are described to 

provide an understanding of the variables employed in the model, followed by our 

approach in developing the regression model itself. The empirical results follows suit, 

before a robustness test concludes the chapter.  

 

 

4.1. Descriptive Statistics and Sample Characteristics 
 

This section provides descriptive statistics about our sample in order to give the readers 

a more thorough understanding about our respondents. An overview of descriptive 

statistics comprised of all variables is presented in table 2. Table 3 is the correlation 

matrix of all variables applied in the regression models. 

 

We received 103 responses to our questionnaire, all originating from the Nordic 

countries. Participation was voluntary, and no incentive was offered for completion. 

95% of our respondents indicated that they work for a company with more than 500 

employees, and more than 60% work for a company with more than 5000 employees. 

Our respondents are employed in companies across various industries, but one sector 

(energy) stands out and accounts for more than half (53%) of the responses. This will be 

further addressed in the limitations part. The average age of our respondents were 43 

years of age and the gender distribution was 56% male and 44% female. On average, 

our respondents have 18,6 years of total work experience, and 8 years of experience in 

their current organization. The self-perceived IT-skills of our respondents were high, 

and more than 96% of our respondents indicated to have at least medium IT-skills, 72% 

indicated to have “high” or “very high” IT-skills. We consider the overall human capital 

of our respondents to be relatively high, confirmed with the fact that 60% of 
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respondents have completed a Master’s degree, MBA or a Ph.D. Only one respondent 

(< 1%) indicated to only have completed high school or less, meaning that >99% of our 

respondents have completed at least 1 year of higher secondary education. Our 

respondents also indicated to be familiar with purchasing on behalf of their 

organization, with almost 80% conducting purchases on at least a monthly basis. 47% 

make purchases on a weekly or daily basis.  

 

We believe that our sample indicates that the survey reached suitable respondents that 

can give a representative and realistic picture of the corporate purchasing situation in 

large Nordic organizations. The response rate on e-mails were 24%, whereas the 

response rate on the other entry points is unclear due to the nature it was distributed 

through (mostly shared on LinkedIn). The total amount of responses was 103, which 

gives us a sufficient data material to conduct a data analysis. One node of caution to the 

reader is that there is a skewed distribution towards respondents working in the energy 

sectors in our sample. However, by controlling for this variable there is no significant 

change to our regression model, which indicates that the responses might still be 

reliable enough to be generalized to the broader general population.  
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Source: Own Creation 

Obs. Mean Std. Min. Max.
Variable (label) Defintion
Dependent Variable:

Compliant purchasing behavior (comply) Respondent's self percieved compliance in purchasing 103 0,79 0,41 0 1
1=Yes, 0=No

Hypothesized Variables:
(H1) E-procurement platform (plat) 1= Respondent's organization has an online e-procurement 91 0,80 0,40 0 1

platform, 0=No
(H2) Consumer-centric e-platform (ccp) Respondent's evaluation of the consumer-centricity of 89 1,53 1,45 0 4

the e-procurement platform ranging from 0 to 4 (see
section 4.2.2.2 for detailed explanation)

Human Capital:
Total years of education (educyrs) The respondent's exact number of years of education 102 17,25 1,47 13 20
IT skills (it) Respondent's self perceived level of IT skills ranging 102 3,95 0,81 2 5

from 1=very low to 5=very high
Years exp. in current org. (yrsexpcurr) The respondent's exact years of experience in current 102 8,03 6,84 1 43

organization
Individual Demographic Characteristics:
Age Groups: The age group repspondents relates to

Age 30-39 (age2) 1=30-39, 0=Otherwise 102 0,32 0,47 0 1
Age 40-49 (age3) 1=40-49, 0=Otherwise 102 0,33 0,47 0 1
Age 50-59 (age4) 1=50-59, 0=Otherwise 102 0,24 0,43 0 1
Age 60+ (age5) 1=60+, 0=Otherwise 102 0,03 0,17 0 1
Gender (gender) 1=male, 0=Otherwise 102 0,56 0,50 0 1

Organization- and Industry Characteristics:
Size of organization (size) Size of the organization the respondent work in 102 5,82 2,12 1 8

ranging from 1=less than 500 to 8=10,000+ employees
Industry Sector Industry respondent relates to

Manufacturing (ind2) 1=Yes, 0=Otherwise 103 0,07 0,25 0 1
Energy (ind3) 1=Yes, 0=Otherwise 103 0,52 0,50 0 1
Services (ind6) 1=Yes, 0=Otherwise 103 0,08 0,27 0 1
Pharmaceutical (ind8) 1=Yes, 0=Otherwise 103 0,07 0,25 0 1
Financial Services (ind9) 1=Yes, 0=Otherwise 103 0,06 0,24 0 1

Other Characteristics:
Frequency of Purchase: Purchase frequency respondent relates to

Daily (freq1) 1=Yes, 0=Otherwise 103 0,13 0,33 0 1
Weekly (freq2) 1=Yes, 0=Otherwise 103 0,35 0,48 0 1
Monthly (freq3) 1=Yes, 0=Otherwise 103 0,30 0,46 0 1

Descriptive Statistics

Table 2 - Descriptive Statistics 
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Source: Own Creation 

comply
ccp

plat
gender

age2
age3

age4
age5

it
educyrs

yrsexpcurrfreq1
freq2

freq3
size

Manuf.
Energy

Services
Pharma	

Finance

Comply
1,00

ccp
0,44*

1,00

plat
0,24

0,10
1,00

gender
0,06

0,11
-0,12

1,00

Age2
-0,10

-0,21
-0,13

-0,02
1,00

Age3
-0,03

-0,06
0,11

-0,17
-0,49*

1,00

Age4
0,07

0,16
0,08

0,12
-0,38*

-0,39*
1,00

Age5
-0,05

0,06
-0,06

0,15
-0,12

-0,12
-0,10

1,00

it
0,15

0,02
-0,10

0,04
0,04

0,12
-0,19

0,15
1,00

educyrs
0,01

-0,25
0,03

-0,03
0,27

-0,08
-0,07

-0,11
-0,11

1,00

yrsexpcurr
-0,16

0,01
0,07

0,04
-0,30

0,01
0,33*

0,33*
-0,16

-0,21
1,00

freq1
0,06

0,18
0,05

-0,02
-0,26

0,23
-0,14

0,28
0,10

-0,25
0,07

1,00

freq2
-0,07

-0,26
0,03

-0,05
0,10

-0,17
0,12

-0,13
-0,03

0,12
0,17

-0,28
1,00

freq3
0,03

0,20
0,07

0,03
0,04

0,12
-0,07

-0,12
0,04

-0,04
-0,17

-0,25
-0,48*

1,00

size
0,11

-0,02
0,35*

-0,12
-0,01

0,07
-0,06

0,12
0,23

-0,05
0,01

-0,09
-0,18

0,17
1,00

Manufacturing
-0,14

0,01
-0,17

0,09
0,06

-0,19
0,03

0,18
-0,13

0,03
0,00

-0,10
-0,12

0,16
-0,20

1,00

Energy
0,17

0,14
0,12

-0,01
-0,19

0,21
0,01

0,05
0,14

-0,21
0,07

-0,05
-0,24

0,24
0,37*

-0,28
1,00

Services
-0,20

-0,08
-0,17

0,11
0,34*

-0,13
-0,16

-0,05
0,06

0,10
-0,13

-0,11
0,32*

-0,19
-0,22

-0,08
-0,30

1,00

Pharmaceutical	
-0,05

-0,02
0,14

-0,07
0,06

0,05
-0,06

-0,05
0,06

0,09
-0,06

0,25
-0,12

-0,01
0,11

-0,07
-0,28

-0,08
1,00

Financial	Services
0,03

-0,02
0,12

-0,16
0,13

-0,16
-0,02

-0,04
-0,04

0,05
-0,08

-0,09
0,17

-0,16
0,13

-0,07
-0,26

-0,07
-0,07

1,00

*p<0,001

Table 3 - C
orrelation M

atrix 
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4.2. Measures 
 

This section introduces the different types of variables applied in our regression model.  

Descriptions of the dependent variable, independent variables, and control variables are 

addressed in an orderly fashion below. The questionnaire, which is the basis for all of 

the variables included in our regression model, can be found in the Appendix found at 

the end of this paper. 

 

4.2.1. Dependent Variable 
 

Our dependent variable, termed “comply”, captures whether employees in Nordic 

organizations are compliant with existing company rules, practices, and policies when 

conducting purchases on behalf of their organizations. Each respondent was asked to 

state, in a binary survey question (yes/no), whether they consider themselves to be 

compliant and behave in accordance with pre-established purchasing policies (i.e., 

contracts, frame agreements, overall purchasing process) when making purchases on 

behalf of the organization in which the respondents are employed. The survey found 

that roughly 4-in-5, or more specifically 79% consider themselves compliant, whereas 

the remaining 21% consider themselves noncompliant. This indicates that a substantial 

majority of our respondents consider themselves compliant purchasers in work settings. 

For the reason that our dependent variable is a dichotomous variable, a logistic 

regression is necessary.  

 

4.2.2. Independent Variables (Hypothesized Variables) 
 

We have applied two independent variables in our regression, which will regularly be 

referred to as hypothesized variables in this research paper. The hypothesized variables 

are included with the purpose of measuring our respondents changing level or variation 

of compliant purchasing behavior, depending on the inclusion of each of these two 

variables individually and together. The first independent variable, which is named 

“plat”, is concerned with whether the organization has an e-procurement platform, and 
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if that in itself will increase compliant purchasing behavior. The second independent 

variable included in our regression model is labeled “ccp”, which is an abbreviation for 

“consumer-centric platform”. The “ccp” is specifically concerned with whether a more 

consumer-centric e-procurement platform further increases compliant purchasing 

behavior in large Nordic Organizations. These two variables are together intended to 

shed light and answer our overarching research question. 

 

4.2.2.1. E-Procurement Platform (plat) 
 

To measure the effect of having an e-procurement platform, we examined whether the 

organizations in which our respondents work actually have online purchasing platforms, 

with the specific purpose of being the intended tool where corporate purchasing 

activities are carried out. This was explored through a binary (yes/no) survey question 

aimed to get a better understanding of large Nordic organizations use of e-procurement 

systems. Respondents were basically asked to confirm or refute the existence of a 

corporate e-procurement platform in their organization of employment. Roughly 7-in-10 

respondents affirmed that their organization has an e-procurement platform, and the 

remaining 3-in-10 claimed that their organization do not have such a platform or did not 

know for certain.  

 

4.2.2.2. Consumer-Centric Platform (ccp) 
 

In order to measure the level of consumer-centricity in our respondents’ corporate e-

procurement platforms, we explored the two key explanatory variables of the TAM and 

supplemented these two with two additional features that are essential to explain the 

success of e-commerce platforms (Amazon.com, Zalando.com, Expedia.com, etc.). We 

believe that these features are critical in explaining the success of e-procurement 

platforms too. These four features consist of users’ perception of the corporate e-

procurement platform in terms of ease-of-use, usability (cover needs), availability of 

reviews and testimonials (trust), and overall satisfaction. When creating our final 

variable, we followed an approach used by Dencker et al. (2009). The respondents were 
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asked to rate their current attitude toward each of these four features on a likert scale 

ranging from 1 “highly unsatisfied” to 5 “highly satisfied”. From these measures, we 

created dichotomous variables for all the four features, denoting whether the platform’s 

users perceived the platform to at least be satisfying (scoring 4 or 5 on the likert scale) 

in respect to the four identified features (coded 1). We then created the linear sum of all 

four dummy variables by adding them together, thus obtaining our intended measure for 

the consumer-centricity of the respondent’s e-procurement platform. For example, if the 

user perceived all four of the asked features to be at least satisfying, the platform would 

score 4. If another user only found two of the features to be at least satisfying, the 

platform would score 2. The combined variable “ccp” is intended to investigate a more 

user-oriented e-procurement platforms’ impact on compliant purchasing behavior in 

large Nordic organizations.  

 

4.2.3. Control Variables 
 

We made sure to include several forms of control variables to control for a number of 

factors that might influence individuals’ compliance in corporate purchasing settings. 

The control variables applied in our regression models are not of particular interest to 

the authors, but we acknowledge that they are important to more accurately cover the 

variation in the research pursued, and improve the quality of the models themselves. We 

have included control variables that cover human capital, individual demographic 

characteristics, and organization- and industry characteristics as well as a purchasing 

specific characteristic. We considered three human capital measures including total 

years of education, IT skills, and years of experience in the current organization. Total 

years of education and IT-skills can be classified as measures of general human capital, 

which can be transferred to other settings (e.g., also relevant if the respondent finds 

another place to work). Years of experience in the current organization is a specific 

human capital variable, only relevant in the setting of the individual’s current 

organization of employment. Individual demographic characteristics consisting of age 

and gender are the second set of control variables employed in the models. The third set 

of control variables is organizational- and industry characteristics including 
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organizational size and industry controls. Finally, purchasing frequency is added as a 

purchasing specific characteristic. 

 

4.2.3.1. Human Capital Variables 
 

We measured education as a quantitative measure, reflecting the total number of years 

of education (educyrs) that respondents have. The selected measures are typical for 

Danish, Norwegian and Swedish school systems, ranging from 13 years, which is 

equivalent to high school or less, to 20 years, which is equivalent to a Ph.D. 

Respondents were asked to indicate their highest level of completed education from six 

alternatives covering the most typical levels of education including high school or less, 

1-3 years of higher education, Bachelor degree, Master degree, MBA, and Ph.D. To 

measure respondents’ perceived level of IT skills (it), we asked respondents to rate their 

IT skills on a likert scale from 1 “very low” to 5 “very high”. The idea was to get an 

understanding of whether respondents’ self perceived IT skills would have an effect on 

compliance since information and communication technology is increasingly important 

in the current age of digitalization. The final human capital measure applied in our 

regression model is years of experience in the current organization (yrsexpcurr). 

Respondents were asked to fill in the number of years in which they have been 

employed in the organization they currently work in. Responses range from 1 year to 43 

years. 

 

4.2.3.2. Individual Demographic Characteristics 
 

Another set of control variables applied in our regression models is age (age) and 

gender (gender). Age was coded into the following five categories: “under 30”, “30-39”, 

“40-49”, “50-59”, and “60+”, and respondents were asked to select the appropriate 

category. These categories were then recoded into dummy variables in order to check 

for differences and patterns across different age groups. Gender was simply categorized 

as a binary variable where respondents were asked to identify as male or female. We 

coded the gender variable by labeling male as 1 and female as 0.       
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4.2.3.3. Organization- and Industry Level Characteristics 
 

Size of organization (size) and the industry the organization operates in (ind) account 

for th organizational- and industry specific control variables used in our regression 

models. Measuring the size of the organization was done by establishing eight different 

size categories that respondents were asked to choose from, including; “under 500”, 

“500-999”, “1,000-1,499”, “1,500-1,999”, “2,000-2,999”, “3,000-4,999”, “5,000-

9,999”, and “10,000+”. The industry the organization operates in was explored through 

a question listing ten industries that were coded as dichotomous variables used to 

control for industry fixed effects. Respondents are identified as 1 if working within a 

specific industry and 0 otherwise.  

 

4.2.3.4. Other Characteristics 

 

The final control variable employed in our regression models is purchasing frequency 

(freq). This final control variable was also partly included for the reason that the authors 

wanted to see how well our sample fit the ideal respondent that make fairly frequent 

purchases in work settings (i.e., daily, weekly, monthly). Respondents were asked to 

share how often they make purchases on behalf of the organization in which they are 

employed from five pre-established frequency categories consisting of “daily”, 

“weekly”, “monthly”, “quarterly”, and “yearly”. The purchase frequencies were 

subsequently transformed into dichotomous variables where respondents are coded as 1 

if belonging to a specific purchasing frequency and 0 otherwise.  

 

 

4.3. Developing the Regression Model  
 

We employed a regression approach based on four models in order to get a clearer 

picture of the consistency of our findings. Model 1 regressed all the control variables on 

our dependent variable to establish a baseline result for our controls that can be used to 

compare the consistency of our subsequent models relative to Model 1. We note that the 
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control variables alone produce a Pseudo R2 (0,185) in the case of our baseline 

regression. Model 2 adds hypothesized variable number one (plat) to the regression in 

order to get an understanding of its sign and significance, as well as its impact on our 

control variables. The new model is to a high degree consistent with Model 1, with only 

minor changes to the control variables’ signs of coefficients and their corresponding 

significance. We also note an increasing Pseudo R2 (0.2746), which indicates that 

including hypothesized variable number one (plat) improves the model’s explanatory 

power. Model 3 follows a similar approach, but this time introducing our second 

hypothesized variable (ccp) instead of (plat), to see that variable’s effect on the overall 

model. We hardly see any changes at all relative to Model 1, with the exception of a few 

changes in the signs of the coefficients of control variables. The significance of the 

variables remains the same across all but one control variable, implying that our models 

stay consistent. We also see an increase in Pseudo R2 (0.556), exceeding the effect 

found in Model 2, which implies that “ccp” is highly relevant. We created a final 

regression model (Model 4) including both of our hypothesized variables. We continue 

to see changes in this model relative to Model 1, with more control variables becoming 

statistically significant and some of the signs of the coefficients change. Model 4 also 

has the highest Pseudo R2 (0.594) suggesting that Model 4 is able to explain the highest 

level of variation in our dependent variable (comply). The analysis in the section below 

will be based on Model 1, Model 2, Model 3 and Model 4, yet the primary focus will, 

unsurprisingly, be centered on the main model (Model 4).   

 

We started out with 103 observations, but our final regression model is based on 81 

observations. The reason the number is smaller than the total number of observations in 

our data set is a result of a few missing variables stemming from incomplete responses 

and the removal of outliers. STATA automatically excludes the entire case of a 

respondent if there is a missing value for any variable in the logistic regression 

(STATA, 2016). Because a logistic regression does not have an equivalent to the R-

squared in an OLS regression, we look to toward the Pseudo R-squared to explain how 

much of the variation of the dependent variable that can be determined by the variables 

in the model. Our final model produced a Pseudo R-squared of 0.594, which in itself 

suggests a high level of explanatory power associated with the logistic regression 
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model. However, it is important to be aware that since the Pseudo R-squared cannot be 

interpreted directly the same way as the R-squared in an OLS regression, it is necessary 

to interpret this statistic with great caution (McFadden, 1973). Since coefficients in 

logistic regressions are stated in log-odds units, we are only looking at the sign of the 

coefficients, which tells us whether there is a positive or negative relationship between 

the independent and the dependent variable. 

 

 

4.4. Empirical Results 
 

The first thing we looked at in the results of our regression models was aimed at 

explaining hypothesis one by only focusing on the effect of having an e-procurement 

platform “plat” in an organization. Next, we turned our focus to the second 

hypothesized variable “ccp” to see the effect a consumer-centric e-procurement 

platform has on compliant purchasing behavior in an organization. All our models are 

controlling for other ways to explain the variation in compliant purchasing behavior 

through control variables. Table 4 briefly summarizes the hypotheses and outcomes of 

the tests below.  
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Table 4 - Overview of Hypotheses 

 

 

Source: Own Creation 

 

 

 

  Hypotheses 

Hypothesis Result Comments 

H1: Having an online 

purchasing platform (e-

procurement system) will 

increase compliant 

purchasing behavior in an 

organization. 

 

 

 

 

Supported 

Our regression model shows a 

statistically significant positive 

relationship between the existence of 

an e-procurement platform in an 

organization and compliant 

purchasing behavior. This is in line 

with our expectations and what 

existing theory regarding remedies 

against maverick buying states. 

H2: Having a consumer-

centric e-procurement 

platform that resembles the 

user experience of best-in-

class e-commerce 

platforms (B2C) leads to 

more use of the e-platform, 

and thus increased 

compliant purchasing 

behavior. 

 

 

 

 

Supported 

Our regression model shows a 

statistically significant positive 

relationship between the existence of 

consumer-centric e-procurement 

platform in an organization and 

compliant purchasing behavior. This 

is in line with the TAM and our 

predictions about a strong link 

between success in e-commerce and 

e-procurement. 
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4.4.1. Test of Hypothesis One 
 

H1: Having an online purchasing platform (e-procurement 

system) will increase compliant purchasing behavior in an 

organization. 

 

Our first hypothesis is focusing on the impact e-procurement (plat) has on purchasing 

compliance in Nordic organizations. Table 5 illustrates the results from our regression 

models. Model 2 provided us with proof that “plat” in fact has a positive and 

statistically significant (z = 2,2**) impact on compliant purchasing behavior in 

organizations within our sample. Our final model, Model 4, backs up the findings in 

model 2, where the relationship remains positive and statistically significant (z = 

2,06**). In conclusion, our models agree that there is a positive relationship between 

the existence of an e-procurement platform and compliant purchasing behavior. This 

corresponds with previous findings claiming that e-procurement creates a more 

convenient and streamlined purchasing process. E-procurement makes it easier to be 

compliant and lures employees away from old purchasing habits (Karjalainen, 

Kemppainen, & Raaij, 2009). The result of the “plat” variable is statistically significant 

at the 95% confidence level in both model 2 and model 4. Hypothesis one therefore 

finds support in our model, which means that we fail to reject the null hypothesis.  

 

4.4.2. Test of Hypothesis Two 
 

H2: Having a consumer-centric e-procurement platform that 

resembles the user experience of best-in-class e-commerce 

platforms (B2C) leads to more use of the platform, and thus 

increased compliant purchasing behavior.  

 

Our second hypothesis is focusing on the impact a more consumer-centric e-

procurement platform (ccp) has on purchasing compliance in Nordic organizations. 

Table 5 shows the results from our logistic regressions, indicating a positive 
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relationship between a consumer-centric e-procurement platform and compliant 

purchasing behavior both in model 3 (z = 2.14**) and model 4 (z = 2.19**). In 

conclusion, our models agree that there is a positive relationship between a more 

consumer-centric e-procurement platform and compliant purchasing behavior. The 

findings suggest that a platform that is easy to use, sufficiently cover the users’ needs, 

offers reviews and testimonials of past supplier performance, and offers an overall 

satisfying user experience will increase purchasing compliance. This is in line with our 

predefined expectations, and supports Müller et al.’s (2016) report stating that the gap 

between e-commerce and e-procurement is shrinking. The findings regarding the “ccp” 

variable are statistically significant at the 95 % confidence level in both models. 

Hypothesis two is therefore supported in our sample, which entail that we also fail to 

reject this null hypothesis. 

 

4.4.3. Controlling for Human Capital  
 

Our models include variables that control for the effects of individual’s human capital 

on whether they are compliant with their company’s purchasing policies or not. The 

regression results show that the total years of education (educyrs) is a significant 

estimator in model 3 (z = 1.84*) and model 4 (z = 2.05**), with corresponding positive 

coefficients. Moreover, the sign of the coefficient of this variable remains positive even 

though it is not statistically significant in either model 1 (z = 0.81) or model 2 (z = 

0.29). The interpretation of the positive coefficient is that individuals with more years of 

completed education are more likely to be compliant and follow the organization’s 

established purchasing policies. In other words, better-educated individuals are less 

prone to engage in maverick buying, which is consistent with our predefined 

expectations concerning this control variable.  

 

The second human capital variable that we control for is the perceived IT-skills (it) of 

the respondents. The notion that IT-skills will influence compliance comes from the fact 

that being compliant in purchasing contexts often involves using IT-systems. We 

therefore suspected that higher IT-skills might positively influence compliance, because 

individuals with higher IT-skills would have an easier task of using the e-procurement 
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platform. The regression results show that perceived IT-skills (it) has a positive 

coefficient, but that the estimator is not statistically significant, and is therefore deemed 

an irrelevant variable in explaining compliant purchasing behavior in this sample.  

 

Our last variable controlling for the effect of human capital is the number of years the 

individual respondent has been employed in his or her current organization 

(yrsexpcurr). This variable is significant in all four models (i.e., z = -1.73* in Model 1, z 

= -1.88* in Model 2, z = -1.91* in Model 3, and z = -2.76** in Model 4), all with 

accompanying negative coefficients. The interpretation is that the longer the employee 

has been employed in his or her current organization, the less compliant he or she will 

be when making purchases on behalf of the organization. The way we make sense of 

this result is that new employees will be vigilant and careful to comply with rules and 

regulations, in order to avoid reprimands early in their careers. When they get more 

used to “how things work” in their workplace, they may adapt routines or ways of 

working that are not in line with company policy, but are perceived to be easier or less 

time-consuming. The results concerning this control variable were surprising, since we 

expected that seniority would be positively related to compliant purchasing behavior. 

 

4.4.4. Controlling for Individual Demographic Characteristics 
 

We have also included variables in our models to control for individual demographic 

characteristics, and their potential impact on whether individuals’ are compliant when 

purchasing at work. The first individual demographic characteristic is age groups. Each 

of the age groups’ dichotomous variables have negative coefficients and are statistically 

significant at the 99 % confidence level. Our interpretation of the age group dummy 

variables in our models is that noncompliant purchasing behavior is a generation-wide 

issue that transcends across all age groups. One interesting finding is that the variable 

for the age group less than 30 years (age1) was dropped from the model due to no 

variance. In fact, all eight respondents less than 30 years old indicated that they were 

compliant and follow their organization’s purchasing policies.  
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The other individual demographic characteristic controls for the gender of our 

respondents. The results from our four models all suggest that gender is an insignificant 

estimator having no impact on compliant purchasing behavior in Nordic organizations. 

The sign of the coefficients are positive. The interpretation of “gender” is that males are 

more likely to be compliant with established purchasing policies, but since the effect is 

insignificant throughout, we do not recognize any differences between the sexes in our 

regressions.   

  

4.4.5. Controlling for Organization- and Industry Characteristics 
 

Our models also include two variables to control for organization- and industry 

characteristics. The first is on the organizational level, specifically the size of the 

organization (size). The variable produces a positive coefficient across all models, but 

the results are not statistically significant. Additionally, to control for variation in 

compliant purchasing behavior across different industries (ind), we introduced as set of 

sectorial dichotomous controls in all model specifications. A second reason for 

introducing fixed effect variables is to reduce the potential risk of omitted variable bias, 

and simultaneously increase the explanatory power of the models.  

  

4.4.6. Controlling for Other Characteristics 
 

Our last control variable was the frequency of which the respondents make purchases on 

behalf of his or her organization. This variable is intended to control whether employees 

who conduct purchases on a regular basis are more or less prone to be compliant with 

the organization’s purchasing policies. The results from our models show no significant 

relationship between the frequency of making purchases and the respondents purchasing 

compliance.  
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Source: Own Creation 

 

Model 1: Model 2: Model 3: Model 4:
DV + control var. DV + plat + control var. DV + ccp + control var. DV + plat + ccp + control var.

Variable (label) Coefficient Coefficient Coefficient Coefficient
(Std. Err.) (Std. Err.) (Std. Err.) (Std. Err.)

Hypothesized Variables:
(H1) E-procurement platform (plat) 1,951** 2,186**

(0,885) (1,062)
(H2) Consumer-centric e-platform (ccp) 3,851** 3,657**

(1,802) (1,672)
Human Capital:

Total years of education (educyrs) 0,161 0,070 0,545* 0,662**
(0,200) (0,245) (0,296) (0,323)

IT skills (it) 0,381 0,486 0,592 0,762
(0,366) (0,537) (0,755) (0,813)

Years experience in current org. (yrsexpcurr) -0,073* -0,119* -0,129 -0,195***
(0,042) (0,063) (0,067) (0,071)

Individual Demographic Characteristics:
Age Groups:

Age 30-39 (age2) -15,692*** -15,895*** -27,129*** -26,211***
(1,118) (1,295) (6,586) (6,408)

Age 40-49 (age3) -16,168*** -16,218*** -25,932*** -24,471***
(1,177) (1,492) (5,172) (4,562)

Age 50-59 (age4) -14,807*** -14,309*** -25,931*** -23,705***
(1,254) (1,411) (5,665) (5,226)

Age 60+ (age5) -16,235*** -15,500*** -30,095*** -25,929***
(2,003) (2,361) (8,193) (7,562)

Gender (gender) 0,542 1,026 2,048 1,693
(0,550) (0,708) (1,911) (1,801)

Organization- and Industry Characteristics:
Size of organization (size) 0,134 0,143 1,163* 0,856

(0,154) (0,180) (0,719) (0,668)
Industry Controls Yes Yes Yes Yes

Other Characteristics:
Frequency of Purchase:

Daily (freq1) 1,680 1,081 -0,672 -1,436
(1,154) (1,340) (2,107) (2,655)

Weekly (freq2) 0,485 -0,364 1,391 0,910
(0,837) (1,080) (1,199) (1,189)

Monthly (freq3) 0,410 0,154 0,864 0,588
(0,795) (0,888) (1,399) (1,484)

Constant (_cons) 12,104 13,216 8,065 4,803
(3,742) (4,690) (6,041) (6,568)

Number of observations (n) 102 90 89 81
Pseudo R2 0,185 0,275 0,556 0,594

Dependent Variable: Compliant Purchasing Behavior in Organizations

Note: All standard errors in parentheses; ***p<0,01, **p<0.05, *p<0,10

Table 5 - Regression Models 
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4.5. Robustness test 
 

We performed an additional regression with a different independent variable to check 

whether the results were consistent with our main findings. The results from the 

additional regression are illustrated in table 6 below. This time the independent variable 

used was the level of satisfaction the respondent indicated in relation to making online 

purchases at home (using best-in-class e-commerce sites such as Amazon.com, 

Hotels.com, etc.). The question was stated the same way as the question regarding the 

purchasing experience at work. The answers were given on a likert scale covering the 

level of satisfaction from 1-5. Almost exclusively, the shopping experience using e-

commerce platforms exceeded the experience of e-procurement platforms. We 

hypothesized that the higher the individual respondent rated the satisfaction from using 

e-commerce platforms, the less compliant he would be with the organization’s intended 

purchasing policies. The logic here builds on Oliver’s (1980) Expectation-Confirmation 

Theory. A high level of satisfaction from purchases made at home will increase the 

expectations of online platforms in general. When these expectations are not met, the 

user will be dissatisfied and ultimately resist using the e-procurement platform. The 

expected sign of the coefficient (satihome) would in this case be negative. This would 

indicate that the more satisfied the individual is with the online purchasing experience at 

home, the less compliant he will be with the workplace’s e-procurement platform.  

 

The results from the regression show that “satihome” has a significant coefficient (z = -

4,08***), which supports our expectations. We also see that the sign of the coefficients 

among the control variables remain fairly consistent, with the exception of a few control 

variables becoming insignificant in Model 5. This result is in line with the report by 

McKinsey-consultants Duncan et al. (2016) stating that the high satisfaction customers 

experience through the interaction with digital pioneers, such as Amazon and Google, is 

beginning to be expected also in B2B-transactions. We believe that this further 

strengthens our findings, by suggesting that users’ expectations regarding their 

workplace’s e-procurement platform is affected by their experience with best-in-class e-

commerce platforms that they encounter in their private life. 
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Table 6 - Robustness Test 

 
Source: Own Creation 

Model 5:
Robustness test

Variable (label) Coefficient
(Std. Err)

Hypothesized Variables:
Satisfaction at home (satihome) -2,814***

(-0,690)
Human Capital:

Total years of education (educyrs) 0,113
(0,250)

IT skills (it) 0,765
(0,545)

Years experience in current org. (yrsexpcurr) -0,040
(0,047)

Individual Demographic Characteristics:
Age Groups:

Age 30-39 (age2) -15,693***
(1,591)

Age 40-49 (age3) -17,363***
(1,733)

Age 50-59 (age4) -15,884***
(1,645)

Age 60+ (age5) -21,709***
(2,731)

Gender (gender) 0,520
(0,742)

Organization- and Industry Characteristics:
Size of organization (size) 0,233

(0,217)

Industry Controls YES
Other Charcteristics:
Frequency of Purchase:

Daily (freq1) 1,876
(1,442)

Weekly (freq2) -0,908
(0,983)

Monthly (freq3) -0,064
(0,983)

Constant (_cons) 24,683***
(5,781)

Number of observations (n) 102
Pseudo R2 0,377

DP: Compliant Purchasing Behavior in Organizations

Note: All standard errors in parentheses; ***p<0,01, **p<0.05, *p<0,10
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Chapter 5. Discussion 
 

This chapter aims to connect the findings from our analysis to the theory from which we 

derived our hypotheses and overarching problem statement. Specifically, we start by 

discussing the purpose of our analysis by first tying it to our hypotheses and then to the 

problem statement itself. Next, we discuss the causes and logic behind the occurrence of 

maverick buying in our sample, and how e-procurement can function as a remedy 

against these causes. We then turn our focus toward the theoretical implications of our 

findings and how it contributes to existing literature. Practical implications follow suit, 

with specific suggestions to managers trying to mitigate maverick buying by using e-

procurement systems. Thereafter, we discuss implications for international business, 

providing the thesis with a global perspective. Important limitations that offer directions 

for further research comes next, before a final conclusion rounds up the chapter.  

 

 

5.1. Purpose of Analysis  
 

The following section is included to discuss the main purpose and motivation for our 

analysis. The section revisits our hypotheses and overarching problem statement in an 

orderly fashion.  

 

The purpose of the preceding analysis was to determine whether a more consumer-

centric e-procurement platform would increase the usage of e-procurement platforms in 

organizations, and thus positively affect compliant purchasing behavior. To establish a 

sensible approach, we first needed to test whether the existence of an e-procurement 

platform in itself has a positive effect on compliant purchasing behavior. After 

confirming the presence of a positive effect, we can confidently claim that having an e-

procurement platform will reduce the issue of maverick buying and enhance compliant 

purchasing behavior in an organization. This supports our first hypothesis. This finding 

is consistent both with existing literature concerning remedies against maverick buying, 

and with our own predefined expectations. It is evident that having an e-procurement 
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platform alone will reduce the issue of maverick buying. However, the platform should 

not under any circumstances be expected to solve all instances of the issue by itself. It is 

important to be aware that the effect will only be fully utilized if the end-users willingly 

adopt and start using the platform (Mathieson, 1991). This means that having an e-

procurement platform ought to be accompanied by the likes of intra-organizational 

communication, compliance incentives, and training to educate end-users about the 

purchasing platform. Kulp et al. (2006) revealed that inadequate internal 

communication was the primary cause leading to noncompliant purchasing behavior in 

British pharmaceutical heavyweight GlaxoSmithKline. We recognize that this is likely 

to also be an issue in Nordic organizations. Again, going back to the significant effect 

the implementation of e-procurement had on the profitability of a Dutch transportation 

company (De Boer, Harink, & Heijboer, 2002), we cannot emphasize enough the 

substantial potential benefits associated with having such a platform.  

 

Inspired by best-in-class B2C e-commerce platforms, we wanted to test whether key 

features of these commercial platforms can be adopted to e-procurement platforms, and 

increase user adoption and ultimately compliant purchasing behavior. By combining 

these key features with the elements that explain general adoption of IT-systems, 

according to the TAM (Davis et al. 1989), we created a variable that we believe 

captures the variation in user-adoption of an organization’s e-procurement platform. In 

other words, identifying the characteristics the platform needs in order to be more 

consumer-centric and user-oriented. Our analysis suggests that an e-procurement 

platform with consumer-centric characteristics will have a positive effect on compliant 

purchasing behavior, offsetting the issue of maverick buying. This adds support to our 

second hypothesis, indicating that focusing on consumer-centricity will reduce the issue 

of maverick buying. Again, the results from our findings regarding hypothesis two is 

fully in line with our predefined expectations. A negative effect from focusing on 

enhancing the user-experience would be very surprising and illogical. This finding leads 

us to believe that focusing on consumer-centricity will make it more likely that users 

willingly adopt a new digital platform for the reason that the platform is perceived to be 

a convenient tool in carrying out purchasing activities.  
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Our overall findings give support to our problem statement. Through the results 

associated with our two underlying hypotheses, we argue that a substantial part of the 

overarching problem statement has been answered. Our main regression model’s high 

Pseudo-R2 of 0,594 shows that much of the variance in compliant purchasing behavior 

is explained by the included variables. We can therefore claim that having an e-

procurement platform will increase purchasing compliance, and that a user-oriented 

platform consisting of key consumer-centric features will further increase purchasing 

compliance in Nordic organizations, as seen in table 5. 

 

 

5.2. Prominent Causes of Maverick Buying 
 

Understanding the reasons and logic behind maverick buying in Nordic organizations is 

of high relevance and will shed more light on the entirety of our research objective. 

Specifically, which underlying causes that is most likely to drive respondents to engage 

in maverick buying is interesting to take a closer look at. This will allow for a better 

understanding of specific focus areas that can be used to more effectively design an e-

procurement platform to best counter the issue of maverick buying. Descriptive 

statistics regarding the underlying reasons of this phenomenon can be found in figure 6 

and table 7.  

 

Our respondents were asked to imagine a situation(s), if any, where they would fail to 

act in accordance with pre-established organizational purchasing policies. Five 

alternatives were available to respondents, derived from the main causes of maverick 

buying identified by Karjalainen et al. (2009). Roughly one-third of respondents stated 

that “I always use existing purchasing policies”, indicating that roughly two-thirds of 

the respondents have engaged in, or at the very least could imagine a situation in which 

they would engage in noncompliant purchasing behavior. The principal and most 

frequently cited cause for maverick buying identified in our sample was that “existing 

purchasing policies do not cover my needs”. The second most mentioned cause was that 

our respondents thought that “better alternatives exist”, closely followed by 
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“unawareness of existing purchasing policies”. The fourth most cited cause was 

respondents who indicated that “I prefer to buy from my existing supplier”. The final 

and least cited cause leading to maverick buying was “resistance to change or 

opposition to existing policies”. Only a single respondent in our sample admitted that 

this cause could lead him to break away from already existing purchasing procedures 

and practices reflecting the organization’s intended purchasing process.  

 

  

 

 

 

Source: Own Creation 
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Figure 6 - Causes of Maverick Buying 
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Table 7 - Causes of Maverick Buying (detailed) 

Assuming you have made purchases outside of existing policies or contracts. What 

was the reason? (Check all that apply) 

Answer Options 
Response 

Percent 

Response 

Count 

Unawareness of existing purchasing policies 27% 28 

Existing purchasing policies do not cover my needs 47% 48 

I prefer to buy from my existing supplier 10% 10 

Better alternatives exist (i.e., better prices or terms) 30% 31 

Resistance to change or opposition to existing policies 1% 1 

I always use existing purchasing policies 32% 33 

Answered question 103 

 

Source: Own Creation 

 

 

5.2.1. Suggestions for How E-procurement Can Remedy Different 

Types of Maverick Buying 
 

An e-procurement platform can be designed and organized in numerous ways, tailored 

to accurately address an organization’s objectives and strategies both in the short- and 

the long term. We are looking to provide and discuss suggestions in light of the three 

most prominent causes of maverick buying introduced earlier in this chapter.  

 

The most cited cause of maverick buying uncovered in our sample is that existing 

agreements fail to adequately cover the needs of the users. We know from existing 

literature that e-procurement is an effective tool that, among other things, can facilitate 

better communication and coordination among internal customers, suppliers, and 

procurement professionals (Clark & Fujimoto, 1991). Establishing a better link between 
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the procurement department and other organizational functions will allow procurement 

professionals to more accurately understand the actual needs of internal customers and 

negotiate more suitable frame agreements. These agreements can best be communicated 

through an e-procurement platform that easily displays current alternatives, facilitating 

compliant purchasing behavior. E-procurement alone is not enough, but is evidently a 

strong countering mechanism that procurement professionals in organizations should 

pursue and constantly strive to improve. Existing literature adds that for e-procurement 

solutions to have a chance of being successful, certain factors including adequate 

financial support, top management backing and interoperability of IT systems need to 

be properly addressed in advance (Gunasekaran & Ngai, 2008). We argue that a 

consumer-centric focus will further enhance the likelihood of success for e-procurement 

solutions, functioning as a remedy against maverick buying stemming from the 

procurement function’s inability to adequately identify and cover the needs of users.  

 

The second most cited cause of maverick buying uncovered earlier in this chapter is that 

users believe that better alternatives exist. Convincing internal customers of the 

effectiveness and capabilities of the procurement function is far from an easy task. 

Tassbehji and Moorhouse (2008) emphasize that a lack of internal recognition and lack 

of support for the role itself are two main reasons undermining the contributions of the 

procurement function in many organizations. A well-structured consumer-centric e-

procurement system will give the procurement function another channel to convince the 

overall organization of its ability to identify improvement areas and negotiate better 

agreements. An e-procurement platform could for example be designed to convincingly 

enlighten users about the total lifecycle costs associated with any product or service. 

Studies have shown that very few transactions made outside of established agreements 

outperform existing alternatives, and among the main reasons is the fact that employees 

fail to take costs other than the actual acquisition cost into account (Cox, Chicksand, 

Ireland, & Davies, 2005).  

 

The third most frequently cited cause leading to noncompliant purchasing behavior is 

unawareness of existing purchasing policies. Again, a lack of satisfactory internal 

communication is at the center of attention. This can largely be connected to the lack of 



	 77	

sufficient recognition for the procurement department and its role within the 

organization, in addition to inadequate capacity in terms of funding and skills 

(Xchanging, 2015). An e-procurement platform can arguably help improve how the 

intended purchasing process is communicated throughout the organization. This can be 

accomplished by establishing a more direct channel of reporting back and forth, by for 

instance incorporating a feedback and review function. The only feasible way to reduce 

the issue of maverick buying stemming from unawareness is by enlightening users 

about the intended purchasing process. Effective ways to go about this is by facilitating 

enhanced integration between the procurement department and the rest of the 

organization. Intensive training and education of employees through an e-procurement 

platform can help enhance the awareness of the existing purchasing policies (Angeles & 

Nath, 2007). Focusing on consumer-centricity can potentially speed up the education 

process for example by convincing users that the organization cares about their opinions 

and general well-being. Investing in a new and improved digital platform can therefore 

potentially be an amplifying factor in accelerating user adoption, which in turn reduces 

maverick buying. 

 

 

5.3. Theoretical Implications 
 

This section is included to elaborate on our contributions to existing literature within the 

topic of interest. We begin by putting our first hypothesis in a theoretical context in 

order to confirm earlier findings. The second part focuses on the second hypothesis and 

the overarching problem statement, where we believe to have shed new light on the 

topic.  

 

As outlined in chapter two, several sources such as (De Boer, Harink, & Heijboer, 

2002) (Cox, Chicksand, Ireland, & Davies, 2005) (Angeles & Nath, 2007) (Karjalainen 

& Raaij, 2011) (Karjalainen, Kemppainen, & Raaij, 2009) largely agree that e-

procurement is a strong remedy against maverick buying. Angeles and Nath’s (2007) 

research paper is only one of many that found e-procurement to be a significant tool 
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offering substantial cost saving potential for organizations. Our supporting results from 

testing hypothesis one further confirms previous research, showing that e-procurement 

platforms reduce the degree of maverick spend in organizations. Because of the costs 

incurred as a result of maverick spending, it can be concluded that e-procurement 

platforms can reduce costs and improve overall organizational performance. Whereas 

our first hypothesis does not bring significant new knowledge to existing literature, our 

second hypothesis extends the existing literature and contributes to the field. 

 

Our second hypothesis is supported in our findings, indicating that Davis et al.’s (1989) 

Technology Acceptance Model combined with theories and features explaining 

successful e-commerce platforms can be extended to also explain the success of e-

procurement platforms. By increasing user adoption of e-procurement systems it is 

obvious that purchasing compliance will increase as well. In other words, with more 

employees using the platform, maverick buying will naturally decrease as a result. 

Through a variety of different extensions, the TAM has previously been used to predict 

and explain user adoption of technologies ranging from E-mail (Gefen & Straub, 1997) 

to Mobile commerce (Wu & Wang, 2005) and online learning systems (Saadé & Bahli, 

2005). Aboelmaged (2005) attempted to explain e-procurement adoption in a very 

specific context (The United Arab Emirates), using a variety of the TAM. Based on 

anecdotal evidence, we believe that the recent developments in platform business 

models as well as the coming “era of the customer” create users with higher 

expectations than ever, regarding user-experience of all online platforms. This leads us 

to believe that only by extending the TAM to include key characteristics of consumer-

centric e-commerce platforms, would we be able to accurately explain user adoption of 

e-procurement platforms, and the corresponding enhanced purchasing compliance. Our 

model’s high explanatory power (Pseudo R-squared = 0,594) confirms our beliefs and 

extends current theory with the finding that consumer-centricity is an important feature 

in explaining e-procurement adoption. Due to e-procurement’s high remedying effect on 

maverick buying, our findings suggest that the features of the platform are essential to 

ensure higher levels of purchasing compliance.  
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5.4. Practical Implications 
 

This section is intended to provide guidance for procurement professionals and other 

managers responsible for e-procurement systems in organizations. We will introduce a 

practical approach to help solve the issue of maverick buying by utilizing e-

procurement systems. The finishing part of the section offers suggested features that 

could be incorporated in e-procurement platforms to make them more user-oriented.  

 

Our research findings lead us to encourage managers in procurement departments and 

related functions to actively adopt e-procurement platforms and promote consumer-

centricity as a key element of these platforms. Other practical and economic factors 

such as financial constraints, interoperability of existing IT systems, and factors related 

to organizational strategy or key objectives need to be thoroughly explored and satisfied 

for e-procurement to thrive (Angeles & Nath, 2007) (Gunasekaran & Ngai, 2008). The 

ultimate goal of a procurement department with regard to countering maverick buying 

through e-procurement is to make the e-procurement platform the preferred tool of 

choice among its users. Accomplishing this feat will markedly help increase user 

adoption and therefore reduce the issue of maverick buying without having to rely on 

coercive compliance techniques that generally are unpopular with employees.  

 

Investing in technology aimed to develop a more consumer-centric e-procurement 

platform is likely to be quite expensive. We believe that the benefits from reducing 

noncompliant purchasing behavior will outweigh the costs, especially in large 

organizations. These benefits include lower prices, better terms and conditions, and 

more transparency in external spend as outlined in chapter 2.  
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5.4.1. Introducing a Practical Approach to Solving the Issue of 

Maverick Buying in Organizations through E-procurement 
 

We have based our suggested approach to solving the issue of maverick buying through 

a consumer-centric e-procurement system on the three-phased process introduced by 

Kulp et al. (2006) in their study of British Pharmaceutical heavyweight 

GlaxoSmithCline. The process consists of three steps including gathering data, 

identifying reasons of maverick buying, and designing appropriate control mechanisms 

to ensure compliance. The first step, gathering data, is concerned with identifying and 

understanding where the issues associated with maverick buying or noncompliant 

purchasing behaviors truly lie. The idea is to analyze the level of purchasing compliance 

(e.g., in percent and financial magnitude) associated with each spend category and turn 

the focus of attention toward the main offenders. The second step, identifying the 

primary causes of maverick buying, is concerned with understanding why this 

phenomenon occurs with such frequency in the organization. The third step, design 

mechanisms, systems, and incentives to ensure compliance, seeks to identify and 

establish systems in order to shore up compliance (Kulp, Randall, Bradyberry, & Potts, 

2006).  

 

We focus our approach on e-procurement systems alone. This means that phase one and 

phase two are the same as in Kulp et al’s (2006) process, while phase three omits 

mechanisms and incentives. We recognize the importance of remedies other than e-

procurement, but those fall outside the scope of this paper. Our suggested approach 

derived from Kulp et al.’s (2006) is illustrated in figure 7 below.  
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Figure 7 - Process to Counter Maverick Buying 

 

 
 

Own creation based on process by: (Kulp, Randall, Bradyberry, & Potts, 2006) 

 

 

The purpose of phase one is to identify appropriate focus areas with high saving 

potential and unsatisfactory compliance rates. The combination of a large financial 

magnitude and a below average corresponding compliance rate would be an interesting 

category with obvious improvement potential. The procurement department should take 

advantage of the positive cause-and-effect relationship between e-procurement and 

purchasing compliance uncovered in our preceding analysis. This ought to be done by 

structuring the platform to address the areas with the greatest importance first and then 

move down the list. The obvious way to identify important areas can be reached by 

comparing external spend going through the e-procurement platform with the 

organization’s total external spend. By doing this, we can more accurately identify the 

largest spend categories and their corresponding compliance rates.  

Phase Three
E-procurement to Ensure Compliance

Phase Two

Identify the Causes of Maverick Buying

Phase One

Gather Data to Identify Key Areas of Maverick Buying
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Phase two is concerned with the most important causes of maverick buying. We have 

identified inadequate contract coverage, the existence of better alternatives, and 

unawareness of the existing purchasing policies as the most prominent causes in Nordic 

organizations. These three causes can be categorized as forced, well-intentioned or 

unintentional forms of maverick buying according to Karjalainen et al’s (2009). 

Organizing e-procurement to capture the greatest possible variation of these three 

causes ought to be particularly important to procurement departments. We have earlier 

in this chapter identified insufficient internal communication and coordination as one of 

the chief focus areas that will help reduce the issue of maverick buying stemming from 

these three causes.  

 

The third phase is directly concerned with how e-procurement platforms ought to be 

organized and designed to address the greatest possible variation of maverick buying. 

Our research has proved that consumer-centricity will enhance purchasing compliance 

through increased user adoption of digital procurement solutions. First of all, we will 

advice larger organizations to acquire an e-procurement platform to better cope with 

maverick buying and make purchasing activities easier. We propose to develop and 

design the e-procurement platform to accommodate for elements of consumer-

centricity. The platform should be easy-to-use and navigate, provide clear information 

about past supplier performance, sufficiently cover the users’ needs, and provide an 

overall satisfactory user experience. We advise the procurement department or other 

managers responsible for the acquisition or development of e-procurement platforms to 

involve end-users at an early stage. This way missing features can be identified, and 

frustrating features can be eliminated or improved. The possibility to provide feedback 

on the features and the overall performance of the platform should be possible. We 

suggest a similar approach to that of successful e-commerce retailers who regularly asks 

their customers about their opinions and suggestions aimed to improve the platform and 

the overall user-experience.  
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5.4.2. Suggested Design of an E-procurement Platform  
 

Features from successful e-commerce platforms have been identified to demonstrate 

what an effective consumer-centric platform that encourages user adoption and 

compliant behavior can incorporate. The list is not by any means exhaustive, and we 

stress that the features incorporated in an organization’s platform should first and 

foremost reflect the actual needs of the individual organization, and its users. Suggested 

features are listed below:  

 

• A feedback and review function, enabling the users to both evaluate the 

experience of using the platform, and the performance of the suppliers available 

through the platform. The aim is to constantly improve the platform and provide 

users with updated information about suppliers’ past performance. 

• A communication feature that allows users to conveniently inform the 

procurement department about new or changing needs and requirements. This 

could be done, for example, by allowing organizational functions to place 

“requests for proposals” through the platform. The procurement function should 

then be required to respond at their earliest convenience.  

• Strive to reduce the number of clicks needed to conduct a purchase through the 

platform to a minimum. The aim here could be to communicate to users that the 

platform is uncomplicated to use.  

• Ensure that the platform is easy-to-navigate for users lacking advanced IT skills. 

This could be accomplished by actively applying visual interfaces that clearly 

indicate how to find the product of interest, how to continue or go back, how to 

add or remove items to the shopping cart, and how to complete the ordering 

process.  

• Provide users with useful information in addition to reviews and testimonials, 

with the purpose of giving users all the information they need to make well-

grounded purchase decisions (i.e., total-cost-of-ownership estimates, price 

comparison overviews, complementary and related products, ecological 

footprint, etc.) 
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• Make sure the design of the platform is inviting, for instance by including neat 

visuals and appropriate colors other than only black and white. For relevant 

product categories, product images can be a helpful addition. 

• A department section that holds the most frequently purchased items for each 

specific organizational function. This allows departments to easily make typical 

or recurring purchases with low effort.  

• Establish a memory feature that will allow individual users to easily access past 

purchase history and repeat frequent or periodic purchases. 

• Allow Omni-channel access to the platform by allowing users to make purchases 

on all devices, including mobile devices.  

 

An e-procurement platform developed to accommodate these features as well as 

appropriate organization specific features is likely to rival the best-in-class e-commerce 

platforms in the world. Ultimately, we hope that by making the platform this 

sophisticated and consumer-centric, we can maximize the magnitude of e-procurement 

as a remedy against maverick buying. Making it the preferred purchasing channel 

among employees with purchasing responsibilities is the best-case scenario. Striving to 

reach the best-case scenario should be among the most important objectives to 

procurement departments that constantly are looking for ways to deliver meaningful and 

measurable results that benefit the overall organization.  

 

 

5.5. International Business Implications 
 

This section intends to give readers an overview of our findings’ implications for 

multinational enterprises (MNEs) and companies operating across international 

boundaries. Existing literature does not indicate that non-compliant purchasing behavior 

is a phenomenon limited to organizations operating in specific geographical locations. 

Even though this could be investigated empirically, there is no logical reason indicating 

that the issue of maverick buying is not affecting organizations all over the world. We 
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have discussed potential areas that we believe to be directly affected by efforts to shore 

up purchasing compliance, through e-procurement systems in MNEs. 

The adoption of an e-procurement system in MNEs will enhance transparency and 

increase the procurement department’s overview and control over external spend 

throughout the global organization. A streamlined purchasing process across all 

subsidiaries will increase the data quality in the organization, and allow the procurement 

department to make better decisions based on the needs of all potential buyers. Using 

one universal system will also facilitate the consolidation of spend reports and allow the 

organization to better optimize the global supplier base, purchasing frequency, and 

demand forecasting & planning (Cox, Chicksand, Ireland, & Davies, 2005). This leads 

to increased opportunities for pooling demand between subsidiaries, which can lead to 

economies of scale. We further believe that e-procurement systems can improve internal 

cross-border communication, enabling MNEs to engage in better supply chain 

integration and global sourcing initiatives, which has been shown to increase 

competitive advantage (Monczka, Trent, & Petersen, 2006). A platform that is 

accessible and widely used across all subsidiaries will increase the scope of both local 

and global suppliers available to each individual business unit. Moreover, the nature of 

the platform should be designed to give users information that mitigates irrational 

decisions in terms of supplier selection. A typical example is subsidiaries choosing a 

local supplier in an instance where a global supplier would be the better choice for the 

company as a whole.  

 

These selected implications may suggest that the potential benefits stemming from the 

adoption of an e-procurement platform will be the greatest for multinational enterprises 

or companies engaging in global sourcing practices. Based on our findings, we therefore 

emphasize the importance of having an e-procurement platform with a consumer-centric 

focus to better shore up compliant purchasing behavior in MNEs.  
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5.6. Limitations and Directions for Future Research 
 

Although our research has reached its aims and we are confident and happy with the 

results, there were some unavoidable limitations, which will be discussed in the 

following section. These identified limitations will then provide the basis for our 

directions for future research. 

 

As with all survey-based studies, the quality of our data depended on survey 

respondents, and in our ability to select an appropriate sample. Due to our limited 

professional network, finding eligible respondents for our survey was challenging. We 

relied a lot on one external partner at Dong Energy, which helped us gather responses 

by distributing the survey within his professional network. This resulted in a sample of 

respondents skewed heavily towards the energy sector (53%). This may have the 

consequence of a sample population too homogenous for generalizing the results to a 

broader population. However, when controlling for industry specific effects, there was 

no indication that being employed in the energy sector yielded significantly different 

results. The respondents from the energy sector produced results similar to the 

respondents employed in other industries, which were evenly distributed across our 

sample.  

 

In our discussion, we discussed our results in light of Karjalainen et al’s (2009) five 

forms of maverick buying, which to a large degree were confirmed by the 

corresponding results in our sample. We acknowledge that the answers to our question 

regarding reasons for maverick buying only give a leading indication of why employees 

in Nordic organizations would engage in such behavior. We recognize that a bias may 

be present for the reason that respondents are less likely to admit that they are to blame 

for noncompliant behavior, than what actually might be the case. The question itself 

may be uncomfortable to answer and this may have affected the results. However, this 

does not affect our regression results since data from this particular question was not 

included in our regression models. 
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Time constraints created a third limitation that directly impacted our choice of research 

method. Even though a quantitative approach was chosen based on theoretical 

soundness and our personal motivation, a triangulation including a qualitative approach 

could provide interesting results. Qualitative interviews with the actual users of e-

procurement platforms in our sample would likely provide a broader understanding and 

help us interpret the results in a context that would give a better overview of the 

phenomenon. A fourth limitation was the absence of literature directly addressing our 

research topic. To the best of our knowledge, existing literature fails to directly address 

consumer-centricity as a feature explaining e-procurement adoption, and thus compliant 

purchasing. Furthermore, a large body of the literature is relatively old, and within the 

field of digital platforms, advancement and change is happening rapidly. While this 

presented us with challenges, it also provided us with a natural gap in the literature that 

motivated us as researchers to fill. 

 

These limitations provide the base for our suggested direction for further research. 

Researchers with better access to a larger and more heterogeneous sample population 

could retest our findings to possibly create more generalizable results. Furthermore, it 

would be interesting to provide a more international perspective by testing our 

hypothesis on a truly global level, assessing whether our results are unique for the 

Nordic region or if the findings could be applied to large companies worldwide. Further 

research on the topic should preferably be supplemented by qualitative interviews. This 

would shed more light on the topic and provide a deeper understanding and a better 

context for understanding the phenomenon. Furthermore, conducting case studies will 

allow researchers to measure the financial impact stemming from cost savings achieved 

through the use of e-procurement platforms in specific organizations. These savings 

would primarily be the result of leaner and more streamlined purchasing. Case studies 

could be aimed to assess the effect of simply implementing an e-procurement platform, 

or improving an already existing platform to be more consumer-centric and better meet 

the users’ requirements. Longitudinal case studies can provide a better understanding of 

the effects on overall organizational performance over time. An interesting development 

to follow would be the financial effects caused by improvements in compliance over 

time, largely stemming from continuously improving the consumer-centricity of the e-
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procurement platform. A final avenue of future research to be explored is whether a 

consumer-centric platform will reduce the need for coercive compliance techniques, 

which typically entail sanctioning of employees.    

 

 

5.7. Conclusion 
 

The procurement function has been on the receiving end of increased attention in recent 

years, and is now recognized as a strategic business function in many organizations. 

Enhancing compliant purchasing behavior ought to be a top priority for procurement 

departments in order to realize cost-savings and establish a more transparent overview 

of the organization’s external spend. Specifically, this paper has focused on the 

important task of reducing the issue of maverick buying by ensuring that the 

organization’s intended purchasing process is followed. We approached this by 

narrowing the focus down to one of the most cited remedies against the phenomenon, 

namely the use of corporate e-procurement solutions. After confirming the remedying 

effect of having an e-procurement platform, we turned our focus toward factors 

explaining user adoption of the system. Increased user adoption among employees is 

essential to achieve higher compliance rates. More precisely, we discovered that 

consumer-centric features would improve the remedying effect of e-procurement 

platforms, leading to enhanced compliance rates as a result of increased system use. 

Inspired by IT and e-commerce literature pointing toward features that determine e-

commerce success and IT-system adoption, our findings show a significant positive 

relationship between the presence of consumer-centric e-procurement platforms and 

compliant purchasing behavior. In other words, focusing on a user-friendly platform 

will reduce the issue of maverick buying. 

 

Our findings extend current literature and confirms our belief that consumer-centricity 

is an important feature explaining the success of e-procurement platforms as a tool 

countering maverick buying. This indicates that users expect a user-oriented e-

procurement platform, resembling the best-in-class e-commerce solutions. For 
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managers and other decision-makers within procurement or IT, our findings emphasize 

the importance of focusing on the end-user by including them early in the process of 

acquiring or developing an e-procurement platform. Only by adequately satisfying the 

users’ expectations of the platform, can the platform be widely adopted and used. This 

will in turn ensure higher levels of purchasing compliance leading to improved 

organizational performance.  
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This survey is an important part of our master thesis within corporate purchasing at
Copenhagen Business School. We write asking you to share your experiences in making
purchases on behalf of your organization. Your insight is valuable to us, and we appreciate your
time and effort. 

Please read before answering the survey:

Many employees conduct purchases on behalf of their organization. These purchases are
typically related to travel, maintenance & repair, office supplies, professional services, etc.
Existing purchasing policies are often already in place. Your company might for example have
an agreement with a specific hotel chain when booking travels, or a specific law firm providing
legal advice. However, in many companies there is a tendency that these existing policies are
not followed. 

By making online purchases on behalf of your organization easier and more user-friendly, we
hypothesize that employees will prefer to comply with existing policies.

The aim of our study is:
To determine important factors that affect corporate purchasing behavior.
To formulate recommendations on how to make the corporate purchasing experience better
To establish a connection between online purchasing in a business-to-business (B2B)
setting and in a business-to-consumer (B2C) setting.
To identify potential cost savings in purchasing.

Your answers are strictly confidential and the survey will take approximately 5 minutes to
complete.
If you are interested in the results of our study, we are more than happy to share them with you.
You can contact us at mana15ag@student.cbs.dk or olst15ac@student.cbs.dk 

Corporate purchasing

Master thesis: Corporate purchasing compliance

1



Professional purchasing

Master thesis: Corporate purchasing compliance

1. How often do you make purchases on behalf of your organization (i.e., travels, office supplies,
professional services, etc.)?
*

Daily

Weekly

Monthly

Quarterly

Yearly

2. Does your organization have an online platform or system for corporate purchasing?*

Yes 

No

Don't know

3. Are you compliant and use your organization's established purchasing policies (i.e., contracts / frame
agreements) ?
*

Yes

No

2



4. Assuming you have made purchases outside of existing policies or contracts. What was the reason?
(Check all that apply)
*

Unawareness of existing purchasing policies

Existing purchasing policies do not cover my needs

I prefer to buy from my existing supplier

Better alternatives exist (i.e., better price or terms)

Resistance to change or opposition to existing policies

I always use existing purchasing policies

Highly unsatisfied Unsatisfied
Neither

satisfied nor unsatisfied Satisfied Highly satisfied

5. How satisfied are you with the purchasing experience when buying services (e.g. training,
consultants, coaches, legal services, seminar speakers, repair & maintenance, etc.) through your
employer's purchasing platform?

*

Highly unsatisfied Unsatisfied
Neither satisfied
nor unsatisfied Satisfied Highly satisfied

6. How satisfied are you with the purchasing experience when making online purchases for yourself
from sites such as Amazon, Expedia, Hotels.com, Zalando, etc.?
*

 
Strongly
disagree

Somewhat
disagree

Neither agree
nor disagree

Somewhat
agree Strongly agree n/a

It was easy to find
existing agreements
(contracts) at your
organization

The existing
agreements (contracts)
in my organization
covered my needs

The overall ordering
process was easy to
complete (i.e.,
requesting a quotation
and making a purchase
order)

It was easy to find
information about
service providers past
performance (such as
reviews or testimonials)

7. When you are purchasing services (e.g. training, consultants, repair & maintenance, coaches, legal
services, seminar speakers, etc.) through your employer's purchasing platform. Do you agree with the
following statements?

*

3
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Statistics

Master thesis: Corporate purchasing compliance

8. In which industry does your organization operate?*

Agriculture and Forestry

Education

Industry/Manufacturing

Energy

Construction

ICT

Services

Transportation

Pharmaceuticals 

Health Services

Other (Please specify):

9. What department do you work in? (i.e. finance, operations, sales, HR, procurement, etc.)

5



10. What is the size of your organization? (i.e. number of employees)*

Less than 500

500-999

1,000-1,499

1,500-1,999

2,000-2,999

3,000-4,999

5,000-9,999

10,000+

Very low Low Medium High Very high

11. How would you rate your own IT skills?*

12. Gender*

Male

Female

13. Age*

Under 30

30-39

40-49

50-59

60+

14. Highest completed education*

High school or less

1-3 years of higher education

Bachelor's Degree

Master's Degree

MBA

Ph.D

15. How many years have you been employed in your current organization?*

6



16. How many years of working experience do you have in total? (including your current job)*

7
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